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INTRODUCTION 
 
The aim of this thesis is to present a comparative 
study of how different brands have managed their 
communication at times of both success and failure. 
To provide this comparison we have chosen four 
brands that have either gone through a crisis or have 
seen success in the recent past. 
Communication management and Brand building 
basically refers to the image and identity a brand 
holds amongst the viewers and it’s positioning in the 
market .The strategies which a brand uses to manage 
its communication both with the press and the 
consumers leads to the brand forming an image in the 
market. This further affects the sales of the product. It 
is very important for a brand to have an efficient 
strategy to manage its communication both during 
crisis and success. Effective communication refers to 
proper communication with your employees and 
consumers. A proper channel need to be formed 
which keeps everyone in the loop of communication 
which helps everyone to know what is happening.  
It is highly important that the brand maintains regular 
communication with the media as it will help them 
establish a relationship with its customers. In good 
times it will attract more customers and will also help 
in maintain the e already existing customers. If 
communication is proper in good times and the spirit 
of good will has been established amongst the 
customers it becomes easier for the brand to deal with 
crisis, as the customer will support the brand in any 
possible way they can. Therefore, proper and 
influential communication becomes an essential and 
integral part of any brand and its existence. 
It has often been seen that not every maintains a 
proper channel of communication. Or if they do they 
lack in the manner they should be communicating 
which further affects the condition and the image of a 
brand. There have been brands which have not been 
able to manage their success as they were unable to 
communicate to their customer efficiently which 
further led to the customers loosing trust in them. 
There have also been a few which were not able to 
react to media and their critics efficiently which led 
to then building a bad image amongst their 
customers. 
On the contrary there have also been brands which 
have used this tool of effective and appropriate 
communication and have dealt with both success and 
crisis perfectly. When a brand is sailing in the ship 

towards success it becomes necessary to keep sailing 
in that ship and this can only be done by maintaining 
your customer base which is only possible if there is 
proper communication with them. There are brand s 
who made a smart move in applying this golden rule 
and have been sailing in the same ship of success ever 
since. On the other there have been brands which 
were facing crisis and it was through their effective 
communication that their customers and users did not 
lose faith in them and continued to use their services. 
They did not lose faith in them very easily. This was 
possible only because they were able to maintain that 
trust in their customers that, yes they are going 
through a crisis but they do have the power and the 
capability to overcome it. All they need is their 
support, faith and time to come back to what they 
were before the crisis started. 
This study talks about four such situations where 
brands have been able to deal with either of these 
situations. Towards the end of the study you will be 
able to differentiate and conclude as to how important 
it is to maintain a proper channel of communication 
not only to deal with the temporary situations but to 
also build your brand’s identity and maintain it over 
the years 
The four brands which this study is based on are:- 
Kingfisher Airlines 
Vodafone 
Blackberry 
Cadbury India 
Given below is a brief case overview of all the four 
brands. 
 
KINGFISHER 
Kingfisher has continuously been in a loss since 2005 
after acquiring Air Deccan. As the entire air business 
has been in loss kingfisher was able to manage it’s 
supremacy and legacy all these years until November 
2011 when things fell apart for them. Flights started 
getting cancelled up to a hundred in a day. To deal 
with the crisis the number of seats in a flight where 
increased compromising with the quality of service 
for the passengers. Also the staff went t on a strike as 
they had not received their salaries. All the creditors 
had filed petitions against kingfisher and their 
accounts where frozen in December 2011 which 
where unfrozen shortly. But again crisis arose in 
February 2012 where only 22 out of 64 where 
operational and the airlines went into great loss along 
with being answerable to the directorate general civil 
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aviation to explain the situation. The airline was thus 
suspended from the International Air Transport 
Association in March 2012 and all its accounts where 
frozen. Even after this entire crisis kingfisher has 
been able to maintain a rapport with their customers 
and did not lose their place in their hearts. The motive 
is to study the communication strategies they used. 
 
