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Diva
sold without

any strategic or tac-
tical effort. There was one commercial which kept popping up here
and there, without any planning or thought. The storyboard of the
soap went thus: man rushes for shower, shampoos, reaches for soap
eyes tightly shut and scrubs, then he sniffs suspiciously and shouts
out through door, 'Mera wala saboon kahan hai?' ('Where is my
soap?') and his wife hands him Diva. The man comes out looking
happy, feeling good and the voice over says,'Diva: mera wala saboon
for that mera wala freshness!' End of 10 seconds, end of commer-
cial. The ad had been running for years. Nobody at Alto knew if the
ad touched anyone, but the media bills came and were paid. Every
now and then the ad popped up in the least relevant channels, on

We, who build brands for a living, often fail when
we have to position ourselves for a job. How
do we express cur potential?

BHIRAM Suri was a little sur-
prised to see a cake of Diva, a
soap bar, sitting on his table. An
old soap with the most preten-
tious name, he thought sadly.
Wrapped around the soap with a
rubber band was an inter office memo

suggesting elimination of the inner wax wrapper to save costs.
This annoyed Abhi. Diva was the most side-tracked brand at Alto
India and more so because the brand moved its way through mar-
kets with uncanny agility - barely any advertising, no shop level
push, no point-of-purchase danglers and things, and often, no
mention even at target meetings. Diva, which had been on auto pi-
lot for close to eight years, did appear on every sales report in good
colours, especially in the East, where it sold much more than else-
where.

Now, how did anyone find the time to examine its packaging,
wondered Abhi. So much so that they had done a costing of the wax
wrapper and decided to knock it off. This is what happens, thought
Abhi, when someone or something is 'minding its own business',
you mistreat it, expecting it won't complain or stand to lose. Fix it,
because it won't break.

Abhi crushed the memo, assigned it to the trash can, and look-
ing at Diva, said: "Baby, we need to give you an ego. That's what
is missing."
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the least relevant programme slots. No one asked any questions.

When it found place on MTV, some people mumbled; when it
found lodgings in DD, nobody noticed - at Alto the marketing
men never watched DD. Once it sprang up on an obscure channel
right next to some religious programme. That was when Abhi no-
ticed it. It was a lazy Sunday morning and he was sitting with his
mother as she watched some programme while stringing beans.
And Diva popped up. Amazed, alarmed and aghast, Abhi called the
brand manager, then his ad agency - neither knew why it was
there. Then he called the media planner and asked pointed ques-
tions. Diva, the 'audit' showed, was tossed around between slots
and channels looking for a least -cost best-fit. When it did, every-
one heaved a sigh of relief. Diva had been slotted for the moment.

In fact, this had been a turning point in Abhi's mind. A bit of

tIed: "A soap's biodata? Ah, I understand. OK. What's the objec-
tive?"he asked.

"I want to overhaul the brand," said Abhi. "Diva has been neg-
lected far too long, whereas it is a brilliant brand. Self-starter
types," he said, using the colloquial. "The brand is not speaking
enough for itself. It is capable of a lot, but because it has not spoken
correctly, we are mistreating it. Give me a sheet on Diva's life:'

The next day Puneet presented a single typed sheet to Abhi.
"Brand ~iva, green soap launched in 1967, low priced, with the
smell of ~m leaves. Rectangular in shape, with the name cut into
the soap. Then, in 1978, the 75-gram soap cake was made into a 98-
gram soap ake and the name was embossed to give it additional
beauty. Ne::r oil was added in 1980. The price went up by 10 paise
and later b I ,~ paise following excise duty revisions. Colour modi-

Consider how many hours a week we spend talking about brand planning.

Do we ever treat ourselves as a brand?

fied to\ive marble effect, did not work well, was again
changed to the old green. Outer wrapper changed

to a greeny-yellow and font changed. Brand
management averred the wrapper did not ap-
peal as the sales dropped. In 1982..:' After an-
other paragraph, that was devoted to detailing
the attacks on the soap, came the brand attrib-
utes: "Diva is a highly bought soap both at re-
tail and stockist levels. Sales has had to do

barely anything to move the brand ... good soap
with the freshness of neem,"
Abhi read it and put it down. Then, looking at

Puneet, he asked: "1£1want to sell this soap in Chen-
nai, will this biodata entice the consumer?" Puneet

laughed, "No way. Dum nahi hai" he said. "In any case, this is
just the fact sheet. We will use this to evolve its image."

"Oh, but we have no money to 'do up' the brand, you know;' said
Abhi, "like new packaging, new model, change of colour, nothing.
[aisa hai waisa hi bikna hai. Yet we have to sell in a new market,
must appeal to the southern consumer, she must see the qualities
of the soap:'

"Yes,Diva must talk, she needs to be heard;' said Puneet. ''All we
need to do is to go to the heart of the brand and examine its per-
formance, speak about why it appeals to the East and North and
West, study its capability, potential, intention, strength, what
makes it tick, its goodness, what it can do better that other soaps
cannot. Sadly, it has been a very quiet brand. She needs a script."

