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On 31st July 2013, more than 300 PGDM student managers, faculty & staff members from I.T.S.-

Ghaziabad have gone through a wonderful experience while participated in “Future Products 

Exhibition & Competition” organized by ITS Marketing Club-The Marrecus. 

 

During the Exhibition, 54 PGDM-I trimester Students have shown their capabilities by presenting 

their innovative and next generation products which was wonderfully presented by them on chart 

papers, extremely well designed by students. Some of the Future products were Driverless Car, Smart 

Thermometer, Finger Reader, I 6 Mobile, Megapixels Car, 3 D Printer, etc. 

  

The exhibition was inaugurated by Dr. A.K. Puri (Director General) I.T.S. Ghaziabad, Dr. B.S. 

Hothi, Director Management & Dr. Sujata Khandai, Principal UG Campus. All eminent persons 

along with many faculty & staff members visited the entire 18 Group’s stall. The Jury members 

including Dr. Mona Sahay, Dr. Raghvendra Dwivedi, & Prof. G.N. Srivastava evaluated all stalls 

on various parameters. Many faculty & staff members and students were also delighted after watching 

& listening presentations about their next generation products. 

 

Each students, faculty & staff member have given their VOTE for BEST CHART on a VOTING 

CARD available at the Venue. The winning Charts considered on the basis of 50% from Visitors 

Vote & remaining 50% from team of Judges.  

 

18 groups were presented their innovative concepts, and finally best three teams have been awarded.                                

Team J (Driverless Car) was the First Prize winner and the winners were Mr. Bala Krishna Rao, 

Mr. Nandan Dubey, Mr. Shirish Pandey and Mr. Ashwini Shastri.  Team C (Smart Thermometer) 

was the first runner up and winners were Mr. Vinod Kumar, Mr. Shyan Das Gupta & Mr. Ravi 

Prasad. Team B (Finger Reader) was the second runner up and winners were Mr. Sachin Saxena, 

Mr. Anurag Kr. Tiwari & Mr. Kumar Saurabh.  

The event was a grand success with a lot’s of innovative & creative ideas by PGDM students. At last 

Dr. B.S.Hothi, Director Management distributed prizes & certificates to all winners. Marketing 

Club Coordinator Dr. Mukesh Porwal thanked to all visitors, participants, Media and also to 

Marrecus club coordinators including Mr. Pradeep Mishra, Mr. Sarfaraj Ansari, Mr. Deepank 

Maurya, Mr. Shashi Bhushan, Mr. Anand Vikram, Mr. Salman Khan, Mr. Vivek Jaiswal, Mr. Faizal 

Khan, Mr. Kapil, Mr. Goutam, Mr. Avinash etc. for successfully organizing of this event. 

The event was coordinated by Dr. Mukesh Porwal. 

 

The Marrecus Club Event  Future Products Exhibition 

 

A-Tag Line “Don't dream it. Drive it” related to Jaguar   MARRECUS LINE 
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Foreign brands Vs. Indian brands 

 

 
Foreign brands have a craze in India. This craze has continued for decades and with the advent of 

globalization this craze has just increased over the period of time. Indian market is very unique. It 

is rightly said that there are 2 India’s within India - the urban and the rural India. The urban India 

has always been the favored segment for the MNCs due to the ease of approaching in this segment 

while in rural India, Indian brands are still the most favored one, but now a day’s MNCs are also 

trying to penetrate in this area. The difference between a local and a foreign brand is evident from 

the beginning of the chapter. One of the major advantages with the foreign MNCs is the large kitty 

of resources in terms of money they have. This advantage makes it possible for these companies to 

revamp their strategies and reposition their brands. Positioning errors made by a foreign brand can 

be corrected due to vast resources. 

