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Description


Module Title: Marketing Design and Innovation Department: International Business Strategy Module Code: MOD001223



Academic Year: 2012/2013 Semester: One TASK # 1 Carry out a written critique of the way in which characteristics of the chosen innovative product or service has altered over time in order to suit the changing needs of the market by taking account of the following: • The benefits and value derived by the clients or customers or recipients • The uniqueness of its design elements – shape, colour, design, imagination, relevance and usefulness • Its brand appeal in relation to competitors in contemporary markets FAIR & LOVELY Fair & Lovely, a branded product of Hindustan Unilever, LTD (HUL) touted a cosmetic cream that supposedly lightens the skin ―the miracle workers.‖ This product is popular in many Asian countries such as India and China. Many Indians have come to view fair skin as the ideal – and a business opportunity. Skin color is important in India and many other Asian countries, where lighter skin color represents a higher status. In those countries, fair skin is associated with positive values that relate to class and beauty. Hindustan unilever‘s fair&lovely is the leading skin- lightening cream for women in India. Hindustan unilever proudly states fair & lovely as the world‘s No.1 fairness cream, it redefines the route to fairness with an advance multi-vitamin fairness nourishment formula. Triple sunscreen system-protects from the sun‘s darkening UVA and UVB rays. Allantoinactivates the FAL vitamin system to give girls and women radiant fairness Fair & Lovely‘s skin-lightening technology is known to be the best in the world! However, this hasn‘t stopped the brand from innovating further to pioneer the development of cuttingedge fairness solutions. Fair & Lovely‘s brand-essence of ‗Rescripting Destiny‘ has played a decisive role in its noteworthy presence in over 30 countries



What Fair & Lovely Says about their Products? More than the benefits given by our technology/products are reversible (that is once the product application is discontinued), the consumer will revert back to their initial color/skin state within a few weeks. This is what makes our technology safe and unique. The Fair & Lovely gets absorbed into the skin as soon as you rub it in gently. Fair & Lovely avoids leaving oily look. Fair & Lovely says that their products are suitable for all skin types and are not known to have any side effects. Why is the Fair & Lovely face Cream unique? Fair & Lovely works on the skin's natural renewal cycle resulting in outstanding fairness, even tone and radiant skin. It is clinically and dermatologically proven to restore a youthful compression while protecting it from darkening due to the sun's rays. Why is Fair & Lovely safe? Fair & Lovely cream does NOT contain any bleach or harmful ingredients. It is a patented product that contains vitamins and sun screens that enhance the skin tone in 4 weeks in a nonharmful way. All ingredients in Fair & Lovely are accepted COSMETIC ingredients internationally listed in the CTFA ( Cosmetic Territories and Fragrance Assocition ) How Does Fair & Lovely work? Fair & Lovely face cream has a fairness system that works safely and gently, yet very effectively to give clearer skin, along with a radiant glow and even skin tone. It's fairness system works in 3 ways: 1. Fairness Vitamin B works gently with your skin's natural process and safely controls the distribution of pigmentation making your skin radiant and fairer over a period of 4 weeks. 2. Fair & Lovely has a triple sun screen system which is known to protect your skin from harmful UVA and UVB rays to give you even toned skin. 3. With a light moisturizing feel that works nonstop during the day to give guaranteed clear, radiant skin. Why is Fair & Lovely Multivitamin so important? Fair & Lovely is a patented, silicon enhanced vanishing cream with 4 essential vitamins giving a lasting shine-free effect. The triple sunscreen system protects from the sun's darkening rays while Allatoin activates the Fair & Lovely vitamin system to give radiant even toned skin. Fair & Lovely multivitamin cream contains the following vitamins Vitamin B3: It's proven fairness vitamin works on controlling pigmentation distribution from within making skin visibly fairer. Vitamin C: Known to give flawless, even toned fairness, and gives skin a natural glow. Vitamin A: Known to enhance the skin's elasticity and strengthens skin cells for soft supple skin.