Abhi nodded: "Tell me Puneet, would you like to work with me
in turning Diva around on a shoestring budget? What that means
is huge amount of thinking and hard work, but all low-cost ideat-
ing that cannot translate into touching the physique of the brand.
Bolo." Puneet looked at Abhi for a bit and then looked down at his
shoes. Then, choosing his words carefully, he said: "Anything you
say Abhi, but what happens to the Operation Bite job? It's the
chance of a lifetime. I don't want to be in the midst of something
that will put shackles on my mobility. Operation Bite is all that I

anger, a bit of surprise and he had sworn to resurrect
Diva, Well, at least overhaul it, he thought. And
now this memo, so blase, so unfeeling, so absurd,
he thought. What was happening at Alto? But
he knew what was happening; this was brand
management's way of milking a cash cow to
show results on the profit line. For some inex-
plicable reason Abhi was immensely annoyed.
He strode up to his white board and wrote:
'Brand abuse: Diva!'

Just then Puneet Dave, a brand manager,
tapped on Abhi's open door, waiting to be permit-
ted in. Smiling softly, papers clutched in his hands,
he stood there hesitantly and before Abhi could switch
off from Diva and focus on his next response, Puneet was say-
ing:"Sorry if you are busy, I can come later:'

"But why?" asked Abhi, annoyed. "Why would I be busy or not
want to see you? Why do you apologise readily? Come, come right
in."And Puneet, in halting words, explained he had seen a posting
on Alto's internal website. Alto was seeking to extend its dental care
division into a kind of service area through which it could mean
much more than a toothpaste and mouthwash. Essentially, Alto
wanted to change the dental care approach. But how, what, when
and why and so much more would be the job of the new general
manager of Operation Bite, as it would be called. "You know, this is
exactlywhat I want to be doing. This is almost crafted for me, Abhi.
Iwant to apply. Hope you won't mind. I wanted to let you know be-
fore you find out from the network. After all, you have been my
mentor since I came here:'

"Of course, you must apply;' said Abhi. "Go, position yourself
for it. Go, market yourself aggressively."Puneet grinned: "I can't do
things like that Abhi, positioning myself and all that. But I will
write out a good application and send it:' Abhi nodded and said:
"Show it to me before you send it." Then his eyes fell on Diva un-
wittingly. Picking it up, Abhi handed it to Puneet and said: "AUT
iska bhi biodata likhna hai. Image theek nahi hai" Puneet was star-
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ever wanted to do in brand mining. I hope you don't mind my say-
ingthis ..:'

Abhi clucked and said: "Hanh, hanh, but where is your applica-
tion? If you want that job all that badly you would have worked on
that first, no? [ao, write your application and come back. I am not
saying I will pitch for you, but I will be your shepherd:'

Twodays later, Puneet returned with an application. Abhi shook
his head in dismay. It was in a classical management school format.
In a brief cover letter Puneet had expressed interest in the job.
"Bas?" Abhi asked in amazement. "Is this all you have to say for
yourself in connection with that job? There are 10 others equally
interested. So why you? Here I was asking you to reposition Diva,
but if your own biodata is so boring and you are the most impor-
tant brand for yourself, how can I expect you to write something
exciting for another brand, let alone position it! We need to bring
passion and conviction into everything we do and that will get
reflected in what we write. Conviction comes from believing in
the brand and its capabilities. But look at what you have written,
Puneet. You have attached your biodata. Dekho, you have said in
a very boring way all the stuff that we already know about
you! Name, address, date ofbirth ...Then after a double space (what
were you thinking in that space?!) you have said father's name,
marital status, languages known, another double space, then
schooling, college...

"Puneet! What were you thinking? That is what is going
to explain how you have chosen to present yourself.
You were thinking of yourself as a bunch of
degrees, as a name - as yet another soap. I don't
even think you were positioning yourself. You
were simply putting a data sheet together,
when the fact is this: you are already known
at Alto, the market. Why have you wasted the
valuable space and time of the reader saying
stuff that he already knows? No reader has
that kind of time. He is looking at your appli-
cation because he already knows you are
operating in the market, Alto. Now, he wants to
know ifyou have something new to say,something
you know that he does not know about you, some-

-Abhi shook his head. "Hardsell is not about glossing over or ly-
ing. It is about bringing to the front end the key strengths that you
possess which delineates you better for the position. An aptitude, a
mindset, those soft hidden qualities and opinions and thoughts
which are not ordinarily visible to one who does not live with you,
work closely with you. It is about emphasising the key strengths in
a manner that appeals to the person who needs those skills:'

Puneet was hot behind the ears as he said: "This is where you
don't understand me, Abhi! I know;tt skills are needed for that
job, see? And I know I have them. nfortunately, it is not the
job that is hiring me but AltafNensey is hiring for that job! So
how am I to know how to appeal to Al~ I don't even know Altaf
beyond his name!"

"Brilliant, brilliant" said Abhi, "but yo know what Altafis look-
ing for in that job, don't you? Ok, Diva i a soap. Iuhi Chawla is a
prospective consumer. Chawla bathes as humans do. Chawla
needs a soap to bathe. There are 10soaps on the shop shelf. Chawla
has a few expectations from a soap. Now you don't know [uhi
Chawla. Then how can you project brand Diva to her? Going by
your logic, Diva knows how to accomplish a terrific bath. Diva
does not know Chawla. But Diva knows the job. But because Diva
does not know Chawla, Diva cannot position itself to Chawla.
Therefore Diva cannot enter Chawla's bathroo .End of Diva's life.
Scrap the brand?"