VODAFONE 
In June 2009 Vodafone used IPL as a perfect 
platform to launch their new marketing strategy and 
mascot the ZOOZO. The zoo zoo’s hit the market 
with a bang. Ranging from TV sets to recharge cards 
to all sorts of goodies. People started associating 
different kinds of zoo zoo’s to themselves and this 
was a success. And continues to be a success. The 
motive is to study how with their strategies they 
maintained their position and continued to keep their 
zoozoo’s a success. 
 
CADBURY 
In 2003, in the month of October which is the month 
of festivals Cadbury fell into trouble when their 
products where found out to be infested. The food 
and drug administration commissioner set an enquiry 
for the same and reported the case directly to the 
media. Cadbury got into an argument blaming the 
retailers for poor storage, but the commission did not 
agree to that and Cadbury had to admit their mistake. 
In the due course of this process they managed to get 
a lot of bad coverage. The main aim is to study the 
way they handled crisis in terms of communication 
and how they could have dealt with it in a better 
manner and play the blame game. 
 
BLACKBERRY 
Blackberry is one brand which hit the market with a 
bang and every second person wanted to own one. 
But it appeared that they could not maintain a rapport 
with their customer and soon lost them. They were 
unable to provide facilities when they were promised 
to. Such as the new series of a phone which was 
supposed to be in market in April 2012 but is 
nowhere in sight and will be postponed. There was a 
disappointment amongst the consumers for false 
promises .their various services such as BBM has 
also been suffering breakdown and blackberry has not 
been able to compete with other window phones like 
apple and android. According to a report in 
September 2011 RIM had hipped 10.6 million 
BlackBerry devices in Quarter 2, down from the 12.1 
million Black Berries shipped in the same quarter last 
year. It’s also down from 13.2 million units shipped 
in the previous quarter. The aim is to study how 
blackberry climbed down the ladder and could not 
manage to maintain a positive relation with the 
consumers. 
          
BACKGROUND OF THE PROBLEM  

This topic gives an insight on the basic 
communication strategies used by the companies at 
different situations. The main aim is to study how 
important it is to have an appropriate and efficient 
communication strategy both when the company is 
facing crisis and when it climbing up the ladder of 
success. It is important to have the right kind of 
communication with both your company workers and 
share holder and your customers. Any disruption in 
this channel can either make or break the image of the 
company. Therefore the main objective is to study 
with the help of examples the manner in which 
different companies dealt with different situation and 
analyze how they could have dealt with a few issue 
differently 
 
PROBLEM STATEMENT 
TOPIC: - A COMPARITIVE STUDY BETWEEN 
COMPANIES WHO MANAGED SUCCESS AND 
FAILURE 
The study will analyze the communication 
management of four companies which are Kingfisher 
Airlines, Vodafone, Blackberry and company. All 
these companies have either have gone through a 
rough phase or have had a successful ear in the recent 
past. The study will do a comparative analysis 
between how Kingfisher dealt and is handling 
communication during the course of their crisis in an 
efficient manner and how Cadbury was unable to do 
the same and gathered a lot of negative media 
coverage. At the same time the study will see how 
Vodafone took the success of zoozoo as a stepping 
stone and I still building on it and how blackberry 
was unable to maintain its image in the market. 
 
