
Speaker 1: Hello everyone, and welcome to our group's panel discussion. Today, we are 
going to synthesize our core learnings from our first seven marketing sessions. Our goal over 
the next 45 minutes is to dive deep into two major themes that have fundamentally shifted our 
understanding of marketing strategy. We won't just look at the theory; we will examine real-
world applications from our case studies and connect these insights to the broader managerial 
landscape, drawing on the organizational and financial principles we've explored across our 
other courses here. The two significant points of learning we have chosen to focus on are, 
first, the concept of pricing and brand experience as an inseparable, strategic filter. And 
second, the framework of creating entirely new markets rather than aggressively fighting for 
market share in saturated spaces. Let’s begin with our first theme. Speaker 2, would you like 
to kick us off by unpacking how our view on pricing has evolved? 

Speaker 2: Thank you. Yes, the most profound shift for me was moving away from the idea 
that pricing is just a financial calculation based on margins or competitor benchmarking. 
What we learned is that pricing is actually not an independent decision at all. It is a strategic 
filter that defines your entire business model. If you alter your price, you don't just alter your 
revenue; you alter your target segment. The Barista Coffee Company case is the perfect real-
world example of this. Barista positioned itself in the premium, experiential space. In class, 
we discussed what would happen if Barista decided to reduce its prices to capture more 
volume. The immediate consequence wouldn't just be lower margins; it would be a 
fundamental shift in their customer base. A lower price point would attract the younger, 
college-going demographic that traditionally frequents Café Coffee Day. This would 
immediately alienate Barista’s core target audience—professionals and executives who are 
paying a premium specifically for a quieter, more exclusive environment. 

Speaker 3: I completely agree, and to build on that, we have to look at the macroeconomic 
context. During our discussions, we touched upon the "Lipstick Effect," which is a concept 
we've also encountered in microeconomics. It’s the counter-intuitive phenomenon where the 
demand for affordable luxuries actually goes up during times of economic recession or 
downturn. People might not buy a new car, but they will treat themselves to a premium cup 
of coffee. Because Barista operates exactly in this affordable luxury space, a marketing 
manager facing a recession might reflexively think, "We need to drop prices to retain 
customers." But understanding the Lipstick Effect shows why that would be a flawed 
managerial decision. You don't need to reduce prices because the consumer psychology 
during that time still supports small indulgences. Dropping the price destroys the illusion of 
luxury right when the consumer is seeking it. 

Speaker 4: That brings up a critical managerial application regarding consistency. When you 
are charging a premium, the customer's tolerance for inconsistency drops to zero. As we 
noted in our session reflections, the need for consistency is actually lower for the exact price 
point itself, but astronomically high for the customer experience and product quality. For a 
marketing manager, this means if you want to implement differential pricing—say, charging 
differently in a Tier 2 city compared to a metro—you have to provide explicit cues to the 
customer to justify it. You can't just offer the exact same experience at a drastically different 
price without confusing the market. You either need to elevate the service visibly where the 
price is higher, or alter the product mix, perhaps by introducing slightly lower-priced, 
different SKUs in the Tier 2 market so the core premium products maintain their anchor 
price. 



Speaker 5: And connecting this to our Organizational Dynamics and HRM learnings, 
maintaining that pristine, premium customer experience dictates backend organizational 
structure. Barista is fundamentally in the experience business. Standardizing an experience 
across hundreds of locations is incredibly difficult. A marketing manager looking at rapid 
expansion might be tempted to use a franchise model to scale quickly. But from an ODY 
perspective, franchising dilutes cultural control. When a franchisee is optimizing for their 
own local profitability, they might cut corners on the ambiance, the training of the staff, or 
the quality of the coffee. Because Barista’s entire pricing strategy is justified by a flawless 
experience, choosing a franchise model could lead to massive brand dilution. The strategic 
marketing decision here is to likely stick to company-owned stores, ensuring strict 
organizational control over the service delivery, even if it means slower growth. 

Speaker 6: That’s a fantastic synthesis of the first theme. It shows how a single marketing 
variable—price—ripples through economics, HR, and organizational design. If we look at the 
overarching managerial takeaway here: a marketing manager must stop viewing pricing in a 
vacuum. The specific decision that improves from this understanding is expansion strategy. 
By recognizing that price equals segment, a manager will reject short-term promotional 
discounts that attract the wrong crowd, and will align their entire organizational structure to 
ruthlessly protect the brand experience that justifies the premium. 

Speaker 1: Excellent points. It’s a great transition to our second major point of learning, 
which flips the script entirely. With Barista, we looked at defending a premium, niche 
market. But what happens when you want to build a massive, 5,200 crore company? You 
can't just fight incumbents in highly penetrated markets. Our second theme is the strategy of 
New Market Creation using the 4 A's framework. Speaker 3, can you introduce how the 
CavinKare case illustrates this? 