 

                         Earlier big companies always thought that bottom of the pyramid can never lead to 

a profitable venture because of the low margins that are to be kept keeping in mind the paying 

capacity of the segment but the bottom of the pyramid is the future of India because the urban market 

demand for many products is saturating. Recently MNCs have changed their strategy and they have 

understood the significance of bottom of the pyramid and their marketers are working on this project 

how to penetrate it in a better way. The main problem with the rural India is supply chain 

management; appropriate warehousing facilities, improper roads, and water are the other crucial 

factors. MNCs have the technology and funding to expand to the remotest area. While an Indian 

brand mostly lacks resources to spread their wings after a certain level because of money. The 

deeper you go to market through innovative ways the more are your chances of success. Supply 

chain management will help to bridge the gap between the 2 India’s and will further bring economies 

of scale for both foreign and Indian brands. 

 

 

Regards, 

Sourav Shrivastava (PGDM 2011-13) 

Sr. Manager Business Development 

Bangalore Corporate Sales 

+91- 7795534354 

souravs.blr@ceasefire.in 
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1. Encourage a 'one team' ethos 

Psychology plays a vital role in any team activity. In the context of sport, of course it's easier to engender the 

values of team building because the squad trains and performs together physically. However, similar principles 

of psychology can still be applied to disparate marketing teams working in different countries. 

The key lies in developing a "one team" ethos that values everyone as a member of one team regardless of 

where he or she might be in the world. Encourage communication and interaction among colleagues in different 

locations. Share news of successes and applaud the collective results of team endeavor and hard work. 

If people perceive themselves as valued members of the team, results will follow in the form of positive 

connections—even cross-border friendships—and a boost in collective morale. 

 

2. Celebrate team achievements 

Marketers sometimes feel that their efforts are not particularly well understood or valued by the business at 

large. And if the marketing team is spread across the world, that belief is likely to be even more pronounced. 

So encourage your local marketers to think globally, to share their ideas confidently, and to make sure news of 

local successes are properly communicated across the organization. Indeed, let the whole company know what 

your team has accomplished and promote the role of marketing within the entire business. 

Would any marketer not feel encouraged to see the profile of the team enhanced and its professional standing 

properly recognized as a key component of the company enterprise?  

 

3. Ditch top-down marketing team management 

The management of any brand team, particularly one not geographically located together, requires subtlety, 

sophistication, and—on occasion—a degree of tact and diplomacy. 

Local markets inevitably want some freedom, rightly believing they know more about their territory than 

anyone and resisting materials that are pushed onto them. Conversely, they can lack the bigger picture 

perspective required to understand how their local brand activity fits into the wider picture. 

An online brand management system can solve some of the inevitable tensions between corporate imperatives 

and creative freedom by forming a brand center where staff can view, share, and engage with collateral, see 

how it is being used elsewhere within the organization, and offer their own contributions. Most important, it 

should encourage people in and inspire them to use the materials rather than imposing corporate directives from 

on high. 

Take a unifying approach to marketing team management, give people the tools to be creative within clear 

brand confines, and make it clear that it is everyone's job (not just central Marketing's) to identify new ideas 

and advance the brand. 

 

4. Create an online community 

To support all of the above, it's essential to build into your brand management system the concept of an online 

community. Doing so will provide marketing team members with the channel through which they can share 

knowledge from their own markets and showcase current projects, thus promoting best-practices and interacting 

with colleagues around the world. 

Moreover, duplication of effort and content can be substantially reduced. Good, quality work from one location 

can be adopted elsewhere by other offices, obviating the need to create marketing materials from the ground up 

at each geographical location. That not only promotes higher standards but also cuts out waste in marketing 

budgets. 

 

Finally, ease of communication among colleagues will support all the principles outlined earlier. What better 

way to facilitate a "one team" ethos, celebrate team achievements, and raise the profile of the marketing team 

than to establish a true sense of community and group identity among your marketers? 

United Marketing Team  

Build a United Marketing Team in a Decentralized Business 

 

 
 

July 2013 

Volume 2   Issue 04 

 

 

 

MARRECUS LINE 

 

B-Tag Line “We bring good things to life” related to GE  

 

In this issue! 