ANALYSIS 
KINGFISHER 
Founded in 2003 kingfisher airlines belonging to 
Vijay Mallya. The functioning started in 2005 
according to reports kingfisher right from it’s 
commencement was bearing loss but because it was 
owned by united  breweries group and also the name 
of Mallya group and kingfisher was attached to it, the 
brand kept doing well when it came customer service 
and attraction and did not take much time to become 
the leading airline service provider. Very soon it was 
classified as the airlines known as the airline known 
for the comfortable services and for the elite. 
 Kingfisher left no stone unturned to maintain the 
rapport and the growing relationship with its 
customers. They were very frequent in coming up 
with new schemes and services like kingfisher rd and 
kingfisher club. These where not only attractive for 
the customers but also a way to build and maintain 
long term association with customers. Providing the 
best in-flight facilities and entertainment the airlines 
managed to hold it’s position amongst the customers. 
Kingfisher all through it’s way has been playing a 
very smart game in terms of holding on to customers 
and establishing a stronger customer base. 
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 It has been clearly visible that the trump card of 
kingfisher has been the relationship it has built up and 
maintained with the customers. From a welcome talk 
by Dr. Mallya himself in the flight, to kingfisher 
calendar featuring 12 new models every year, to 
encouraging low cost flying, kingfisher practically hit 
the nail on the head. All these campaigns and 
marketing strategies have been and still are very 
attractive for the customers. 
Although kingfisher undoubtly deserve an A+ for its 
marketing, advertising and communication strategies 
it lacked greatly financially. There has been a loop in 
the system right from its inception. kingfisher 
acquired air Deccan in June 2007.As a result of which 
they had to bear a loss of over US $ 199.5 million for 
5 consecutive years. By the end of 7 years that is b 
2012 a loss of US $ 1.4 billion had occurred which 
ultimately led to bankruptcy. It was in late 2011 when 
things started becoming uncontrollable. Not only did 
the ranking fall down amongst the other airlines but 
also the infrastructure started to collapse. Staff went 
on strike, flights started getting cancelled and 
kingfisher accounts were frozen. Kingfisher had not 
only taxes which where unpaid but also other charges 
for not making payment by Bharat Petroleum 
Corporation Limited and Lufthansa Technik. In 
February 2012 the cancelation of flights took a toll. 
Out of 64 aircrafts only 22 where operational. The 
services where practically shut down for 4 days with 
bookings temporarily closed. Even after resuming 
flights the condition was unstable. The stock in the 
company fell down by 13.5% and  share dropped 
down to 11.3% because of the crisis an airbus A330-
200 was held at the London Heathrow airport due to 
unpaid fees to aircraft leasing company and RBS. 
Things only worsened as the international air 
transport association suspended the airline from using 
inter airline fund clearing system which made very 
clear that raising money for providing services would 
now be a major problem to deal with. The India tax 
authorities froze their accounts as tax was deducted 
from the salaries of the employees but was never 
given to the government. 
Even after all the crisis kingfisher still manages to 
hold a high position in the eyes of the customers. 
People still prefer top travel by kingfisher.noy only 
this, even during the time when the airlines where hut 
down people where supporting the airline. There was 
nothing much a common man could do to help the 
airlines, but they did not stop travelling in whatever 
flights available. People tried supporting by 
encouraging the consumption of kingfisher beer to 
support kingfisher to overcome the crisis. 
To conclude it can be said that the brand had been 
and is still in major crisis, but the only reason it has 
not shut down is the relationship it has maintained 
with its customers and the thread of communication it 
has weaved. 
 
VODAFONE 

Vodafone is a UK based firm. In 1992, Hutchison 
Whampoa established the mobile   tele-
communication service in Bombay. In 1995 they 
launched their commercial service as Hutchison Max 
Essar group was the major partner but hutch took 
majority stake and the service was known as hutch. 
The company only grew ever since and today is the 
3rd largest telecommunication service provider only 
after Airtel and reliance. In 2007 Vodafone again 
acquired 67% of stakes in Hutchison Essar which 
renamed the brand from hutch to Vodafone. 
The brand never had to look back both in terms of 
financial services and communication aspect. It has 
always been able to communicating appropriately to 
its audiences. To start with when it was known as 
Hutch they had ‘PUG’ as their mascot and the tag line 
“you and I in this beautiful world” attracted all the 
AWW’s and the audience felt connected to the brand 
and the service it provided. 
The switch from Hutch to Vodafone as the brand 
name could have affected the usage and the brand and 
service image could have drastically fallen down. But 
that evidently did not happen. It was a positive jump 
in the business it went up to acquiring 7 circles out of 
3. But the smart thing that they did was that they did 
not forget to advertise and communicate with the 
same boon and continued to advertise as successfully 
as they did before. In 2009 with the 2nd season of IPL 
they came up with ZOOZOO’s which today are a part 
of everyone’s life. They did not restrict themselves 
only to 30 different ads for the month of IPL but also 
after the realization that people where in love with 
them, they launched ZOOZOO goodies. 
Even today, 3 years after the launch of ZOOZOO’s 
they still continue to be a big attraction and a positive 
point for the brand. 
 