Vitamin E: Known to hydrate, nourish and rejuvinate skin. Brand Values Fair & Lovely is a brand with passion. Empowering women to change their own destinies is a deeply felt human desire that the brand communicates to its consumers. The brand is seen as an expert and as an achiever, trusted by millions of women in India and 39 other countries across South and South-East Asia, Arabia, Egypt and Central Asia. There is nobody more passionate about Fair & Lovely than the woman who uses it. And there is nobody who feels more pride for Fair & Lovely than her, either. Making of the Brand Fair & Lovely Hindustan Unilever's star product in the fairness creams segment had evolved into one of the most successful brands over three decades in as many distinct phases. Phase 1 saw the launch of the product in 1976 on the basic premise that "younger women wanted to have fairer skin in order to attract a better looking husband." HUL marketed this brand as a beauty cream capable of providing fairness within 8 weeks. The value proposition lucidly communicated to the consumer base read, "Get noticed by the man of your life." Phase 2 of Fair & Lovely's evolution, the brand talked to a younger college going woman who is self confident and more modern in her outlook and believes home remedies for facial care to be old fashioned. Phase 3 this further metamorphosed into a brand offering emotional benefits for achievers who actively seek solutions and do not look at marriage as the ultimate source of personal achievement. Fair & Lovely thus became a brand which communicated a message that Fairness leading to Beauty leading to Good husband to Fairness leading to Self-confidence leading to Good career. Fair & Lovely Variants Different people have different skin types and that is why, Fair & Lovely has a range of variants to meet the different needs. Fair & Lovely Multivitamin Cream World's number 1 fairness cream now redefines the route to fairness with the new advanced Multivitamin Fairness and Nourishment formula. The cream gives total fairness in four weeks that rivals the best professional beauty treatment, but without bleach or harmful chemicals that can damage skin.



Fair & Lovely Ayurvedic Fairness Cream Fair & Lovely Ayurvedic Fairness Cream brings in the fairness secrets of ancient Ayurveda that provides Nourishment, Protection and Purification. It is enriched with the magical Ayurvedic blend of Kumkumadi Oil - a mixture of 16 Ayurvedic ingredients, which enhances complexion and cures discoloration of skin.



Fair & Lovely Winter Fairness Cream In winters, consumers express a fairness disappointment because of the addition of moisturizers (cold creams) to their portfolio. While cold cream helps them combat winter dryness, it also leaves them looking dark. Fair & Lovely Winter fairness, with Multivitamins and Active Moisturizers, offers fairness with benefits of cold cream.



Fair & Lovely Menz Active (Max Fairness) Fair & Lovely, the world's number 1 fairness cream, now introduces Fair & Lovely Menz Active, the fairness cream for men. Fair & Lovely Menz Active is perfect for skin that is naturally touch, is regularly exposed to harsh outdoor routines, has more stubble and is rougher due to regular shaving.



Fair & Lovely Body Fairness Milk Now complements and matches the fairness on your face with the fairness on your body through Fair & Lovely Body Fairness Milk. Its gentle formulation gives fairness all the year round. Fair & Lovely Skin Clarity – Antimarks The miracle worker Fair & Lovely now not only removes spots but gives fair flawless skin through the Skin Clarity variant. It contains proven ingredients including Vitamin B3, skin silicones, fruit principles, aloe vera and Vitamin A.



Fair & Lovely Multivitamin Facewash In March 2012, Fair & Lovely introduced Fair & Lovely Multivitamin Facewash which has Tri-Fair Vitamin Complex and Antioxidants that works gently on the skin to provide clear fair skin. Multivitamin facewash, when used with Multivitamin cream gives double action fairness.



Fair & Lovely MAX Fairness Facewash Fair & Lovely is also launching MAX Fairness Facewash for Men which contains VitaMAX Complex that deep cleanses impurities from tough male skin to help provide long lasting fairness.