 

Alumni Corner…3 

 

 United Marketing 

Team…4 

 

Business Personality…5 

 

Career Plus …6 

 

Newly Launched 

Product…7 

 

 Marketing Quiz …8 

 

Star product of the 

month…9 

 

Expo Zone...10 

 

Shelf Space...11 

 

Next Generation 

Product…12 

 

Readers Point…13 

 



 

BUSINESS PERSONALITY N. R. NARAYANA MURTHY 

 

 

Name- Nagavara Ramarao Narayana Murthy 

Born- 20th August, 1946 

(Co-founder Infosys) 

 

 

 

He is an Indian businessman and the co-founder of Infosys, a multinational corporation providing business 

consulting, technology, engineering, and outsourcing services. Murthy was born and raised in Mysore, 

Karnataka, studied electrical engineering at the National Institute of Engineering, University of Mysore, and 

M. Tech at the Indian Institute of Technology Kanpur. 

 

Before starting Infosys, Murthy worked with Indian Institute of Management Ahmedabad as chief systems 

programmer and Patni Computer Systems in Pune (Maharashtra). He started Infosys in 1981 and served as 

its CEO from 1981 to 2002 and as chairman from 2002 to 2011. In 2011, he stepped down from the board 

and became Chairman Emeritus. On 1 June 2013, Murthy was appointed as Additional Director and 

Executive Chairman of the board for a period of five years. 

Murthy has been listed among the 12 greatest entrepreneurs of our time by Fortune magazine. He has been 

described as Father of Indian IT sector by Time magazine due to his contribution to outsourcing in India. 

Murthy has also been honoured with the Padma Vibhushan and Padma Shri awards. 

 

Early Life & Education: 

Narayana Murthy was born to Sri R H Kulkarni and Vimala Kulkarni at Mysore, located in the Indian state 

of Karnataka. After completing his school education, he appeared for the Indian Institute of Technology 

entrance test but could not attend. Instead he went to the National Institute of Engineering and graduated in 

1967 with a degree in Electrical Engineering. In 1969 he received his master's degree from the Indian 

Institute of Technology in Kanpur 

 

Career: 

Murthy started his career at IIM Ahmedabad as chief systems programmer.There he worked on India's first 

time-sharing computer system and designed and implemented a BASIC interpreter for Electronics 

Corporation of India Limited. He started a company named Softronics. When that company failed after about 

a year and a half, he joined Patni Computer Systems in Pune. 

Murthy and six software professionals founded Infosys in 1981 with an initial capital injection of Rs 10,000, 

which was provided by his wife Sudha Murthy. Murthy served as the CEO of Infosys for 21 years from 

1981 to 2002 and was succeeded by co-founder Nandan Nilekani. At Infosys he articulated, designed and 

implemented the Global Delivery Model for IT services outsourcing from India. He was Chairman of the 

Board from 2002 to 2006, after which he became Chairman of the Board and Chief Mentor. In August 2011, 

he retired from the company, taking the title Chairman Emeritus. 

Murthy serves as an independent director on the corporate board of HSBC and has served as a director on 

the boards of DBS Bank, Unilever, ICICI and NDTV. He also serves as a member of the advisory boards 

and councils of several educational and philanthropic institutions, including Cornell University, INSEAD, 

ESSEC, Ford Foundation, the UN Foundation, the Indo-British Partnership, Asian Institute of Management, 

a trustee of the Infosys Prize, and as a trustee of the Rhodes Trust. He is also Chairman of the Governing 

board of Public Health Foundation of India. He serves on the Asia Pacific Advisory Board of British 

Telecommunications. In 2005 he co-chaired the World Economic Forum in Davos. 

 

On 1 June 2013, Murthy returned to Infosys as Executive Chairman and Additional Director.  
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C-Tag Line "We Really Move Our Tail For You" related to 
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D-Tag Line “The world's local ban” related to HSBC 

 

“Every advertisement 
should be thought of 
as a contribution to 
the complex symbol 
which is the brand 
image”    
 
- Leo Burnett 

Delphi method 
 A method of forecasting based on asking a group of experts for their 
best estimate of a future event, then processing and feeding back 
some of the information obtained, and then repeating the process; 
on the last set of responses, the median is usually chosen as the best 
estimate for the group. 