CADBURY 
Cadbury is the second largest industry only after mars 
owned by Kraft foods with its headquarters in 
London. And operates in more than 50 countries, the 
brand since beginning has been in a roller coaster ride 
by switching its association first with Scheweppr and 
then demerged and then finally being taken over by 
Kraft foods in 2009. 
Cadbury had faced a crisis when infestation was 
found in their products in October 2003. To add on to 
that this happened just a month before Diwali. The 
FDA took an action immediately. It not only set an 
enquiry but also reported to the media endangering 
the brand’s confidence amongst its stake holders. In 
reply to this Cadbury refused to admit that it was their 
mistake and tried to blame the retailers for this which 
did not work and the FDA did not agree to this. They 
were not able to handle the situation and 
communicate properly with both the FDA and the 
media as a result of which they gathered a lot of 
negative media coverage and also their advertising 
was off air for almost a month which is a very big 
setback for a brand name like Cadbury 
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Then again in 2011 the new ad for BLISS bar which 
is a Cadbury product portrayed black women as 
chocolate, which was clearly not acceptable by the 
masses and to oppose the same Naomi Campbell put 
her feet down. Although the authorities tried to 
explain that it was nothing but a ‘light hearted take’ 
but it surely did not have a lot of effect. 
It is clearly visible that Cadbury has always lacked 
the efficiency to deal with the audience and has 
landed up having a negative image. Soon after this 
Cadbury was taken over by Kraft foods which was 
clearly not welcomed. 
 
BLACKBERRY 
The first Blackberry was introduced in 1999 in 
Germany, followed by release of blackberry smart 
phones in 2003.but it was only in 2011 that 
blackberry took over the markets and gained 
popularity. Otherwise all these years not much 
publicity or awareness was created. 
It has been seen that the sales of blackberry have 
fallen in the recent past. From 12.1 million users it 
came down to 10.1 in the 2nd quarter. Followed by 
fall in the revenue which was well expected due to 
the fall in sales. The causes determined for the 
decrease in sales are many such as blackberry has not 
been able to stand out from the rest of the phone 
available in the market such a the iphone or the 
android.alo they have not been able to meet up to the 
promises made to the customer of having launched 
the updated version of the phone which led to a lot of 
disappointment and los of trust amongst the users. 
Blackberry has also been unable to maintain the 
quality of their services.uch as the breakdown of the 
BBM for two days in January 2012.the share of 
blackberry have dropped down to 21.7% from 25.7% 
in the span of three month. It is evidently visible that 
blackberry has neither been able to maintain the 
success it entered the market with and also had not 
been able to maintain an effective communication 
channel with the customers  
 
ANALYSIS OF INTERPRETATION AND 
RECCOMENDATION 
It has been observed there are various theories which 
the brands ignore and did not pay much attention to 
which further led to improper communication .we 
will now analyze how not applying these theories 
affected the brand. 
Theory 1: Ensure that your brand promises are clear: 
-  
ANALYSIS: - it is observed that all the three brands 
(Kingfisher, Cadbury and Vodafone) have been very 
clear regarding the promises which the brand has 
been making to its customers over the years and have 
been trying to keep them. But blackberry seemed to 
have lacked here. They promised the launch of the 
new series of phones in 2011 but could not do so. 
They had announced this upcoming launch in 
advance but were unable to meet their deadlines. 