Speaker 3: Absolutely. The CavinKare case, specifically the success of Chik Shampoo, 
completely reframed how we look at market penetration. Typically, a company entering the 
FMCG space might look at Hindustan Unilever's market share and try to steal a few 
percentage points by offering a slightly better or cheaper product. CavinKare didn’t fight 
HUL in their established arena. Instead, they looked at the data and found a staggering 
statistic: out of all the hair wash occasions in India, shampoo was only used 10% of the time. 
The other 90% of the time, people were using alternative, traditional methods, especially in 
rural areas. CavinKare realized that the real opportunity wasn't fighting for the 10%; it was 
creating an entirely new market out of the 90%. They didn’t focus on market share; they 
focused on market creation. 

Speaker 4: And to capture that 90%, they deployed the 4 A's framework brilliantly. Let’s 
break that down, starting with Affordability and Acceptability. To make it affordable, they 
didn't just lower the price of a standard bottle; they pioneered the use of small sachets. This 
was a masterstroke in inducing trials. A rural consumer wouldn't risk a significant portion of 
their daily wage on a bottle of shampoo, but a sachet lowered the barrier to entry to almost 
zero. But affordability means nothing without Acceptability. CavinKare understood the rural 
consumer deeply. They realized rural women often work in dusty, outdoor environments and 
need heavy-duty cleansing, not just conditioning. Furthermore, they introduced a black-
colored shampoo. This capitalized on a deeply held rural belief that using black products 
helps maintain dark, healthy hair. They engineered the product's physical attributes to match 
the cultural acceptability of their new target market. 



Speaker 5: The third and fourth A's—Awareness and Availability—were executed just as 
innovatively. For Awareness, they bypassed expensive national television campaigns that 
would largely hit the already-saturated urban 10%. Instead, they focused heavily on regional 
media and endorsements from local film stars who resonated deeply with the southern rural 
demographics. They also utilized local haats and melas—village fairs—to physically 
demonstrate the product. This directly addresses Availability as well. By using sachets, the 
product could be hung in small strips at tiny kirana stores, taking up zero shelf space, making 
it ubiquitous across rural landscapes. 

Speaker 6: I want to pull in a cross-course connection here, specifically regarding Corporate 
Finance. Creating this massive rural distribution and selling high volumes of low-margin 
sachets requires immense operational efficiency. If CavinKare had invested heavily in high-
tech, massive manufacturing plants, their Capital Expenditure (CAPEX) would have been 
enormous, creating huge depreciation costs that would destroy the thin margins of the sachet 
business. Instead, they made a crucial managerial decision: outsourced manufacturing. By 
outsourcing, they maintained low CAPEX, ensuring vastly better cash flow management and 
a much healthier Return on Invested Capital. It’s a perfect example of how financial 
structuring is entirely dictated by the marketing strategy. You cannot execute a sachet-led 
market creation strategy with a bloated, asset-heavy balance sheet. 

Speaker 2: That’s a crucial insight. And we saw a very similar dynamic regarding 
'Awareness' in the Aravind Eye Care case. When entering a new market, sometimes your 
biggest competitor isn't another company; it's consumer ignorance or deeply ingrained habits. 
In the Aravind case, the lack of awareness wasn't about the hospital's brand; it was the 
fundamental perception among rural populations that losing their eyesight was just an 
inevitable part of growing old. They didn't realize it was a curable cataract. For a marketing 
manager, the takeaway is profound: when creating a new market, your initial marketing 
spend shouldn't be on brand promotion, but on category education. You have to convince the 
consumer that the problem you are solving is actually a problem they don't have to live with. 

Speaker 1: So, if we look at the managerial application for a marketing manager today, how 
do they apply the CavinKare or Aravind lessons when evaluating their product portfolio? 

Speaker 3: The practical application comes down to the fundamental equation we discussed: 
Customer Value equals Performance over Price. A marketing manager looking at a highly 
penetrated category, like soaps and detergents, must realize that replicating the sachet 
strategy won't work today. Nirma already did the new market creation in that segment 
decades ago. Trying to fight Unilever in a monopolistic, highly penetrated market is a losing 
battle. Instead, a manager tasked with massive growth—like hitting a 5,200 Crore target—
must identify categories where penetration is still low and the rural-versus-urban divide is 
high. As we discussed in Session 7, categories like oral care, dish wash, or even specialized 
deodorants offer much better canvases for new market creation than traditional soaps. The 
decision that improves is resource allocation: diverting marketing budgets away from bloody, 
saturated red oceans and investing them into educating and capturing unpenetrated rural 
white spaces. 

Speaker 4: I want to pivot slightly and look at how these concepts of market creation and 
community building translate into the digital space, which was a huge part of our later 
sessions. Let’s look at eBay. eBay didn't just create a new market; they created a two-sided 
platform. When we looked at the financial comparisons, the numbers were staggering. eBay 



had a gross margin of around 86%, compared to Amazon at 25.6% and Walmart at 22.3%. 
Why? Because eBay is a pure facilitator and matchmaker. Unlike Amazon or Walmart, eBay 
doesn't take responsibility for inventory, warehousing, delivery, or returns. They simply 
provide the gatekeeping and the algorithm. 