MARRECUS LINE 

1). Complete Digital Marketing :- 
 

The UK’s most definitive introduction to digital marketing and an IDM best-seller, this 3-day course helps 

you plan, manage and execute successful digital marketing campaigns that build brands and generate 

sales. Learn how to use today’s most effective digital tools and techniques, including search marketing, 

email, video, content, social media and mobile. 

 

[Course Fee- 10,500 INR] 
 

http://www.webnextsolutions.com/digital-marketing-training-course.php#.UfJ00Y3fD4g 
 

2). Online Marketing Experts Home 'GutsGo eMarketing':- 
 

GOMP was first designed in Sept 2009 to impart a comprehensive and compact training for Conventional 

Marketers and Internet Marketers.This Training on Internet Marketing since then has been modified & 

offered as Advanced Program In Digital Marketing though NIIT Imperia. 

It has been modified as a 20 Session elective at premier MBA Colleges such as IIM, Ahmedabad. This 

Digital Marketing Program in its varieties of teachings and trainings have trained about 700 Professionals, 

as we pen this page. 

IAMAI certifies GOMP and every GOMP participant will get a certification from IAMAI. 

 

 [COURSE FEE- Rs. 35,000 inclusive of all taxes.] 
 

 http://www.gutsgo.com/ 
 

3). Social Media Marketing Workshops:- 
 

Doing Social Media is no more an option today. What matters is how you do it! If you are looking at 

leveraging Social Media for Brand Promotion, Lead Generation and Customer Acquisition, you may not 

want to miss this case-study driven, hands-on workshop. Over 3000 professionals from 1000+ brands 

across India, Singapore, Malaysia and Oman have already benefited through our 140+ workshops! 

Location: Mumbai  

Venue: Le Sutra - The Indian Art Hotel  

14 Union Park, Khar(W) | Off Carter Road,  

Between Olive and Out of the Blue Restaurant,  

Mumbai - 400052. India.  

 

 [Fee: Rs 14,900* (+12.36% service tax)] 

 

http://www.digitalvidya.com/social-media-workshop.html 

 

 

Delphi method.  
A method of forecasting based on asking a group of experts for their 
best estimate of a future event, then processing and feeding back some 
of the information obtained, and then repeating the process; on the last 
set of responses, the median is usually chosen as the best estimate for 
the group. 
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CAREER PLUS  
 

 

Demand Backward Pricing:- 

It’s a pricing method in which an estimation is made of the price that customers are 

willing to pay for a given product, this price is then compared to the per unit cost to 

see if it meets the firm's profit objectives. 

 

Cost per impression:- 
 

Cost per impression, often abbreviated to CPI, is a term used in online advertising 

and marketing related to web traffic. It refers to the cost of internet marketing or 

email advertising campaigns where advertisers pay for every time an ad is 

displayed. Specifically, it is the cost to offer potential customers one opportunity to 

see the advertisement 
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SanDisk launches two new flash storage drives 
 
SanDisk has announced the launch of two new falsh0based storage devices to 
cater to the increasing demand for storage devices with portability. 
 
The company launched its new Connect Wireless Media Drive and the Connect 
Wireless Flash Drive. The two devices are powered by battery and works both as 
a portable storage device as well as a mobile multimedia hotspot. The users can 
also share data and stream media wirelessly through the multimedia hotspot on 
the advanced storage device. 

 Newly Launched Products 

 

MARRECUS LINE E-Tag Line “Preparing to be a beautiful lady” related to Pears 

Soap 

BlackBerry Q5 smartphones 
 
Canadian mobile handset manufacturer BlackBerry Tuesday launched its Q5 

smartphones here priced at Rs. 24,990. 

"It is more affordable for the urban youth. It will be available from tomorrow 

(Wednesday) at all key BlackBerry outlets and the roll-out will be completed by 

July 20 across India," Sunil Lalvani, managing director for Indian operations, 

said while launching the product. 

 

 

 

 

Lenovo New ThinkPad L430 notebook 

 

Global computing giant, lenovo has announced the launch of its ThinkPad 430 

notebook in the Indian market. 