RECCOMENDATION: - It is not a professional act, 
where in you as a brand promises the launch of a new 
product and later is not able to keep it up. It should be 
kept in mind while promising that you should 
promise only if you are sure of fulfilling it. Not only 
with the launch of a new product also in terms of 
services you should assure yourself whether your 
brand is capable of providing such a service or not. If 
not, then promises must not be made as it not only 
annoys and disappoints the customer but the brand 
might land up losing a lot of customer and not attract 
many others. Also this brings a negative name to the 
brand and it’s loyalty is providing services. 
 
THEORY 2: Create a well conceived brand name 
ANALYSIS: - it is very well known and observed 
that all the four brands have a very well established 
brand name which people are aware of and associate 
themselves with. 
RECCOMENDATION:-  It is essentially important 
for a brand to have a very well built brand name as it 
not only help to grow as a brand and increase sale and 
customer base but also it acts as a support system 
both in times of success and failure. If people 
associate themselves with the brand they will stick on 
to it no matter what. If kingfisher has been able to 
stay in the market even now even though with a lot of 
debt it is because of the faith its customers have in the 
brand. Had it not had a very strong brand name it 
would have collapsed and been erased from the 
market long back. In the same way people supported 
the success of Vodafone even after the sudden switch 
from Hutch and the PUG to Vodafone and the ZOO 
ZOO. This was possible in a successful manner and 
acceptable by the people only because of the brand 
name it has established over the years. 
 
THEORY 3: Set branding goals 
ANALYSIS: - It has been observed that Blackberry 
again lacked in been able to make proper strategies to 
market its product. Even thought it hit the market in 
2011 with a great bang but that was not long lasting 
and lost its effect soon. 
RECCOMENDATION: - It must be learned that as a 
brand you should have a set of long term branding 
goals which should help you to establish and maintain 
your brand name in the market space for a long time. 
Hitting the market with a bang and then fading away 
is not considered to be smart brand building. 
 
THEORY 4: Remain committed yet flexible 
ANALYSIS: - it has been observed that neither 
Cadbury nor blackberry where able t act patiently 
when it came to facing extreme situation in the 
market. When Cadbury had the bacterial crisis they 
were not flexible enough and mould their brand in a 
different manner and did blackberry. They entered the 
market with a bang but did not realize that it takes a 
long time build up a permanent position in the market 
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and did not change their strategies with time and lost 
the brand name. 
RECCOMENDATION:-It is very essential to be very 
patient when it comes to brand building and 
maintaining it. During this process there will be time 
of success of both success and failure and you will 
have to mould your strategies and plans accordingly. 
Or else your position in the market will be highly 
unstable and short-lived. 
 
THEORY 5: Be prepared for the situation (crisis or 
success) 
ANALYSIS: - It was observed that Cadbury and 
Blackberry where not prepared for the upcoming 
situation whereas kingfisher and Vodafone where 
well prepared. This can be seen with the way they 
dealt with the situation as and when the events 
occurred. 
RECCOMENDATION: - You should always be 
prepared for any situation your brand night has to 
face. Be it success or failure as the reaction to both 
can affect the position and image of your brand 
greatly. If you are prepared to face crisis you will act 
in a calmer manner which will not result in 
unnecessary news and if it is success you will be able 
to hold your team and work even harder and not get 
driven away with it. 
 
THEORY 6: - Understand that the media needs a 
story. 
ANALYSIS:-It   is observed that Cadbury and 
blackberry where not able to accept the way media 
reacted to the entire situation. As a result of which 
Cadbury overreacted to what the media had to say 
and blackberry chose to keep quiet. Whereas 
kingfisher even when in crisis faced the media boldly 
and appropriately. 
RECCOMENDATION: - One needs to understand 
that the media is doing their job and will cover the 
story and will create a hype of it but  you as a brand 
has to act wise and not react to their coverage in an 
inappropriate manner. 
 