Keeping in mind different requirements of different skin, Fair & Lovely offers its consumers in the Middle East a range of variants. Besides the leading all purpose Fair & Lovely multivitamin fairness Cream, Fair & Lovely in the GCC offers a herbal range, an Oil Control Fairness Gel, anti marks and a new range of facial cleansers (face wash, mask, exfoliating wash). Fair & Lovely is constantly looking at bringing in new innovations that suit the Middle Eastern market and meet its consumer‘s needs and aspirations. Fair and Lovely scholarships for women | Graduate, post graduate and PhD aspiring Famous cosmetic company Fair and Lovely has announced scholarships for women who are doing their graduation, post graduation and PhD in recognized universities. Scholarship amount is Rs. 1,00,000. It can be renewed for another year depending on the merit of the student. Should have secured 60% marks in 10th and 12th classes. Candidate should have good knowledge of English. Marks sheets, certificates, two passport size photographs, income proof, admission proof are to be submitted along with the application. An essay not exceeding 250-300 words which contains the personal information, your goal, what are you doing to reach the goal and where you want to be after five years is to be submitted. Scholarships will be announced after an interview depending on the course and the financial status of the applicant. Applications can be down loaded from the web site. Can apply online also. Last date for receiving filled in applications is 6th August 2010. Applications are to be sent to Fair & Lovely Foundation, Post Box No.11281, Marine Line, Mumbai – 400 020.



PROMOTION OF FAIR ‘N’ LOVELY The bigness of Fair & Lovely lies in the fact that it ‗transforms‘ a woman in ways that are more than just skin-deep. Feeling good does wonders to self-confidence and Fair & Lovely helps people do just that. It gives them the self-belief to steer their own destiny. It gives them hope and changes the way they (and others) see them. The brand has today evolved to give women courage to move ahead, to challenge and change destiny itself. All Fair & Lovely advertising is developed around this core insight and in a manner that is positive and motivating. Commensurate with the seriousness and aspirational image of fairness in consumers‘ minds, Fair & Lovely ads showcase stories where the woman challenges the unhealthy societal realities of status quo and discrimination and finds that she is empowered to carve out her own future. All the Fair & Lovely ads carry the brand‘s message of hope and self-confidence. Most importantly, almost every key advertising indicator has shown a huge positive trend with the brand perceived as modern and innovative by 59% of the total population, up from 41% in mid 2001.



Fair and Lovely Foundation One of the most interesting and far-reaching recent developments has been the launch of ‗Fair & Lovely Foundation‘, a non-profit trust which plays the role of a catalyst to help economically empower Indian women. To achieve this, the Foundation is committed to providing information and resources that will enable education, shape careers, encourage enterprise and ensure a brighter future for very aspiring Indian women. Comprising an advisory body of leading individuals, this Foundation has undertaken various projects and initiatives in keeping with its vision of taking women to a brighter future.



BRAND APPEAL Positioning and market share: ―Get noticed by man of your life‖ Fair and lovely is considered The "Mother" of all Fairness Creams. Traded primarily as a nonprescribed beauty product (with certain medicinal properties), Fair & Lovely comes in various incarnations, ranging from Fair & Lovely Fairness reviving lotion to cold cream and soap. The brand is marketed primarily to young women in the 18-35 year age bracket. Considered to be the most elite of the fairness creams, the price of a standard tube of Fair & Lovely best suits the middle class and above, but it is sold in many corner shops and drug store in cities across India. Indeed, at the rural level, Fair & Lovely is being made available to poor villagers in the form of inexpensive sachets. South India (where the population is dominated by people with darker complexions) is the largest market, while the relatively fairer populations in Northern and Western India each have a smaller yet significant market share. However, even though Fair & Lovely is one of the leading fairness cream brands, it faces growing competition from cheaper skin-whitening products, such as Revlon's Fair & Glow and CavinKare's Fairever. Yet the market seems to keep growing. Based on McCann Erickson's Consumer Insights Report,1 the desire for fairness as an essential physical attribute has been steadily on the rise over the past few decades. Out of the current $180 million skin care market in India, which is growing by 10 to 15 percent annually, more than half of the revenues are now generated by fairness products alone. Fairness, Film, and Advertising Two key factors—advertising and Bollywood—have played influential roles in the commodity fetishization of fairness products, making it possible for them to perform a host of cultural tasks. HLL's advertising and promotional expenditures on Fair & Lovely products are significant. Ranging from huge billboards splashed across strategic locations in the major Indian metropolitan hubs to radio, TV, and print media in leading magazines and newspapers, it is almost impossible to escape the widespread influence of the brand's advertising campaign. Brand mantra: The mantra generated by these ad campaigns is simple: If you buy this fairness product, you will make your family proud, you will look beautiful, and you will secure a wonderful husband-all of which are considered to be vital determinants of a woman's happiness in the highly patriarchal and male-dominated Indian society. Oddly, the current brand proposition for the cream—"Fair and Lovely: The Power of Beauty"—implies a more modern message about choice and economic empowerment. It is also interesting to note that although Dove's Campaign for Real Beauty also falls under the Unilever brand umbrella, there is a stark contrast between its advertising strategy and that of Fair & Lovely's. While Dove's campaign promotes the achievement of excellence because of one's natural beauty and despite one's imperfections, Fair & Lovely's advertisements focus more on the potential to succeed by first obliterating one's physical flaws, particularly dark skin.



