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Research Firms Launch Digital Insight Alliance,

April 29 2015

http://www.mrweb.com/drno/news20800.htm

Is it time to rethink the tracking study? /29 April 2015
http://www.research-live.com/features/is-it-time-to-rethink-the-tracking-study?/4013256.article

The shape of the tolerance zone / 27th April 2015
http://www.research-live.com/impact-magazine/the-shape-of-the-tolerance-zone/4013241.article

Mobile participation growing rapidly in MR but some companies too passive/ 24
April 2015
http://www.research-live.com/news/technology/mobile-participation-growing-rapidly-in-mr-but-some-companies-toopassive/4013231.article

eDigital harnesses beacon technology/ 22 April 2015
http://www.research-live.com/news/edigital-harnesses-beacon-technology/4013221.article

Instantly and Quant Edge build online ethnic panel, 20 April 2015
http://www.research-live.com/news/instantly-and-quant-edge-build-online-ethnic-panel/4013200.article

Everything counts / 16 April 2015
http://www.research-live.com/features/everything-counts/4013186.article

'First Real-time Reporting for Outdoor Ads', April 14 2015
http://www.mrweb.com/drno/news20720.htm

Personality is everything: can the geek win the election? /9 April 2015
http://www.research-live.com/features/personality-is-everything-can-the-geek-win-the-election?/4013158.article

Internal News:
Majestic Annual Founder’s day event covered by E4M

MRSS INDIA is now a member of Global Digital Insight Network, story covered by Telegraph

The secret to thriving in the trillion-dollar CPG industry
Vision Critical, April 27, 2015
Smaller companies in the consumer packaged goods (CPG) industry are quickly stealing market share from
established brands. According to a March 2015 study by IRI Worldwide and the Boston Consulting Group,
smaller companies have taken $18 billion worth of sales from larger companies since 2009. But that’s only the
tip of the iceberg, since ecommerce and mobile shopping are just starting to find their footing in many different
CPG segments like groceries and food and beverage.
Smaller CPG companies have taken $18 billion worth of sales from larger companies since 2009. The stakes are
high in CPG, an industry which in the US alone is worth $2.1 trillion. The question that established brands find
themselves asking is this: How can we effectively fend off upstarts?
For insight, we asked an industry insider. Joel Warady is chief sales and marketing officer of Enjoy Life Foods,
the number one brand in the North American Free-From food and beverage marketplace, which includes
products that are both gluten free and allergy-friendly. Leading the marketing practice in a company that has seen
three consecutive years of 40 percent year-over-year growth, Warady knows what it takes to compete with CPG
goliaths. In 2015, CPG giant Mondelez International acquired Enjoy Life Foods and left Warady in charge of
marketing the brand that leads in the $12 billion better-for-you snack food category.
In our Q&A below, Warady shares what’s fueling the growth of Enjoy Life Foods and what big CPGs can do to
compete with hungry and nimble upstarts.
VC: WHAT BUSINESS CHALLENGES ARE UNIQUE TO THE CPG SPACE?
Warady: Building brand loyalty has dramatically changed. Loyalty still exists, but long-term loyalty is less
sustainable because consumers are more willing to try new products.
Having a great product is no longer enough. CPG companies need to create interesting brands. To do that, they
need to create what Saatchi and Saatchi CEO Kevin Roberts calls “lovemarks.” You want people to be
emotionally tied to your products and services, to be part of their everyday lives. That’s not necessarily easy to
do in the CPG space, where differentiation is hard to achieve.Brands also need to stop thinking of themselves
simply as manufacturers. CPG companies need to embrace social media and sharing platforms, and they need to
act like publishers. To be meaningful, brands need to be part of the consumer’s life. Providing valuable content
and being available where consumers are could help CPGs achieve that. To read more visit https://www.visioncritical.com/joel-warady/

India Looks East for New Trade, Manufacturing Opportunities

Posted on April 30, 2015 by India Briefing
By Nishant Dixit
The 2015-2016 Indian budget includes a proposal to set up manufacturing hubs in CLMV countries. The
CLMV includes four Southeast Asian nations – Cambodia, Myanmar, Laos, and Vietnam, which are seeing
the highest foreign direct investment growth in the region, especially in manufacturing.
As India seeks to deepen economic partnerships with Southeast Asia under an “Act East” policy declared by
Prime Minister Modi, it has prioritized CLMV economies. The commerce ministry has sought Rs. 100 crore
(US$16.1m) in budgetary allocations for a Project Development Fund to oversee investment in the CLMV
manufacturing hubs. There is a history of industrial cooperation between India and the CLMV countries.
Major Indian investment in Vietnam includes large projects such as oil exploration, power generation, and
chemical manufacturing. In January 2015, there are a total of 84 projects funded by Indian investments in
Vietnam. The EXIM bank of India has contributed a total of 20 Letters of Credit worth US$ 1 billion in
CLMV countries towards power, irrigation, and manufacturing projects. Trade between India and CLMV
countries grew tenfold from US$1.1 billion in 2004 to US$11.2 billion in 2013. In terms of FDI, approved
Indian foreign investment in CLMV countries stood at US$40.9 million in 2013. For the same year, total
FDI from India to the ASEAN region as a whole stood at US$ 1.3 billion.
Why CLMV?
India and the CLMV countries share similar economic characteristics when it comes to prospects for
manufacturing. All of these countries have a large young labor force and inexpensive operating costs.
However, CLMV countries have become a major source of competition for India in manufacturing due to
their position in integrated value chains in Southeast Asia. For instance, in 2013-14, the phone manufacturer
Nokia moved its operations from India’s Chennai to Vietnam’s Bac Ninh province largely to take advantage
of cheaper regional logistics.
Along with being a preferred region for manufacturing, CLMV countries are also large potential markets for
Indian products. The region has a population of 165 million, growing incomes, and a rapidly expanding
middle class. In Vietnam alone, the middle class is expected to increase from 2 million in 2014 to 33 million
by 2020.
A survey by the Japanese External Trade Organization (JETRO) in December 2014 showed that base
monthly salaries for manufacturing employees of Japanese-invested companies in CLMV countries were
lower than those in India. While base monthly salaries in India were reported at US$239, those reported for
CLMV countries were US$113 in Cambodia, US$112 in Laos, US$127 in Myanmar, and US$176 in
Vietnam.
- See more at: http://www.india-briefing.com/news/clmv-indias-act-east-policy-10559.html/