 

The company launched the new device soon after the launch of its A1000 tablet 

in the country to expand its position in the india market.  The new device is aimed 

at professional users looking for a rugged laptop in the counry.  The company 

claims that the ThinkPad 430 has one through torure test and is a rued device for 

easy use. 
 

 

Maruti Suzuki introduces sporty version of Swift 
 
Maruti Suzuki India has introduced a limited edition "Swift RS", the sporty 

version of its popular Swift car. 

 

The Swift RS comes with new styling and graphics that give it a distinct sporty 

character and looks. Swift RS will be available only in limited numbers and for a 

short period, a company spokesperson said. 

Apple launches new iRadio service 
 
Apple has announced a new music streaming service called iTunes Radio as rivals 

prepare their own services for the customers. 

 

Apple has been holding discussions with a host of music companies for its new 

streaming music service to offer their content to the customers through the 

medium. The new music service, which was launched at Apple's annual 

developers' conference in San Francisco, features contents from various artists 

and labels. 
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Advocacy Advertising:- 
 

A type of advertising intended to influence a target audience on some matter, 
such as political or social issue, that also impacts the marketing organization. 
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BRAIN STORMING 

  Marketing Quiz 
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G-Tag Line " I'm lovin' it” related to McDonald's 

 

 
 

1. Sad-Ohs is a themed nightclub that is aimed at the over 40's. What kind of 
segmentation is being used by the owners of this nightclub? 
A) Occupational 
B) Socio-economic 
C) Geographic 
D) Age 
 

2. It is often said that marketing objectives should be "SMART". The "S" SMART 
refers to objectives that are- 
A) Seasonal 
B) Specific 
C) Sensational 
D) Scientific 
 

3. Which of the following is an example of an external constraint on a firm's 
marketing objectives? 
A) The production department cannot increase capacity to meet higher sales targets. 
B) The business does not have the cash resources to fund a major new advertising campaign. 
C) The human resources department are finding it hard to recruit suitably skilled employees.  
D) The sterling exchange rate is make the firm's products too expensive in target export market. 
 

4. Which of the following is the best definition of a brand? 

A) The product that is sold for the highest price in a market. 
B) A combination of name, symbol, design and other factors that identifies a seller's product. 
C) A well- packaged product 
D) A logo that at least 50% of customers recognize  
 

5. Businesses sometimes set different prices for different customers for the same 
product. 
For example, rail companies charge higher fares for journeys at peak times. This 
policy is known as: 
A) Price- taking. 
B) Rip- Off pricing 
C) Loss leading 
D) Price discrimination 

 
 

E) All of d above 

B) The market begins to fragment 
into sub-markets or segments 
 

D) Pool of potential users is 
exhausted 
 

E) All of the above 
 

A) Can only be called "new" for 

12 months 

 

Complete the Marketing Quiz and mail us along with your photo at 

marrecusline@its.edu.in we will publish the Winner name with photo in next edition. 
 

MARRECUS LINE 

Answer of Marketing Quiz June 2013 
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Sonia Tuteja 
PGDM (2012-14) 
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Star Product of the Month 

 

 

Protein Chips & Series 1200R - Pipe 
Restrainer 

H-Tag Line “The happiest place on Earth” related to Disneyland 
 

MARRECUS LINE 

 
SIMPLY PROTEIN CHIPS 
 

A totally different way of easy on-the-go protein.  Most often protein smoothies, or protein bars 

are used - both high in sugar, but this snack offers a great alternative for those of us who are more 

inclined for savory snacks vs. sweet.  They’re made from split peas and absolutely delicious.  At 15 

grams of protein per bag they make the perfect snack for those wanting more protein in their diet, 

or even those of you who want to loose weight and eat healthier snacks.  More protein means 

you’ll feel fuller for a longer period of time.  The ingredient list is pretty clean as well and that’s 

why I’ve given these chips a star!  (Note:  I found this product at Bulk Barn.) 