Brand Equity: Mapping the brand equity of Fair & Lovely using the Consumer based brand equity pyramid (CBBE) reveals that it has strong brand equity. Brand salience, as evaluated by the degree of "top of the mind recall" and "brand awareness" is good. Performance is based on the reliability built by the brand and the image which is defined by its heritage and its user profile, both of which are extremely high in this brand. The brand has built up credibility and a perception of quality leading to good judgments and feelings. Finally the loyal consumers of Fair & Lovely have an attitudinal attachment towards the brand, leading to high brand resonance. Fair & lovely’s Position in Maslow’s Pyramid Fair & lovely satisfies the third level needs which are Social needs. Social needs are need for belonging to society and become a part of society. One wants to be associated with the community and people among which he lives. As one cannot go to work without confidence on herself, fair and lovely satisfies social needs in this way. Fairness and Poverty: In the beginning, Fair & Lovely was specifically designed to meet the needs of the middleclass Indian customer. The growing Indian middle class had become increasingly fashion conscious and was enjoying higher levels of disposable income. Fair & Lovely was launched with that specific target audience in mind; Unilever distributed the product widely in urban areas both at a micro level via corner shops, local retailers, drug stores, and chemists, and macro level via the c osmetic sections of larger departmental stores in malls and shopping plazas Fairness and Gender: Fair & Lovely perpetuates the particular pressure on Indian women to look beautiful, as the country's obsession with skin fairness is typically found to be gender-lopsided and targeted more towards women. Needless to say, Fair & Lovely has created a bone of contention between supporters and active users of the product and feminist groups, both of which adopt a very different approach to the issue of using fairness creams. While the former have no qualms in leveraging the product as a way to springboard out of social or economic constraints, the latter consider the very concept of make-up and grooming practices, such as skin-whitening, as pretentious lies. Fairness, Identity, and Esteem : The color of a person's skin ties in closely to his or her position in the caste pyramid of India. Fair & Lovely is thus viewed by the lower castes as a vehicle for them to overcome the social stigmas associated with their position in the hierarchy and to develop a sense of belonging and identity with the community at large. Adam Smith argued that the most fundamental human needs are not biological, but social; indeed, he said that necessities were to be defined as anything that was required for a human to be seen as creditable in the eyes of his or her community. For better or worse, in the culture of India, Fair & Lovely serves as a means of attaining this level of social inclusion. On the other hand, since fair skin has long been an indication of economic prosperity and wealth in India, the role played by Fair & Lovely in



perpetuating the economic bipolarization associated with skin color in this society is also noteworthy.



TASK # 2 Write a critical reflective essay (1000 words) on your journey of discovery through the module, set within the context of the learning outcomes. In particular, describe how the course challenged your thinking, brought to you new and interesting ideas and concepts, or, presented approaches to the topic with which you may have disagreed.



Introduction: I choose this program as a part of personal development plan, on the road to owning and operating my own enterprise. a great selling point of the program was that it contained a module called marketing, design innovation. MDI this was a topic area I had to prior know of, and quickly found that to be able to put the MDI paper together, considerable amount of time had to be spending on research and acquiring supporting material.