Speaker 5: Exactly. But the genius of eBay’s marketing strategy was how they solved the 
'Acceptability' and trust issue in a completely unregulated digital wild west. How do you get 
a buyer to send money to a stranger? They instituted the community feedback system. The 
value added by eBay wasn't just access to millions of products; it was the formation of a self-
policing community. However, this brings up a massive managerial dilemma that we 
analyzed through the concerns of Barbara Smith in the case. As eBay grew, they started 
inviting big corporate sellers like IBM and Nokia onto the platform, and they increased their 
fees. 

Speaker 6: This is where the marketing manager has to weigh the positives against the 
massive negatives of shifting the core platform culture. The positives of bringing in big 
sellers are obvious: higher volume, more standardized choices, higher revenue from fees and 
advertising, and increased credibility. But the negatives threaten the very foundation of the 
platform. It leads to a culture change where the platform feels less personalized. The 
community feeling goes down. The platform gets crowded with standardized products, 
drowning out the unique, vintage items that made eBay special in the first place. For the 
original mom-and-pop sellers, it feels like a betrayal—it’s no longer a level playing field 
because corporates get higher visibility and often negotiated lower fees. 

Speaker 2: Connecting this back to ODY and Organizational Behavior, it’s a classic conflict 
of stakeholder interests versus corporate growth. The managerial application here is that 
when you manage a platform, your product is the community. If a marketing manager decides 
to prioritize short-term transaction volume by favoring massive corporate sellers, they risk 
destroying the trust and loyalty of the core user base. The decision that must improve is 
setting the rules of engagement—being a strict 'Gatekeeper'. A manager must enforce 
algorithms that ensure small, highly-rated community sellers still get premium visibility, 
ensuring the platform doesn't just devolve into another generic Amazon storefront. 

Speaker 1: And speaking of digital platforms and algorithms, we can’t discuss modern 
marketing without touching on the GiveIndia case from Session 6, which highlighted the 
brutal reality of digital real estate. Speaker 3, how does GiveIndia’s struggle tie into our 
learnings? 

Speaker 3: GiveIndia showed us that even in the non-profit sector, the battle for 'Awareness' 
is incredibly cutthroat. They realized that 60 to 70% of their donations were coming from the 
top three keywords, which were essentially their own brand name. But they were forced into 
a position where they had to pay Google to bid on their own brand keywords. Why? Because 
if they didn't, sponsored results from other NGOs or competitors would appear above their 
organic search results, and those competitors would poach users who were actively searching 
for GiveIndia. It’s a fascinating, almost defensive use of a marketing budget. 

Speaker 4: It also highlights the technical evolution of marketing. SEO rankings are based 
on over 200 factors—backlinks, site speed, keyword density. But more importantly, we 
discussed the shift toward Answer Engine Optimization for Google's AI Overviews. This is 
unpaid, organic real estate, but you only capture it if your website has highly structured, 



authoritative answers. For a marketing manager today, whether you are selling coffee, 
shampoo, or raising funds for charity, understanding digital architecture is mandatory. The 
practical application is that a marketing manager can no longer just write good copy; they 
must structure their content technically so that algorithms can parse it as the definitive answer 
to a consumer's query. 

Speaker 5: If we pull all of this together, I think the overarching narrative of our first seven 
sessions is that marketing has evolved from a promotional function into the central nervous 
system of the business. When we looked at Barista, we saw that marketing dictates the 
pricing, which in turn dictates the HR requirements and the franchising strategy. When we 
analyzed CavinKare, we saw that the marketing goal of capturing a 90% unpenetrated rural 
market dictated the corporate finance decision to utilize outsourced manufacturing to keep 
CAPEX low. 

Speaker 6: And when we looked at eBay and GiveIndia, we saw that marketing in the digital 
age is about ecosystem management. It’s about managing a two-sided network of buyers and 
sellers, carefully balancing the need for corporate revenue with the need for grassroots 
community trust. It requires a deep understanding of platform economics, algorithm 
management, and search engine optimization. 

Speaker 2: I’d also add that the connection to our other courses has been the most 
illuminating part. You can't separate marketing from data and statistics. When deciding 
whether to enter a new market like CavinKare, or when setting a price point for Barista, a 
manager relies on regression models to understand price elasticity and demographic 
distribution. You can't separate it from microeconomics—understanding substitute goods, the 
lipstick effect, and consumer surplus. And you certainly can't separate it from Organizational 
Dynamics, as we saw with the challenge of maintaining corporate culture across a 
decentralized franchise network. 

Speaker 1: Exactly. To summarize our panel today, the two most significant points of 
learning are clear. First, pricing is a strategic filter that defines your brand experience and 
organizational structure. It is not a tool for short-term volume acquisition if it compromises 
your core segment. Second, sustainable, exponential growth comes from market creation, not 
just market penetration. By leveraging the 4 A's—Affordability, Acceptability, Awareness, 
and Availability—companies can activate dormant consumer bases. 

As future managers, the practical application of these insights means making holistic 
decisions. It means looking at a balance sheet before launching a sachet campaign. It means 
protecting the community culture of a digital platform even when corporate money is offered. 
And it means utilizing deep statistical analysis to defend our brand equity in an increasingly 
algorithmic digital world. 

Thank you to my fellow panel members for this deep dive, and thank you to the audience for 
joining our discussion on the evolution of marketing strategy. 

 