Puneet grinned despite his acute emb rrassment. "Abhi,
it's not the same thing;' he said softly."Of course, it is the

same thing, you nut!" said Abhi. "Examine what I am
saying. Diva needs to probe into consumer needs,

discover new insights about consumers - un-
derstanding their lives, their tears, fears and
cheers, their dreams and aspirations, their fan-
tasies and their nightmares about the bathing
experience and use all of this to make better
brand connects with the end consumer, be it
Iuhi Chawla or Iuhi Suri!"

"Iuhi Suri?" asked Puneet. "My wife, you id-
iot!" said Abhi. "So what we do is mine consumer

knowledge and use that to build better brands. So ex-
amine carefully: if we create small bubbles to denote

He knew what was happening; this was brand management's way of
Olfi)a~~ITU® CID~&l~[fu ~@wtJ~@ ~[fi)@wtJ [J@~llil~~~@ITU~[fi)@ W[f@{fo~~aITU@o

For some inexplicable reason, Abhi was immensely annoyed

thing you have added to your attributes which he missed before
reading this.

"Did you acquire any new skill, any new evolution, any new in-
sight, have you made a leap while he was not watching ... How were
you expecting him to be enamoured by you after reading this? Have
you sold yourself through such a script?"

Puneet was agonised. "How am I to hardsell myself?" he asked.
"Alto'smanagement knows me, I have been working here for four
years, they do my appraisal every year. They know me, Abhi, then
how do I say:'I am extraordinarily good, I am earthshaking, no one
can do the job better than me ...it will appear pompous!"

each need of consumers, then that 'need bubble' is the world in
which brand Diva can operate. We need to understand this world
keenly so that Diva can connect well, make sound, enduring con-
nections with the people in that world. Yes?"

"Yes;' agreed Puneet, a bit mollified by now. And Abhi went on:
"Now, because you are the brand owner or manager-choreogra-
pher, you have to imbue the brand with a language, an operating
system (OS) which is compatible with the as of that 'need bubble'.
If you don't, Diva cannot operate there, right? Diva has attributes,
but the people in that bubble do not know about it. Why, some of
them don't even know Diva! So you, the brand manager-owner,
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will craft a script for Diva based on what it is, based on its real capa-
bilities and make her enact it. So Diva will deep-cleanse, nourish,
soothe, moisturise, make skin supple, refresh, fill environ with
beauty of the hills...all these are the consumer's needs from a per-
former soap. The beauty is,Diva does all that!"

Swiftly and smoothly falling into line, Puneet added: "The need
bubble we work in is probably one where the consumers are 16-
25 years of age, spend 12-14 hours a day outdoors, have contin-
UQUS need for freshness, ete. So we identify who we want to sell
Diva to and what is it about Diva that fits in with their need gaps.
And project that sharply:'

"Precisely, my dear fellow.So now, why on earth can't you mar-
ket yourself likewise?" said Abhi. "What!" said Puneet. "So all this

nothing that makes the biodata different from the host Altaf
Nensey is likely to get. It covers 'who am I' but doesn't answer 'why
buy me' in any way. You have worked with me for two out of the
four years and I have found a stellar quality about you.

"Let me tell you: you do not overstate things, you do not exag-
gerate in presenting a fact, neither do you exaggerate an emotion
in thought, nor do you exaggerate an action while doing it, which
means no flamboyant gesturing. In a subtle way, it has impressed
upon m~at you are cautious, you seek more of content and less
of pack~l}pg. Which also means you will not fall for dressed-
up numbers, dressed-up literature and data. You will go beyond
that to est blish content. Funnily, I 'don't find any mention of
that in your io!"

You were thinking of yourself as a nch of degrees,

_____ CID_~_CID_UD_CID_oUDD® = CID~ W®ls CIDUD@ls[ffi®[f ~@CIDWo~ ~ __
I don't even think you were positioning yourself

was about me and not about Diva?"
"It's about using your knowledge," said Abhi.

"Now if you go and read your biodata - in fact,
that is such a horrible word, no wonder you
went and filled it up with data. Let's call it the
'Get to know me' sheets. What was missing
there was the fact that the young man is an in-
novative thinker and has demonstrated the
skill of generating and developing new ideas as
he did on Swish deos, on Cala hair gel's dis-
penser, in entering rural markets, etc;whereas the
most obvious place where these skills need men-
tioning is missing in the biodata format itself]

"Puneet, stay tuned in with every moment you live.
Consider how many hours a week we spend talking about con-
sumer insights, brand building, planning, ete. And now consider
how we project our own selves. Do we ever treat ourselves as a
brand? Do we build upon the Me-brand consciously? I am not re-
ferring to random self-help books you may read, but what you read
with a genuine desire to change a weak spot in your personality.

"Do we position ourselves clearly?Do we examine if the message
we are sending about ourselves is relevant to the audience? For ex-
ample, in the presentation room I may use a clipped, terse style of
communicating, but in a consumer call do I want to be seen as a
terse, severe guy or one who is friendly, chatty, accessible?

