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O ver the past year, I’ve been guiding the teenage daughter of my house help, 
academically. She comes over to study every evening, and, much to her 

irritation, I hover around her intermittently, to ensure she isn’t cyber-slacking 
too much. When I see her looking at her phone, instead of her anatomy textbook 
– she’s studying medicine – I reprimand her gently. Now, here’s the thing... 
previously, every now and then I’d see her checking messages on WhatsApp or 
photos on Facebook. Of late, though, I see her on neither of these apps. Instead, 
she sneaks off to a new platform... easily the hottest new online video platform 
today. She’s not alone; it’s an app the rest of India is collectively obsessed with. 
TikTok.

The popularity of TikTok is very telling. Beyond doubt, short form video, 
designed for the mobile screen, is the next big thing. Also, it blurs the lines between 
the consumers and the creators of this content.

Recently, Sameer Singh, CEO of GroupM, South Asia, the largest media 
buying agency there is, moved to TikTok’s Chinese owner ByteDance as head of 
monetisation for India and Indonesia. This unconventional high profile move sums 
up the potential of this platform and the kind of content it represents. 

For this cover story, though, we spoke to Sachin Sharma, director, sales and 
partnerships at ByteDance India. He insists that contrary to common perception, 
TikTok is not a ‘small town’ app or ‘gareebon ka YouTube’ as someone crudely put 
it. TikTok is patronised by people from all kinds of backgrounds, and, interestingly, 
ages.

How the platform leverages its burgeoning popularity and how brands make the 
most of it remains to be seen. For now, TikTok is everywhere. Importantly, it’s a 
verb (“Why do people TikTok?”). Just as I was about to hit ‘Send’ on this note, 
I discovered a new email nestled on top my unread messages: ‘Uttarakhand Police 
joins TikTok’. 

Nuff said. 
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ADVERTISING

FunFoods by Dr. Oetker, a 
company that specialises in 
‘western sauces and spreads’, 

launched an ad ‘Iska Taste Mile, 
Toh Sab Milein’. In a press release, 
Oliver Mirza, managing director 
and CEO, Dr. Oetker India, said, 
“Mayonnaise is one of the fastest-
growing categories in India owing 
to its versatility. It has been our 
endeavour to drive penetration and 
grow mayonnaise into a thousand 
crore category.”

The new campaign sees the 
introduction of Dia Mirza as brand 
ambassador and also features Anand 
Tiwari, the actor who was seen in 
Tata Tea’s initial Jaago Re campaign. 
FunFoods’ campaign is led by TV 
and digital, supported by path to 
purchase media in select markets - 
OOH and in-store activations. TV 
is around 80 per cent of the media, 
while 20 per cent is for rest of the 
activations.

Sridharan Iyer, EVP, Publicis 
Capital, said, “The insight for the 
new campaign comes from the fact 
that homemakers today are under 
constant pressure to cook something 
which is not just interesting, but also 
appeals to varying taste preferences 
of family members.”

Devarshy R Ganguly, 
vice president, marketing, 
Dr. Oetker India, told afaqs! 
Reporter over email, “In our 
journey to drive penetration and 
grow the mayonnaise category, 
we are moving from functional 
communication to emotional 
storytelling by showcasing our 
product’s role in consumers’ 

lives. The insight for the campaign 
has come from extensive consumer 
research, which helped us shortlist 
a new copy platform. We tested 
various routes for the new platform 
(Qualitative Consumer Research) 
and arrived at the idea.”

Ganguly told us that the 
company attempted to combine 
the role of mayonnaise with the 
consumer insight that in most urban 
households, there is home-cooked 
food available – and mayonnaise can 
transform it into something exciting. 
“This is reflected in the TVC, where 

a bowl of rajma rice and aloo sabzi 
are transformed into bean burrito 
and aloo panini respectively,” he said.

“We believe that food delivery 
apps are helping popularise western 
food. In the TVC, we are showing 
a mom and kids returning from a 
vacation and as one would expect in 
that moment, the mom’s preference 
for having home prepared food 
is natural. This is the reason, we 
showed the father quickly transform 
food which is available at home into 
exciting dishes, using mayonnaise,” 
Ganguly added.

EXPERTS SPEAK
Kiran Khalap, co-founder and 

managing director of Chlorophyll 
brand & communications 
consultancy, says, “... FunFoods is 
clearly about ‘outside food’ versus 
‘homemade food’. It is staying clear 
of ‘home-cooked’ and focusing on 
the product’s diverse applications.” 