THEORY 7: - Designate one person to speak 
ANALYSIS: -it was observed that in Cadbury there 
were a lot of people who came up and commented on 
the situation representing the company whereas 
blackberry as not been reacting. Kingfisher on the 
other hand made a very smart move and only 
Dr.Mallya communicated with the media. 
RECCOMENDATION: -It is always advisable that 
only one person should be involved with the media 
and respond to their queries as a lot of people in 
touch with the media can result in a mess as two 
different people from the same company might 
contradict each other’s statement which is surely not 
a positive action for the brand. Also keeping 
everybody on the same [age at times of urgent 
situation might or might not be possible as a result of 

which inadequacy of information may lead to wrong 
answers to media’s questions. 
 
THEORY 8: - Develop a response other than ‘no 
comments’ 
ANALYSIS:-it has been observed that Cadbury and 
Blackberry where unable to answer question by 
media when the respective situations occurred. 
RECCOMENDATION: - it is recommended that the 
person representing the company should be able to 
answer the questions by the media .even if not very 
elaborately comments like ‘we will get back to you 
about this once the investigation into the matter is 
over’ are advisable. As giving no comments at all 
leaves the media in a doubt as if we are avoiding a 
particular question as we want to hide something 
from them. 
 
THEORY 9: - Avoid extremes. 
ANALYSIS: - it has bens en that Cadbury 
overreacted to the situation and behaved 
inappropriately with the media whereas blackberry 
did not react or interact at all and kingfisher and 
Vodafone maintained a balance between the two. 
RECCOMENDATION: - it is a must to maintain a 
balance in communication with the media. You 
should neither communicate too much nor 
communicate too less as both might lead to undesired 
situations. 
 
THEORY 10: - Maintain an open and good attitude 
while interacting with media 
ANALYSIS: - it was observed that Cadbury refused 
to answer questions posed by the media which 
definitely is not something the media and the people 
would appreciate whereas on the other hand 
kingfisher came out in the open and interacted with 
the media. 
RECCOMENDATION: -it is advisable that the brand 
must maintain good and healthy relations with the 
media as it becomes the brand’s mirror at the time of 
success and the customer’s representative at the time 
of crisis. Any mistake here might result in 
undesirable consequences for the brand’s identity. 
 
THEORY 11: - Announce that you take the problem 
seriously. 
ANALYSIS: -it was observed that all the other 
brands accepted that the situation where something 
which needed attention whereas blackberry failed to 
do that. 
RECCOMENDATION: - when a situation occurs 
where the brand faces failure the brand should accept 
openly that the company is in trouble and the matter 
is been looked into seriously. By doing this not only 
you are being transparent to the market and your 
customers but this will also help you in maintain the 
trust and the goodwill of the customers. 
 
THEORY 12: - Don’t lie. 
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ANALYSIS: -it was observed that no one other that 
Cadbury tried to lie to the media or the customer 
about the situation. Cadbury for quite some time 
refused to take the blame for the fault and tried to put 
it on the retailers. 
RECCOMENDATION: - As a brand it becomes your 
duty not to lie to your customers. If there is a crisis 
which has occured you must admit the situation like 
blackberry should have but it chose to keep quiet 
instead. And if the crises have occurred because of 
your fault you must come out in the open in accept it 
and not deny as if later the company is found guilty it 
will lead to bad name and loss of a lot of customers 
for the brand. 
THEORY 13: - Never speculate. 
ANALYSIS: - it was observed that Cadbury was 
unsure about their information about the bacterial 
infestation and its cause and to avoid it they put it on 
the retailers but it was later ruled out that the fault 
was with the company’s production and not the 
retailers.also b;abkberry just too keep attracting more 
nd more customers promised the launch of a nw 
series of phone without having verified if they will be 
able to do so or not. 
RECCOMENDATION: -it is advisable to give out 
only that information which you are sure of  is true 
and make only those promises you are sure of 
fulfilling. 
 