"Do I keep renewing myself and, thus, am able to say new things
about myself - which is very, very different from lying and gloss-
ing over. Which brings me to your own tenure here at Alto: In the
four years you have been here, in the four years since you stepped
out of Symbiosis, Pune, did you fit yourself like Diva did, into any
old slot that was vacant, on any channel, before any old pro-
gramme, or did you create a distinct position for yourself, or find
one and say 'that is the slot I want to occupy'? Did you examine
what Alto needs and see if you could top up your self brand and
provide that need also? Like, for example, tomorrow I may choose
to add some stuff to Diva and make it a soap that also exfoliates.

"Your biodata is a mere fact sheet, but nothing single-minded,
nothing persuasive, nothing that says 'I am the best for the job',

Puneet shrugged in embarrassment and said:;
" ut Abhi, how can I say that about myself?"

"I was waiting for just that;' said Abhi. "You
don't say exactly that as a description, instead
you say 'I place a greater value on content
than on form and this is what I do during
my research process ...' Then again, the fact
that you worked for six months on a rural
market scheme is a terrific plus for a job like

Operation Bite.
"But what do I see? It's tucked away in a dull

corner of your bio as, 'Other areas of exposure:
Spent six months on rural marketing.' Arre baba,

what does that translate into? It's like us saying in the
Diva ad: 'Preferred soap of many people'. So what does it mean

to anybody? But decode that and say:'2.5 million people in Kolkata
use Diva'.Then it means something closer to what the consumer is
thinking, no?"

Abhi continued. "Again read this: you have multiple talents
which have all gotten unfairly clubbed under hobbies; you like
kitchen gardening and do your own cultivation on a neat patch of
land for a school. But you call it hobby as if it was the same as col-
lecting finger nails. If you placed it as a talent, I would read deeper
insights into your subtle nature, your versatility.

"Ah, now look at this. You worked on five projects during your
MBA, of which only one is relevant to Operation Bite: 'Attitudes to
visiting a dentist and other mind blocks among urban Indians'.
But it is lost in a mire of all the wares you are showcasing as
'MBA projects':'

Abhi looked hard at Puneet and what he saw was a young man
made old and pointless by a system that defined people before
they could define themselves. The system taught its managers to
think out of the box, yes, but about the external world where they
themselves were not participants, mere witnesses. So managers
made macho suggestions that ordered other managers to do very
dangerous things, out of the box things, while in their own per-
sonal world these humans led very protected, safe,predictable lives,
unaware of their extraordinariness! •
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My Company Ltd.
ASHOK GEORGE

Ashok George is director (training and academics), HeroMindmine, which is part of the Hero group. He has over
20 years' experience in the training industry.

I
HAD a conversation recently with a
friend who was having a tough time
getting a new job, despite his years of
varied experience in sales,marketing
and media. It turns out that this is a

major issue with career professionals like
Puneet, who lack the concepts of personal
branding and marketing self.Whatever you
are selling- product or your own skills
and talents - to a potential employer, the
principles of sales and marketing remain
the same. It won't do any good to be strong,
confident, skilled and qualified if you keep
it a secret. If you want to be successful, you
are going to have to let the rest of the world
know about yourself.

In short, you need to sell and market
yourself - your own unique brand. What-
ever position you have today, you are still
simply on your own. What it boils down to
is that it is all about you, your personal
brand and how you exercise it. Establish
'My Company Limited'. You will immedi-
ately see what areas you need to change or
develop and what type of activities you
should focus on in order to create the re-
sults you are looking for. 'My Co. Ltd' is
your personal brand. It's about you, your
life and career. Jot down all the things that
comes to your mind about what makes you
yourself.

Here are a few questions to set the ball
rolling. What roles do you h;ve in your
professional and personal life?What dra-
matic difference can you make for the
people around you? Why should any em-
ployer be interested in you? How can you
help your potential employer company
succeed? How are you unique? Byanswer-
ing these questions, you will have a chance
to find your purpose in life. You will build
your own brand, your personal company.
Prepare, plan and do. You need to be
stubborn and persistent, even after failure.
Youneed to have that inner belief that you
will succeed.

The elements are largely tile same as
product branding; personal branding is,

well, personal. It requires a load of soul
searching and honesty. And that's where we
start - with the hardcore reality of where
you are now. It's important to recognise
that your branding effort must align with
the current reality. You can't just create a
mask or you'll lose your integrity. That
would be bad. What you can do is find ways
to build on your strengths and differentiate
yourself from your competition.