Aditya Kilpady, national planning 
director at Dentsu Impact, pointed 
out that mayonnaise penetration in 
urban India is still low and hasn’t 
yet reached the same acceptance as 
sauce or ketchup, which have almost 
become a must-have with every 
meal. “People are still not sure of the 
role and usage of mayo.” 

Some queries that a user might 
have about the product, according 
to Kilpady, could include questions 
like: Is it only to be applied on bread? 
Is it a dip? Is it used only during 
snacking or between meals? Or can 
it be added to home cooked food? 

According to him, the new ad is 
trying to communicate many things:

1. That mayo is convenient. 
2. That using mayo is a better 

option than “bahar ka khana”. 
3. That mayo can bring a twist to 

ordinary food. 
4. That a dad rustling up dishes 

in the kitchen is ‘cool’ (as against the 
previous use of actress Sonali Bendre 
as the chief protagonist). 

“Mayo, even today, is more 
of a conduit to make food more 
interesting and unique. It isn’t 
‘complete food’. Since it is not 
competition to outside food, I don’t 
think it’s taking a dig at food delivery 
apps. Today, F&B brands have to 
accept the reality of food delivery 
apps and ride on it. Mother’s Recipe 
did that very well. Instead of taking 
a dig, it rode on the current trend 
of ordering from out and smartly 
integrated the role of the product,” 
Kilpady stated.

He went on to point out that 
there is more to the FunFoods 
portfolio than just mayo. 
“They also have peanut butter, 
sandwich spreads, sauces and 
salad dressings. As a consumer, I 

would also be keen to know more 
about the role and usage of other 
products in their portfolio, besides 

mayo. If the task is to open up the 
usage of mayo, I feel the previous 

promise of ‘Creativity to ordinary 
food’ could have been extended in an 
interesting manner.” n

aishwarya.ramesh@afaqs.com

FUNFOODS

Repositioning Mayonnaise 

FunFoods’ campaign is led by TV and digital, 
supported by path to purchase media in select 
markets - OOH and in-store activations. TV is 
around 80 per cent of the media, while 20 per 

cent is for rest of the activations.
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In May this year, Mukesh Ambani’s Reliance 
Industries-owned media network announced the 
elevation of Avinash Kaul as CEO, Network18, 

and MD, A+E Networks | TV18. Kaul is now 
the custodian of the news bouquet which comprises 
21 channels and the factual entertainment business - 
History TV18 and FYI 18.

The factual entertainment space in India has always 
been a challenging one. The market dynamics do not 
permit broadcasters to commission expensive India-
centric shows and the international content does not 
appeal to the large Indian audience. Despite global 
giants like Discovery, National Geographic Channel, 
BBC Earth (in partnership with Sony) operating in 
the country with thousands of hours of rich infotainment 
content, the genre has failed to scale up. afaqs! Reporter 
interviewed Kaul recently. Edited Excerpts: 

When you commission content, do you 
keep the international audience in mind?

When you are a part of a large ecosystem as 
we are, because of our joint venture with A+E 
Networks, there is always a possibility of your 
content travelling globally. It stays at the back 
of the mind, but the overseas audience is not 
our primary one. The primary audience is the 
viewers in India and that is what we focus on.

But given the number of viewers in India, 
does it make economic sense to commission 
an expensive series?

It is a tough decision to make. We were 

among the first ones to do it in India on a large 
scale. While there are a few one-offs from the 
competition, we have made continuous attempts 
to ramp up our original content slate on History 
TV in India in the last four years. Today, we 
have many hours of original content. The only 
reason we do that is because this genre has got a 
sizeable amount of audience. But there is a limit 
to how far international content can travel. As 
long as it is related to wildlife and nature, the 
Indian audience might still watch it, but when 
it comes to human stories, the Indian context is 
always something that works better.

What makes you say that there is a sizeable 
audience, do you mean audience beyond 

the TV space?
Our show ‘OMG! Yeh Mera India’ travels 

all across the digital medium and has actually 
helped us grow the social media assets of History 
TV. It rakes in billions of views, so there is an 
audience for sure. This online traction tells us 
that commissioning such content makes sense, 
but only so long as there is a business model 
around it.

What is a good business model?
It’s about people being able to pay for content 

directly. To some extent, this has started with the 
implementation of the New Tariff Order. Going 
forward, we might see the business models 
changing too. They could get more skewed 
towards subscription revenue, less dependent 
on advertising. There is income coming in from 
syndication and from digital rights. All of that 
put together makes a project viable.

