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Note ; i Secti '
¢ ;\l!empt any four questions from Scction A. Each question carries cqual marks. Section
B is compulsory and carries 20 marks.

Section A

Describe today's advertising industry in Indian context. Also explain effeet of cconomie and social

environment on advertising,

i} e . :

2 hx_plum_lhc concept of hierarchy of effects model. Also elaborate on routes to persuasion from advertising
point of view,
Explain the creative aspects of advertising in print medium with examples

1 F‘J-:Il)fl.rﬂl(‘ on all the aspects of media planning. Also describe pre and post launch research from adveruising
effectiveness point of view.

-1

lake 1-xumpllvs and relate brand image with brand personality. Also explain the situations under which
brand repositioning is Justifiable

6. Comment on following, with examples, if required :

(a) Importance of emotions and feelings for advertising message

(b) Importance of Brand Equity.

: Section B
7. Analyse the case and answer the questions given at the end.

TATA SALT

Namak ho Tata Ka, Tata Namak !

The history of iodized, vacuum-evaporated, packaged salt in India was pioneered by Tatu Selt in August
1983. Tata Chemicals, the company behind the brand, takes the first credit for converting the commudits
salt into a high-quality branded product. To millions of Indian housewives it offered a welcome move awar

from the loose, unbranded salt of questionable quality to the assurance of clean, pure salt, certilied vy
India’s highly trusted business house. Tata Salt delineated the standards and attributes that consumers

now demand in the product — hygienic production, purity, nutrition, and iodine content. Thus was burn
a new category in the food additives segment.

Over the year, Tata Salt’s business has grown from strength to strength. It has become a household
name with top-of-the-mind brand recall and has garnered 41% share of India’s branded-salt segment, as against
23% by its nearest competitor. And thanks to the purity and reliability of the brand, the preference for it spans
all segments of the market; housewives; restaurateurs; industry; manufacturers of packaged snacks, coals and

namhkeens; and even the Indian government.
The Tata Salt brand has many accolades to its credit, which stem from its association with trust,
esty and credibility, qualitics inherent to the Tata creed of business. Its jingle ‘Namak ho Tata

reliability, hon . ..
an audio mnemonic for the brand, speaks volumes of its headship in the salt market

ka, Tata namak,’

Competition
i4Post Tata Salt’s entry, as consumer acceptance of branded salt grew, the category became more appealing
- potential manufacturers. Also, with extremely low ent;y l?amers, the next two decades saw the launch
of scores of new national and local brands of packaged, iodized salt. "I‘.he ﬁ“'t competitive challe.nge was
sed in the early 1990s with the launch ol ('aprrmj Coak_ ;hat positioned itself as a free-flowing salt.
'aptain Cook’s entry was indirectly advantageous as it sensitised people to branded salt and they started
' al products to the national brands. Tata survived the Captain Gook onslaught

o n-branded or loc : :
“::f::’:::‘u superiority, strong distribution network and the overall category expamnsion that sesulted

m Captain Cook's entry.
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ILL. It was pusitioned on the heyyy)
In 1996 another national salt brnod Annopurna, was launched by i-v@“ . brm‘[:iud e C[ln:{unu.‘_l

benelits of lllt‘ill';.ll Although by that time iodizntion had nearly become a g1 on beeame the 2nd largest play,,

did not .lwn:viw L ns  difforentintor, with nggressive marketing Annapurna st

with 35% market share (behund Tata, by now nt 37400,

Then, with the growing number of players and possible market sh!r;r: crns:u‘n;l;T::::::Edh;‘r:::né:;: ?:;;n|
n market research study in 1998 to understand the r:nnm.xmor psychlc. e ré. uq~ “;:”q PR
characteristics such as saltiness, iodization, free low. purity and whn?uness. . un.E ‘ .”_knuwn of Tata S
the ‘saltier salt'’ Tata encashed this positioning in its next commercial starring the we |
poor approving Tata Salt for these attributes.

By late 2001 and carly 2002, several regional, domestic and multinational pl_ayers stnrt_ud jf."ﬁ.‘-‘-l.l;nlu :
the branded salt market. Their aggressive marketing tactics, colourful and attractive packaging. anr- a-_;:
decibel advertising created quite a stir in the market. As a consequence, the branded salt catcgnr}i'] pm»r.. -rr.
healthy growth rate of 4% as consumers migrated (rom the non-branded segment. However, the overall catcy:
growth (branded and unbranded) was a mere 1% since it was difficult to get the population to consumer mo
salt beyond a certain level, and now there were no non-users who could be converted. Therefore, most of 1
growth had to come from the unbranded-to- branded category conversion.

Advortising Strategy

Looking at these factors Tata devised its new advertising strategy. It took the competition head—nn. A
in September 2001 Tata Salt was re-introduced with a new campaign that touted its purity, a care vir:
of the brand. This positioning as the ‘pure sall’ was rooted in the fact that Tate Salt was manufactyr
using the vacuum evaporation technique, which rendered its end-product much purer than the more commur
used refining technique of washing the salt with water and adding some more chemicals. For the consum.
the proof of purity lay in experience of a distinetly ‘saltier salt’, relative to those offered by other bran
and the certificate of trust lent by the Tata name. The packaging was also changed to a more premium-look;

pack, a response to consumer feedback. All of this translated into a better value proposition for the consu:
and a dominant market share for the brand.

Soon after, Tata Chemicals looped in consultants to track the brand and assess
The results revealed that Tata Salt’s brand equity index was 7, which

marketing strategy study revealed that in spite of the
players were getting murky. This made Tata redefine t
¢ To break free from clutter in the category c
* Expand the base of the category by bringin

Revised Advertising Strategy

its marketing strat. _
was ahead of the competition. But -
strong brand awareness, the differences between
he problem and set new objectives as follows
aused by the recent entrants.

g in new uscrs and garner market-share of 3811

In view of the above objectives, Tata decided that the best way to differentiate was to connect witlh -
consumer at an emotional level, since co i

: mpetitors were focusi
while thu Salt hlad thus far been positioned on the rational aspects of ‘purity’. its new positioning v
carry this proposition forward but within the larger contex y

t of the consumer's life. enco Ssiny,
) . _ ) : $ , mpassiny, |
rational and emotional manifestations of ‘purity’. passiny

Ip addition, being the market leader, Tata wanted to grow the market
Salt realiscd that there was nothing like a strong ‘leadership claim’ to meet
the brand to the status of a nationa] icom, it could not only expand the
clutter.

by increasing the user-base /-
this end. Tt folt that by elev

Questions :

1. What strategic approach has Tata follow
would have helped Tala in meeting wi

9 ink Tata’s 'Desh ha ' ortiai
2. Do ?you think Ta namak advertising strategy addre

ed in its ‘Degh kan

ng on the functional Properties of sall -

user-base but also break frec from:

thits objectives ? aw";:k?campﬂign ? Do you think this apy"’

. . ad
ied theasbisshinae. that it had
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