Too many CVs look like long shopping
lists, like what Puneet wrote. The would-be
employer is actually more interested in
what you've achieved than what you've
done. Compare "Ascustomer service exec-
utive, I liaised with customers, responded
to queries, logged complaints, and was in-
volved in customer service meetings", to

of

audience. Thf\identity must come from
your personali so your target audience
can relate to yo

People often scribe themselves solely
in terms of what they are. Talking in terms
of benefits means adding how these aspects
of yourself will benefit the potential em-
ployer. For example, a willingness to take
on responsibility (feature) implies capabil-
ity to accept more delegated tasks (benefit
to employer): Some more samples of fea-
ture: punctual, reli~~' delivers on time,
diligent, productive, mbitious. Benefit:
consistency, trustwor hiness, cost-effec-
tiveness, drive and energy. So go ahead and
write what you can do rather than what you
are. Self-confidence is a necessary prerequi-
site to self-marketing. The contrary is also

Too many CVs look like long shopping lists, like
what Puneet wrote. The would-be em 10 er is
actually more interested in what ou have
achieved than what you have done. Your CV is a
sales document, not a legal document

"As customer service executive, I reduced
query response time from four to two days,
contributing to a 15per cent improvement
in customer satisfaction ratings". Compare
"I have just been made redundant, and
am looking for something in media sales",
to "I believe that my five years' experience
in media sales would allow me to bring
the level of expertise you seek to help
expand your business". Your CV is a sales
document, not a legal document. Youdon't
have to put everything you've done since
birth in it. Pick out the most relevant skills
and achievements and describe what you
did in your previous jobs, with the results.
Choose who you want to reach and craft
an identity around the needs of that target
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true: when you don't believe in yourself,
you sellyourself short.

Start right now: think of yourself differ-
ently! You're not an 'employee', a 'staffer', a
'worker' or a 'human resource'. Stop being
defensive! You're not defined by your job
title and you're not confined by your job
description. Finally, I'm recommending
you to be realistic - confident without
hype and humble without putting yourself
down. In short, be yourself.

You are a brand. You are in charge of
your brand. There is no single path to suc-
cess.And there is no one right way to create
the brand called you. Except this: Start to-
day.What will your 30-second commercial
sound like and how will it go? •



Market Yourself
MADHUKAR SABNAVIS

The author is country manager (Discovery) at Ogi and Mather, India. The views expressed here are his own.

I
Twas my first class in personnel

management at IIM-A. The head of
department was conducting it and
there was a Class III/IV employee
strike on campus. A classmate qui-

etly asked: "Why don't you give us a live
demonstration of this by resolving this
strike?" The elderly professor was caught
off guard! It's often said that management
schools are the worst managed. And it's
perhaps true that the best planners for
others are the worst planners for them-
selves - it's easier to give prescriptions
than to act on them.

In my current assignment of'discovering
new things about consumers', I've discov-
ered that most of us have not discovered
enough about ourselves!

The truth is that the corporate world for
employees is very similar to the market-
place for brands. It is highly competitive,
with many players fighting for a few plum
jobs. And it is here that Abhiram's advice
makesgreat practical sense.

Just as brands, through their advertising,
have to persuade consumers to buy, a bio-
data (the word is horrible, I agree with
Abhi) is an advertisement to sell an em-
ployee to a prospective employer. It needs
to followthe same principles of marketing:
-Understand the target prospect's (em-
ployer's)needs
-Tailor message (content) to the need
-Ensure it is said in a way (presentation)
that it stands out

If a 'biodata' is remembered by your
prospective boss three days post his or her
readingit, it has made a difference!

Unfortunately, most people in the mar-
keting and advertising world follow these
principles for brands but fail to apply it
when it comes to the most important
brand, himself or herself.Yes,many corpo-
rates do have strict formats to write a bio-
data. These are much like international
guidelines for global brand advertising-
the challengeis to make the brand interest-
ingand relevant within that framework.

I would actually extend Abhiraqs advice
beyond the job application and take the
concept 360 degrees. It is critical f<{ every
employee brand to carve a distinct p~sition
for himself or herself in his or her fjoss's
(and colleagues') mind and this needs to be
reinforced at all moments of truths -
whether in internal written communica-
tion, interpersonal transactions, or even in
sartorial appearance. Just as a market brand
has to be nurtured and grown, an employee
brand needs to be similarly developed ove\
a period of time. It is better to be excellen],
in one thing and good in many others,'.
rather than being 'Jack of all trades and
master of none'. My experience is that peo-
ple who have managed to pull themselves
out of the middle world of mediocrity and

Re-invention should not be a case of top-
ping up, but a case of enhancing value.

I, however, empathise with Puneet's
problem of being unable to 'sing' his own
praises, as suggested by Abhiram. In east-
ern cultures, humility is held as a virtue. A
competitive, capitalistic, corporate world is
basically a western concept. It is, in effect, a
clash of two value systems and we are trying
to resolve two fairly distinct cultures! It is
easier to blow the trumpet for a third per-
son - a brand - than to do it for oneself.
Market brands have the advantage of the
owner being the marketer and the commu-
nicator being an agency.

For employee brands, the owner and
communicator are the same. There is a thin
line that separates pride and arrogance,

Like market brands, employee brands need to keep
themselves salient, relevant and continuousl
reinvent themselves to keep in tune with the
changing times. The lesson is that career
management is much like brand management

made a real difference in the corporate
world are those who have excelled in one
thing and made themselves invaluable to
an organisation based on a specialised
knowledge or skill, a soft or hard talent. It is
often worthwhile to focus on a few areas
you excel in and make a difference to your
boss and organisation, rather than attempt
to be a champion in everything. The chal-
lenge is to identify that core strength and
hone that. Like market brands, employee
brands need to keep themselves salient, rel-
evant and continuously reinvent them-
selves to keep in tune with the changing
times. Employees often tend to learn new
skills to keep pace with the crowd; the aim
should be to be more proactive and do
skillsupgradation to stay ahead of the pack!
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making oneself exciting and being
pompous, passionate or egoistic. There is
always a fear of transgressing this fine line.
However, the danger of erring on the 'nega-
tive' side should not deter one from dis-
playing one's own strengths and reaping
the benefits of one's past work and inherent
skills. So the challenge is to say the right
things the right way.