 
 

 

STAR PIPE PRODUCTION 
Series 1200R - Pipe Restrainer 
 
 

 
 

      

Series 1200R Pipe Restrainer for IPEX / Blue Brute® PVC Pressure Fittings - available in 
sizes 14" to 24". 

Series 1200R Features: 
 
 

Made of Ductile Iron - ASTM A 536, Grade 65-45-12 

•Restrainers work with IPEX Blue Brute® PVC Pressure Fittings and C905 PVC Pressure Pipe. 

•All restrainers are machined to exact tolerances. 

•Rated at the full rated pressure of IPEX PVC Pipe fitting or the C905 pipe being installed, 

whichever is less with a 2:1 Safety Factor 

•Supports wall of pipe with 360 degree contact 

•Can be installed outside the trench, to ease installation 

•Rods/Hex Nuts: Low Alloy Steel Per ANSI/AWWA C111/A21.11 

•Clamping Bolts: SAE J429 Grade5 Standard gland color is Graphite Black (RAL 9011 
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  Expo Zone 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
Kosmetika Fair 
 
 
 

Profile:   
 
Kosmetica Fair 2013 is to create a platform to showcase products & services in health and beauty 
sector. Kosmetica Fair 2013 to be held on 22-26 August 2013. It is on Beauty Care Product, Beauty 
Care Service, Cosmetics, Hair & Beauty Aids, Wellness Center, Beauty Center, Electronics, Gifts, 
Decorative items for Interior & Exterior, Apparel, Dress, Costumes, Albums, Photography, 
Videography, Travel & Tourism, Medical Facilities. 
 
 

Exhibitor Product Profile: 
 
Beauty Care Product, Beauty Care Service, Cosmetics, Hair & Beauty Aids, Wellness Center, Beauty 
Center, Electronics, Gifts, Decorative items for Interior & Exterior, Apparel, Dress, Costumes, Albums, 
Photography, Videography, Travel & Tourism, Medical Facilities.  

 
 
Organizer: 
 
India Trade Promotion Organisation (ITPO) 
Pragati Bhawan, Pragati Maidan, 
New Delhi – 110001 (India) 
 
• Tel: 91-11-23371302/23378940/ 
           23371822/23371319/233711822/23371725       
• Fax: 91-11-23371908/23371492/ 
            23371493/23371845 
 
 
 
 
 
 
 
  

 

"KOSMETIKA FAIR" at Pragati Maidan, New Delhi 

G-Tag Line "Grab Life By The Horns; Grab Life” related to Dodge 

 
"The sole purpose of 
marketing is to sell 
more to more people, 
more often and at 
higher prices. There 
is no other reason to 
do it." 
- Sergio Zyman 
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  Shelf Space Oral -B 

 

 

 

 

 

Oral-B is a brand of oral hygiene products, including toothbrushes, toothpastes, mouthwashes 

and dental floss. The B in Oral-B stands for "Brush". Oral B was created in 1950 by Dr Robert 

Huston, a dentist who created the first Oral-B toothbrush with its soft, end-rounded nylon bristles. 

Dr. Robert Hutson, a California periodontist, designed and patented the first Oral-B toothbrush. 

He also created the Oral-B brand name. The first product was known as the Oral-B 60, because it 

had 60 total tufts. 

Dr. Hutson started small, with a family business and did much himself. The role of the dentist was 

critical from the very beginning. Oral-B has been part of the Procter & Gamble Company since 

2006. 
 

The Oral-B brand is a worldwide leader in the over $5 billion brushing market. 

The Oral-B electric toothbrush range consists of four groups:- 

 Triumph 

 Professional 

 Pulsonic 

 Trizone (the company's own notation: TriZone) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Contact: 

Tel: (+91 22) 2494 2113 

Email: gillette@in.pgconsumers.com 

Website: www.oral-b.co.in 

 

 

 

 

 

H-Tag Line “Authentic Italian Performance” related to Ducati Superbike 
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 I-Tag Line “No more tears” related to Johnson’s Baby Shampoo 
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Next Generation Product 

 
 
iOS 7 is a pure representation of simplicity. 
 
Apple has launched the all-new iOS 7, featuring a radically overhauled interface, new Control 

Center, transparent animations and more. 