THEORY 14: - Stay calm 
ANALYSIS: -it was observed that all the other three 
brands other than Cadbury reacted calmly to the 
situation but Cadbury overreacted by refusing to 
accept their fault and tried to blame the retailers, as a 
result of which they gathered bad coverage for 
themselves. 
RECCOMENDATION: - Whatever the situation may 
be Success or crisis acting in a balanced and 
composed manner becomes really important. If you 
are calm it gives the customers the faith that you do 
have the capability to deal with the situation. 
THE ABOVE THEORIES AND 
RECCOMENDATION IF KEPT IN MIND WILL 
HELP THE BRAND DEAL WITH DEAL WITH 
BOTH SUCCESS AND CRISIS IN AN 
APPROPRIATE AND XPCTED MANNER. 
 
CONCLUSION 
 
At the end of this study we can conclude that 
communication is one of the most important tools in 
the functioning of a company. From dealing with 
crisis to success and to day to day work appropriate 
and effective communication is a must and is an 
essential part of the structure. 

As stated in the beginning that there are companies 
which have not been able to deal with their success 
and crisis in the expected manner. Throughout this 
study we ruled out and analyzed the various elements 
which two brands lacked in and the areas on which 
they should have concentrated. Which if they would 
have they would have dealt with their crisis and 
success in a better manner and on the other hand we 
analyzed two brand which did use these elements and 
where successful in carrying the process of 
communication effectively 
Not only does improper communication effects the 
brand and its position but also affects the customers. 
Because of lack in communication by the brand 
customer can many times be kept in the dark about 
the realty and be cheated. 
It can be very clearly said that effective and proper 
communication and make and save your brand 
whereas ineffective and improper communication and 
destroy your brand and make it fall in the marke 
 
REFERENCES 
 

1. CRISIS IN AIR  S. Raghotham  
http://www.deccanchronicle.com/360-degree/crisis-air-687    

2. Vodafone ZooZoos – A Successful Marketing Strategy 
Varinder Kaur  
http://varinderkaur.instablogs.com/entry/vodafone-zoozoo-
a-successful-marketing-strategy/   

3. Vodafone's zoozoo campaign ppt  
http://www.authorstream.com/Presentation/aSGuest30909-
268980-vodafone-zoozoo-campaign-ppt-final-education-
powerpoint/    

4. Vodafone Zoozoo Ads Aired during IPL Matches. Success 
or Fail? [REVIEW]  
http://www.chaaps.com/vodafone-zoozoo-ads-aired-
during-ipl-matches-success-or-fail-review.html   

5. Cadbury crisis - Consumer Protection  
http://www.scribd.com/ajaglan_1/d/49852448-Cadbury-
crisis   

6. BlackBerry's time may be over  
http://blogs.computerworld.com/16601/blackberrys_time_
may_be_over   

7. BlackBerry Sales Fall Below Expectations  
http://ceoutlook.com/2011/09/17/blackberry-sales-fall-
below-expectations/   

8. R.I.P BlackBerry  
http://www.afterdawn.com/news/article.cfm/2011/12/16/r_
i_p_blackberry   

9. Term paper, essay, research paper on Communication 
Management  
http://www.customessaymeister.com/customessays/Comm
unication/7973.htm   

10. The PROJECT PERFECT White Paper Collection: 
Effective Project Communication Management. Jyothi 
Goudar  
http://www.projectperfect.com.au/downloads/Info/white-
paper-effective-project-communication- management.pdf   

11. 5 Rules to Establish and Maintain Brand Awareness  
http://www.brandxpress.net/2006/11/5-rules-to-establish-
and-maintain-brand-awarness/   

12. Dealing with the Media in a Crisis  
http://www.gym.net/eduserve/speaking.pdf 

 
 

 
 

  
  