The lesson is that career management is
much like brand management. 'Do unto
yourself what you do to others' should be
the guiding light for at least marketing and
advertising people. Apply all those princi-
ples of positioning and insight into your
life as you manage your way through the
corporate world. It's something worth
thinking about. •



---------------'~---------------

A brand has a target audience to which its salience needs to be communicated.
That's how its attributes can be known and used by consumers in an appropriate
manner. However, many individuals are unable to do that effectively. Anil Kulkarni,
professor of marketing, S.P.Jain Institute of Management & Re¥arch, Madhukar
Sabnavis, board partner (discovery and strategy), Ogilvy & M'ather India, and.
Sandeep Mishra, a student from FMS Delhi, discuss the branding f a person and
whether B-schools can playa role in helping future managers sell. hemselves

Madhukar Sabnavis, board partner, O&M

Sandeep: Let me begin with an experience I had when I was re-
jected for a stage production. The selection proXdure was rigorous
to say the least, since many worthy students w e vying for a place
in the team to be trained by one of the country's rominent theatre
personalities. Disheartened and confused, I tried to do some self
analysis of the failure. I received a few nuggets of wisdom from the
selectors about my shortcomings. That advice was to become the
cornerstone of how I approached tasks and goals thereafter. It in-
fluences my actions to this day.

Over time, I have come to realise that personal and profes-
sional development should be approached in a manner similar to
any sales and marketing campaign. It is imperative to create a plan
that will enable us to successfully market ourselves and grow in our
career. This can be done both inside and outside the organisation.

A good career strategy also involves a personal branding effort.
Just as marketing professionals study markets, evaluate products
and services and only then design marketing campaigns, profes-
sionals should also examine their career product and market.

Career management begins by designing a 'personal market-
ing campaign'. This should start with an honest SWOT analysis
leading to a gap identification. Crucial to bridging of the gaps are
self evaluation, goal setting, mental training, designing natural self
rewards, and using a cueing strategy. Satsang, as they used to call it,
or surrounding oneself with objects and people that bring out the
best behaviour may be immensely productive.

Success in the knowledge economy comes to those who know
their key SWOT and values. It takes far more energy to improve
from incompetence to mediocrity than to improve from first-rate
performance to excellence. The first secret of effectiveness is to un-
derstand the people you work with so that you can make use of
their strengths. For this, you need to know their profile as well as
you would want to know a brand before working on it.

:%: Personal branding and personal marketing involve the
~ processes of bringing clarity to our core purpose, unique attributes
;:: and expertise. We must communicate those consistently to a
~ clearly-defined market that will benefit from the unique value we

offer. Career benchmarks should be defined and measurements
should be taken at pre-defined intervals, Only then can a profes-

This discussion is based on the case study 'Writing For An Audience'
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sional track career progress.
Career management is marketing our self by fully understand-

ing our unique value and fully understanding who can benefit
from that value.

Professor S. Kulkarni: Well said. Most of us concentrate on our
weaknesses in order to improve them. Successful individuals focus
on their strengths. The idea is to go from excellent to outstanding.
Because these are given to us as a gift. If we don't work on them, we
cannot excel. Sachin Tendulkar is better off concentrating on his
batting than working on his bowling. Bowling is something he can
try to improve at leisure. The gains from batting would be much
higher than ifhe were to concentrate on his bowling.

Meera Seth: Professor Kulkarni, suppose we were to examine the
applications for admission you receive, especially the ones you re-
jected. From the college's viewpoint you rejected them because the
profiles and aptitudes were not commensurate with the course. If
you were to go back and study the rejects, do you think that some of
those should have really been thinking of another career? Or were
they simply missing some skill sets?

Therefore, what do students need for entry into an MBA
course, particularly in marketing? Where should this process of de-
velopment have begun? Who are the stakeholders who can enable
development?

Prof. Kulkarni: Each institute probably looks at variations of a set
of skillswhen admitting a student. At S.P.Jain, we look at analytical
ability,ability to synthesise, ability to formulate actionable options,
professional and personal integrity, ability to get along with the
people, ability to lead and enthuse a team, curiosity, humility and
an open mind, respect for places and peoples, and enthusiasm
shown in the voice and body language.

These skills could be developed at home among a family inter-
ested in a diversity of subjects, or at school and college with intel-
lectual stimulation from teachers, peers and friends. There are op-
portunities for participating in elocution and debate, stage plays
and team sports. Or, people and leadership skills could be devel-

Kapferer's Brand Identity Prism
~re Of Sender I

I Physique Personality I

Culture

I Self-image I

I Picture of Recipient I

have had no work e~rienCe,the rejection is often hard to handle.
We generally couns them to think of the world as having many
more opportunities d that if we, as candidates, have a right to re-
ject an employer, it can work the other way too.