Do you think we have enough talent in 
India to create factual entertainment 
content which viewers would pay to watch?

There were certain 
challenges many years ago, 
but now, we see global 
blockbusters being made 
in India. Be it movies, 
factual entertainment 
or live events, the best 
technicians are based 

out of India. It is not a question of the availability 
of talent, the question actually is how much 
money we are willing to spend. If you look at 
globally successful factual entertainment shows, 
the budgets are humongous, way higher than 
what we end up spending. Why they are able to 
spend? Because there is an established business 
model through which you monetise the content 
all across the world. We are yet to figure out 
a business model to monetise original factual 
entertainment content. We have done it with 
movies. From being an undiscovered market 
a few years ago, China is now a significant 
contributor to Indian cinema.

It took a Dangal for Indian cinema to 
understand the potential of China as a 
market. What do you think will be the 
tipping point for factual entertainment?

The tipping point for factual entertainment 
content in India will be when we manage to 
produce a hugely successful series that will 
travel the world.

What are your digital aspirations? Are you 
planning to licence ‘India Inked’ and other 
originals to OTT platforms?

Those are all currently ongoing conversations. 
We are exploring such opportunities but you 
need a certain number of hours of content for 
those deals to make economic sense. We are 
trying to figure out the best way to showcase 
our content on OTT platforms.

Moving from infotainment to news, you 
were part of the team that launched 

NDTV as a broadcaster in 2001. What 
has changed from then to now?

Back then, there were fewer news 
channels in India. Today, there 

are over 200 satellite news 
channels in India. Earlier, 
since there were fewer 
channels, the focus was 
more on quality. There was 
a limited number of people 
and limited avenues so you 
were obviously putting a 
premium on those. But 
when the number expands 
to more than 200, probably 
there aren’t enough 

journalism schools to feed the 
200 broadcast news networks 

in India! The investment in 
talent hasn’t really kept pace 
when it comes to news.

The quality of content on 

INTERVIEW

AVINASH KAUL

Custodian of News Bouquet 

“We are yet to figure out a business model 
to monetise original factual entertainment 
content. We have done it with movies.” 

AVINASH KAUL
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these channels is often questioned. What 
is your take on that?

News broadcasting is a hyper-competitive 
world which is controlled by ratings. And 
in such a scenario, you have to try different 
formats to stay afloat and profitable, and 
return value to shareholders. Some of them 
could be right, while some could go wrong. 
But at the end of the day, what matters most 
is what is getting captured in the people 
meters. That tells you what works and what 
is not working. One can’t stand on individual 
judgment of what is good and what is not. 
There are audiences for all kinds of content.

What made you expand all across the 
country by launching regional news 
channels one after another?

We have 21 news channels. Except in 
Andhra Pradesh and Telangana, we have a 
channel catering to each state. We did this 
because we believe news is primarily local in 
nature. The only reason why we couldn’t do 
it earlier is that the economics were not that 
supportive. The technology cost in the era of 
bulky and expensive OB vans was too much to 
go regional. Today, we are in an era of mobile 
journalism. You can actually go live from your 
phone, which brings down the cost. The costs 
have come down and advertising has started 
supporting regionalisation, making it a viable 
proposition.

Do you see the possibility of further 
expansion?

If some day, there is a viable business case, 
which means enough audience for advertisers 
to be interested, there could be separate 
channels in each district of India. If you live 
in a particular area, you are more interested 
in that area. People are first interested in 
hyperlocal news, then local news (which is 
the state), followed by national and then 
international news. That is how consumer 
behaviour works.

Who advertises on the regional news 
channels? Is it the same big brands or do 
you get new ones?

It is a mix of both. There are local retail 
advertisers of that particular market and then 
there are the national advertisers, targeting 
audience in those markets.

What about the future of news 
broadcasting, with digital rising thick 
and fast?

As a news broadcaster, we produce 
audiovisual news and text news which people 
consume on television, online or wherever 
they want. For us, it does not matter which 
screen they are consuming news on, as long as 
they consume the news curated by us. n

anirban.choudhury@afaqs.com
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Wooing Retailers 
BHARATPE 

Indian fintech startup BharatPe recently rolled 
out a new spot featuring Bollywood star Salman 
Khan. Instead of targeting customers with 

offers, the brand is focusing on shopkeepers and 
retailers by highlighting their pain points.

The campaign ‘BharatPe Lagao, Dhandha 
Badhao’ by the QR code-based payment app aims 
to start a movement to empower shopkeepers and 
retailers to accept payments from any digital wallet 
for free. It also enables them to take loans whenever 
needed, without any paperwork or processing fee. 