Chosen topic: I thought I came up with what the perfect plan. Since the assignment gave the freedom of selecting a product or service of your choice, I decided to go with a product I thought should be fairly easy, as it now part of my job portfolio work on different aspects of the marketing design innovation regarding fair and lovely.



Current scenario: This is my first attempt to write a MDI paper and a reflective essay.i still maintained that to be able to write a paper,a considerable amount of time had to be spent on research and acquiring support material.this time however, even with more lead time, the paper was a lot more difficult to write.



Academic lesson learnt: The theories for this module on their own, is insufficient for a full understanding of what was required, however, attending classes help in understanding the applications and concepts much better. Text books and powerpoint cannot substitute for real world experience, but the lectures bridged that gap.those lectures encouraged thinking beyond what is covered.the lectures made the module more easier.a lot of time was spend explaining each topic, and drawing on practical examples.experiance and knowledge is really a great combination.



Personal lesson learnt: Every experience is an opportunity for growth and for learning, and perhaps what appears to be struggles and challenges may be optimal conditions which would yield the best results.this has been a tough journey, and this reflective essay hasnow become a medium for expression and perhaps some self nurturing. This management has now become a very important tool and technique.a commitment to change in schedule must now be made,and this should be easy once there is a commitment to the action.resaerch has also shown that the key successful time management is planning and then protecting the time.the journey of productivity and fulfillment through time management must now begin.



MDI lesson learnt: Peter Drucker famously said that there are only two aspects to business, marketing and innovation. Right now, during this recession, there must be a total focus on marketing. However, innovation must not be ignored, and it is imperative that companies create new products and new ways of doing things both to reduce costs and to offer their customers new ways of creating results at this difficult time. In fact, marketing is a combination of innovation and advertising, and marketing and R&D are linked. They must go hand in hand, since no amount of marketing will sell a poorly innovated or designed product, and without marketing, even the best product will never sell. It doesn’t need too many examples to demonstrate that simple fact.



Design is an important tool in industrial competition because it facilitates product differentiation investigated the influence of design on firm competitiveness. Product design impacts both price and non-price factors such as product performance, ease of use, durability and product delivery. Thus the importance of design and innovation have strong footings in determining the positioning of any product and enabling the company to have sustainable competitive advantage. This must be kept in mind that too rapid and inappropriate adaptations and innovations in product or its design create negative image of product and company. Because customers believe that rapid changes do not belong to them and they do not welcome them in good way. But innovations and adaptations according to customers’ needs and requirements and trends are always given open hands by customers. Whenever companies follow changes in design customers feel that they are cared by company and positioning of company gets better which further enhances its competitive edge. All those companies who bring innovations in their products due to changing trends are ranked high as compared to their competitors. Moreover it’s the need of the time that those who do not adapt themselves always lack behind. Design adaptations also have it standing in company’s positioning and competitive advantage because design always brings new look and image of product. It also renews the image which not only translates the objectives of company but also provide basis for innovations. Finally both innovations and adaptations in design are prerequisite to a company to have a strong, sustainable, long lasting, relevant positioning and competitive standings in the minds of customers. This at last creates everlasting profits to company. One perspective on the relationship between design, innovation and competitiveness is to consider that design acts as bridge between science, technology and the user by putting the user in the centre. Competitive advantage and product innovation focuses on the development of design frames that embody specific sets of design and ergonomic characteristics, as well as technical characteristics. Design is also a tool for innovation in mature markets where technological developments bring only marginal improvements to the end-user, and in low tech markets. Good design can increase sales revenues and profit margins by differentiating products and services, making them more attractive to customers. Design thus contributes to creating unique competitive advantages that help the move away from pure price competition, not least through the creation and strengthening of identities and brands at corporate or product level. The extent to which design improves the competitiveness and innovation performance of a company depends on the company’s use of design. Design as a driver of user-centered innovation analyses the contribution of design to innovation and competitiveness. The results are compelling: companies that invest in design tend to be more innovative, more profitable and grow faster than those who do not. At a macro-economic level, there is a strong positive correlation between the use of design and national competitiveness.
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