Having got the first job and done reasonably well at it is no
guarantee that the rest of one's career will be a steady, smooth ride
to the top. There are quite a few instances of career change. At every
level, the skill set required may be different.

It is not necessary that one acquire all the skills. In general, what
is required are: ichha shakti (the will to succeed),gyan shakti (the
power of knowledge), and kriya shakti (the ability to get things
done).

At every successive level, the number of people who have all
three requirements goes on diminishing exponentially. But it is not
abilities alone; there are factors outside us which play their role
such as paurush (effort), daiva (fortune) and kaal (the right time).
In the interim, evey candidate must work at improving his abilities.

____ C_a_reermanagement begins ~de~9!'i~ personal marketi!!9 _
~~IT@@~D®[fj)o uGDD~ ~GD©QJJ~@~\1~~ \YR7D\1GD~[fj) GD©[fj)@~\1

SWOT analysis leading to gap i~~ntification
oped in the workplace.

As to why candidates get rejected at the interview (besides the
absence of some of the major qualities and skills required), I sup-
pose some of the traits which might trigger rejection include: pref-
erence to be a loner, lack of genuine interest and enthusiasm for the
programme or the institute, shallow and apparently practiced an-
swers,and the need to get ahead at any cost.

There are also those applicants who are very committed and
wish to do the programme, but don't make it because they lack
some quality. Later, those who get in, sometimes do not receive the
kind of placement offers she expects. Especially among those who

A management school, like any other organisation, tries to re-
duce two types of errors in the selection of students: rejecting the
good candidate or selecting the wrong one. What, then, should the
student do to avoid the first error, that of rejection? The branding
concept tells us to start from the brand identity (e.g. Kapferer's
brand identity prism I,see diagram) stage in which we understand
the audience's requirements and position the product to meet or
exceed those by drawing on the relevant value proposition.

This is easier said than done, because, for one, genuine self-
knowledge is not a commonplace phenomenon. Also, one's per-
ception of the audience's requirements may be off the mark and fi-

1 Kapferer's brand identity prism: According to Jean-Noel Kapferer, professor of marketing at HEC Paris, Graduate School of Management, brand personality should be
just one key facet of brand identity.
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nally, strengths may be assumed and portrayed - but such
strengths may not be present. On the other hand, one may not be
aware of qualities, which, if brought to the fore, could have resulted
in selection.

Going further into brand experience, the school would be dis-
appointed if the 'brand' (student) does not perform to expecta-
tions. Was the positioning untrue or did the selection committee
interpret it wrongly? Is the 'brand's image' off kilter with the at-
tempted positioning?

Ideally, a student or for that matter anyone, should examine
and map her identity and then position herself to the targeted au-
dience using relevant aspects of her identity. Then there should be
no reason why the experience of the institution or organisation is
not in consonance with the positioning.

Equally, the audience might not catch the intended position-
ing. This does not necessarily mean the brand is at fault. If some
people do not appreciate Shakespeare, it is not Shakespeare's fault.
But over one's lifetime, an honest portrayal based on a sound un-
derstanding of oneself ought to work. The skills required are clear
communication, sound knowledge and confidence.

Madhukar: I was in a B-school over 20 years ago.While I learnt how
to position brands and create differentia tors, no one taught me that
it was important for individuals to learn to develop a sharp posi-
tioning for themselves. In fact, we were not trained to even write
bio-data for jobs with the job/company in mind. I wonder whether
B-schools even today consider this necessary. Most CVs I receive
from prospects are more 'who I am' statements, than 'why buy me'
statements. The resumes contain a litany of projects and courses
done, which only reaffirms to me that all management schools of-
fer the same courses and students do very similar projects.

Rarely do I come across a CV that oozes with passion for the
job or the company they want to work for. And in a hectic world,
where I am looking at so much every day, most CVs end up being
one more case of information overload. Few seem to reflect inter-
esting or worthwhile people who could make a difference to me
and my company.

I guess few B-schools, despite all the HR and personnel man-
agement courses, actually help students focus on personality devel-
opment and positioning. Do you have any views on why this is so?
Is it a cultural thing, that we are self-effacing as a race? Or are busi-
ness schools still not recognising that the job market is getting as
competitive as brand markets, 0 skillful management is needed for
a person to get ahead or even to get a call? Are B-schools living in
ivory towers to think that their names are strong enough not to
need anything extra?

Sandeep: MBA programmes give a holistic view of business and
way oflife. It is a blend of multiple disciplines. The emphasis is on
greater corporate interaction with a focus on developing soft skills,
inter-personal relationships and leadership skills. It focuses on ca-
reer development, as opposed to other professional courses that fo-
cus on job retention. But with contemporary trends, we need some
more perspectives on the relevance of what management educa-
tion teaches students.

