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Advertising cos need to align biz
practises with emerging trends’

Corporate Bureau
Chennai, Jan 21

Ever heard of a gravitation-
like pull controlling markets?
This force pulls successful
companies down from a high-
er level to a lower level with
time.

R Gopalakrishnan, execu-
tive director, Tata SonsLtd, de-
fined this force asan entropy, a
natural disintegration of suc-
cessful companies, at the Ad-
vertising ~ Club, Madras’
Advertising’s Future Shock III,
atwo-day annual internation-
al advertising convention.
This deterioration is caused
because companies fail to
align their business practises
with emerging trends, he ex-
plained.

Echoing Balakrishnan’s hy-
pothesis, Prof. Jagdish Sheth,
professor of marketing |,
Emory University, USA and
business consultant of several
globalbrands, said thatthelife
expectancy of a Fortune 500
company is calculated to be
14.5yearsanddeclining.

Balakrishnan said, special
energies in the form of “brand
re-launch” or “new brand in-
troduction” are required to re-
store differentiation and
sustain companies. This is
where advertising companies
come into play. But, asentropy
affects markets, so too is the
advertising business subject-
ed to the “gravitational pull”.

Moreover, Sheth said, ad-
vertisingcompaniesare forced
to integrate communication
because of the influence of
fast-emerging and fast-chang-
ing technology. A company
thatcanofferservicestomedia
such as print, broadcast, out-
door and new media is at a
greater advantage than a spe-
cialised player, in the informa-
tionera, headded.

“Besides, with emerging
trends in technology and non-
alignment, core competencies
of companies will turn to be
coretraps,”hesaid.
~ The problem is that adver-
tisingagenciesaredisintegrat-
ed, hesaid. Thefactorsinclude
ad agencies are not able to
serveclientsglobally, differen-
tial margins in value chains

and cross subsidisation of ser-
vices, where clients expect
more for less, he explained.

For ad agencies to sustain,
cross-functional relationship
should exist between clients

and the advertising compa-
nies, so that together deliver
services that not only satisfy
the clientsbutalsotheend cus-
tomer, thereby building the
brand, hesaid.