The new system will be available for the iPhone 4, iPhone 4S, iPhone 5, the iPad 2, iPad third 

and fourth generation, the iPad mini and the iPod touch fifth generation, likely due to some of 

the more powerful needs of the new OS. 

The last major iOS 6 update for Apple's mobile devices was mostly hit, but there was a big Maps-

shaped miss. 

 

But the good news is that was cleared up and we're now getting a release that puts the new 

iPhone 6 / iPhone 5S release date around the same time as before, with September the likely 

time for the reveal. 

 
Features- 
 
 App Download Animation The App Download animation has been changed again. Apple and 

Ive announced the change at WWDC 2013, but now are using a different animation that's a little 

more user friendly. Safari Keyboard Change Now, the iOS keyboard won't have the ".com" button 

so you can easily type in a URL. Instead, if you hold the period sign, a list of domains will pop up 

— including .com, .net, .org, and .edu. My guess is that the reasoning behind this change is 

because of Apple's new universal URL bar in the iOS 7 version of Safari. How to Download iOS 7 

Beta 2 on Your iPad 1, 2, 3, 4, and iPad Mini | HEAVY iOS 7 Beta 2 was released today for 

developers and avid Apple fans, and features a lot of updates, including support for iPads. Here's 

how you can download iOS 7 on your iPad or iPad mini. Click here to read more Time On Lock 

Screen While Playing Music One of my biggest pet peeves in iOS 7 Beta 2 was the inability to 

check the time if you're listening to music on your iPhone. It's pretty inconvenient type in your 

password to simply see the time. Luckily, Apple realized how annoying this is and fixed the issue 

pretty quickly. While it still doesn't work when you double-tap the home button and then double-

tap it again to get rid of the music controls, just being able to see the time is still an improvement. 

Smart Wi-fi Gottabemobile.com noticed that the Wifi Plus Cellular connection is back in iOS 7, 

but there's no setting to actvate it. Here's what they said: The iOS 7 beta 3 re 

 
Read more at:-  

http://www.heavy.com/tech/2013/07/ios-7-beta-3-download-features-free-ipsw-torrent-

release-date 
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Disclaimer: 
Information, views or opinions expressed on the MARRECUS LINE newsletter originates from many different sources and 
contributors throughout the general community. Please note that content does not necessarily represent or reflect the 
views and opinions of MARRECUS Club and their affiliates. Any feedback or contributions are most welcome. 

 

The term "Retention Rate" is used in a variety of fields,  

including marketing, investing, education, in the workplace 

 and in clinical trials. Maintaining retention in each of these fields 

 often results in a positive outcome for the  

overall organization or school, or pharmacological study.  

In marketing, retention rate is used to count customers and track 

 customer activity irrespective of the number of transactions 

 (or dollar value of those transactions) made by each customer. 

 

"Retention rate is the ratio of the number of retained customers to the number at risk. In 

contractual situations, it makes sense to talk about the number of customers currently under 

contract and the percentage retained when the contract period runs out." This term should not be 

confused with growth (decline) in customer counts. Retention refers only to existing customers 

in contractual situations. "In non-contractual situations (such as catalog sales), it makes less 

sense to talk about the current number of customers, but instead to count the number of customers 

of a specified recency." In a survey of nearly 200 senior marketing managers, 63 percent 

responded that they found the "retention rate" metric very useful. 

 Follow us on Facebook.   www.facebook.com/MarrecusLine 

 

 

Send us your article not more than 400 words along with a photo at: 
marrecusline@its.edu.in 
We will publish in next volume, winning articles will get prizes. 
We welcome your suggestions, feedback, stories etc.                          
 

 Testimonials: 

Nothing beats an independent opinion of one's services. 

Below are the testimonials from just a few of our Happy 

Readers. 

Retention Rate-  Sohan Dhar, PGDM (2012-2014) 

I Love to read newsletter, it 

provides the information about 

the new products and its articles 

are informative... Happy Reading 

Abhisek Chatterjee 
PGDM (2012-2014) 
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