In my opinion, B-schools should aim at developing managers
with a portfolio of capabilities that spans analytical skills, func-
tional knowledge, negotiation skills, maturity, entrepreneurship
and other non-cognitive skills. In line with international trends,

Anil Kulkarni, professor of marketing, S.P.Jain Institute

B-schools should strive to develop experiential courses in manage-
rial innovation. Initiatives by B-schools to collaborate with corpo-
rates (for example, Kellogg) could ensure a deeper understanding
of business needs. One unique mentoring initiative would be to as-
sign mentors from the industry and thus bridge the gap between
classroom and marketplace reality. Equally, the academia and in-
dustry need to build an organic relationship, with a long-term
strategic intent contributing to growth and development.

Prof. Kulkarni: I am in broad agreement with Madhukar. The
causes behind the 'standard' sort of CV he receives could come
from the tension between the institute's requirement for standard-
isation and the individual's need for standing out. Given the con-
straint of the format, the onus lies with the individual student to
write his piece in a manner that will break through the clutter. Per-
haps, students could be asked to write their bio-data both in a stan-
dard format and also in a customised essay made for a particular
company. I agree that B-schools have not done their bit in coaching
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..,.,...-.. ••••••• ..."... ••••• 52 Prof. Kulkarni: Each school does try to develop the required
~ knowledge and skills. In S.P. Jain, students work with the under-

~~~ •••~ privileged as part of their summer project. The major aims of this
~ initiative are exposure and sensitisation to the poor, which makes
:I: one a better informed citizen; additionally, this gives students the

opportunity to apply management concepts to an unstructured
situation, since these sectors are not structured in the familiar func-
tional areas of operations, marketing, ete. In any case, management
is a diSCiPli~hat should be applied to any situation.

Second, he industry internship takes place in October-No-
vember, whic' gives students better work opportunities and visi-
bility outside f the crowded summer internships. From a brand-
ing perspective, industry looks at SPJIMR students with
uncluttered atttntion, because these are the only business school
students on vie~ at that time. Again, companies are encouraged to
make offers to sttldents based on their experience of the students
over six weeks. Is this individual branding? Yes,the company does
get the brand experience on a trial basis:

Third, we have a three-credit programme called ADMAP (As-
sessment and Development of Managerial Potential). The main
objective here is the development of administrative skills (getting
things done) through team effort. Students join various commit-
tees such as admissio , functional areas, placement and PRo

SandeepMishra, student, FMS Delhi

students in this regard. It is high time we did so.

Sandeep: It is said "the king is respected in his own country. The in-
tellectual is respected all over the world." On that note, I would like
to highlight the supposed dichotomy in the mind of an MBA, be-
tween aspirations to power and the pursuit of knowledge. Aspi-
rants are neither classic intellectuals nor hungry power-mongers.
Societal expectations, though, are often be in direct opposition to
their dreams of exerting influence and acquiring intellectual gains.

Unlike their counterparts abroad, Indian B-schools emphasise
management education which covers a much wider area of skill
sets,as opposed to a narrow and plain business education. The dif-
ferenceis important: management education equips one to under-
stand and improve the running of any organisation, be it an invest-
ment bank in Manhattan or an NGO in the Garhwals.

A decade ago, Asian Paints and HLL were the best breeding
grounds for CEOs whose aspirations and compensation were all in
sync. Now we have foreign investment banks and consultancies
with astronomical pay packages coming for campus recruitment.
This has exacerbated the chasm.

There is a sudden demand for MBAs. And I wonder: is it sup-
ply-driven? Or have MBAs coerced the industry into hiring them
for so-called 'better skills sets' to compensate for the two years they
spent working for their degree?

Madhukar: In conclusion, I think in today's competitive world, stu-
dents and employees need to look at themselves as brands, and
chart paths accordingly through periodic reviews of their SWOTs.
In the past, people did this more intuitively, or the natural process
of society took care of it.

But today, I think every individual owes it to himself to guide his
own professional life.This will reduce the risk of a person taking on
an assignment that he is not suitable for. The whole thinking of the
individual must be comparative and competitive. Hence the focus
on the 'why buy me' approach in his positioning. This isn't easy,be-
cause our tendency is to be either over-critical or over-confident.
And this is where B-schools could help people understand
themselves.

Further, right through the process, it's important to keep re-in-
forcing some core competencies through behaviour and discus-
sions . The ultimate advice I would give employees is to not feel
ashamed to 'stake one's claim' for a job if one is interested in it.

Much as organisations have formal growth paths and systems,
in today's world, the more challenging assignments are given to
those who express an interest, passion and excitement for it. Leav-
ing it all to bosses and the work system is not enough.

Gone are the days when you could come to work, do your job
diligently and go home -leaving your rewards to the discretion of
the organisation. Today is the age of showing and telling the world
what you've done and what you want.

I leave you with a quote from The 48 Laws Of Power by Robert
Greene and Joost Elffers-: "Court attention at all costs. Everything
is judged by its appearance; what is unseen counts for nothing.
Never let yourself get lost in the crowd or buried in oblivion. Stand
out. Be conspicuous, at all cost. Make yourself a magnet of atten-
tion by appearing larger, more colourful, more mysterious than the
bland and timid masses.".

2 The 48 Laws of Power: This bestselling work by Greene and Elfers distills 3,000 years of the history of power, synthesising the philosophies of Machiavelli, Sun-tzu, Carl van
CI""sewitz, and other great thinkers, into 48 simple laws.
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