Abhishek Shah, chief marketing officer, 
BharatPe, tells afaqs! Reporter, “The campaign 
targets small, mid-sized retailers and shop owners 
and addresses their pain points by offering them 
simple and easy-to-use solutions for their everyday 
needs. We wanted to move ahead from a cashback-
based transactional association with the shop 
owners and invest in building 
long term relationships with 
them.”

However, the communication 
is not exactly unique for the 
market segment. Digital wallet 
company MobiKwik’s ad ‘Be a 
smart dukandaar’ used a similar 
tone to lure shopkeepers and 
retailers.

BharatPe is banking on 
celebrity endorsement to reach 
out to its TG and roped in 
Salman Khan as its ambassador 
in May 2019.

Talking about getting Khan 
on board, Shah says, “The kind 
of following and impact he has 
on the masses is second to none. 
BharatPe’s synergy with Salman 
Khan lies in the fact that we 
are both determined to serve 
Bharat, the real India.”

Featuring celebrities to 
communicate isn’t an original 
move in this category. Not so 

long ago, e-commerce payment system PhonePe 
launched a campaign, ‘#DadduGublu’ for IPL 
2019 with Aamir Khan as its face.

BharatPe offers merchants a single interface for 
all Unified Payment Interface (UPI) apps such as 
Paytm, PhonePe, Google Pay, BHIM, MobiKwik 
and FreeCharge. It enables offline merchants to 
accept digital payments via any service running on 
the UPI, directly to his/her bank account.

The year-old brand (launched in 2018) aims to 
reach the target base of 40 lakh merchants by the 
end of 2019. Shah reveals that the brand currently 
manages over 15 per cent of overall merchant UPI 
transactions in the country, facilitating over five 
lakh transactions each day. Currently, BharatPe’s 
total payments are valued at $650 million.

The pan-India campaign by the brand will be 
launched across TV, print, radio, digital and social, 

followed by other BTL activities, 
with a major focus on metros. 
It has been conceptualised by 
Mumbai-based advertising and 
marketing agency, Fatmen.

Gulshan Singh, national 
planning director, FCB Interface, 
says the brand is aiming to build 
up a critical mass of sellers and is 
counting on the network effect to 
lure in consumers. Commenting 
on the effectiveness of the 
communication, he says, “There 
are signs of ‘app fatigue’, making 
it tougher to get people to 
download, retain and use apps 
- and it is a huge barrier for 
BharatPe to overcome.”

Mukund Raina, Delhi branch 
head, Enormous Brands, says, 
“BharatPe’s campaign brings 
the ecosystem for the merchant 
community into focus. It is 
too early to comment on the 
effectiveness of the campaign.” n

ananya.pathak@afaqs.com

While existing fintech brands are busy chasing shoppers with cashback 
offers, BharatPe targets retailers. By Ananya Pathak

“The campaign 
targets small, mid-
sized retailers and 
shop owners and 
addresses their 
pain points.”

ABHISHEK SHAH

“Custodian of
<< continued from page 10
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3495/-(inclusive taxes).

2016/-(inclusive taxes).



Think of platforms that 
help tell the world 
about ourselves and 
the names that crop 
up include YouTube 

and Facebook, closely followed by 
Twitter, Instagram and a few others. 
This seems to be changing fast. A 
relatively new entrant, TikTok, is the 
talk of the town.

Launched globally in 2016, this 
online video creating and sharing 
platform started its India operations 
in late 2017. For 200 million-plus 
Indians, it has become the go-to 
destination for telling the world 
about themselves. Stories are told via 
crisp, 15-second extremely pervasive 

videos. Pervasive, because TikTok’s 
videos have invaded all other content 
platforms - WhatsApp, YouTube, 
Facebook, Instagram, Twitter - you 
name it. All thanks to its easy sharing 
and integration options.

Over 55 lakh videos were created 
and uploaded on the platform in 
a single day around a topic during 
Diwali last year, which officials say 
was TikTok’s tipping point. By the 
end of 2018, it had already figured 
among the most entertaining apps 
on Google Play, with over 500 
million downloads. TikTok was the 
highest-ranking free downloaded 
app globally, both on Apple’s App 
Store and Google Play.

“It’s from the gut, ‘come as you 
are’ storytelling told in 15 seconds.” 
The sentence figures in the app’s 
description on Google Play. It 
probably holds true because of the 
kind of content generated on the 
platform by a never-seen-before 
breed of creators. 

A creator could be an octogenarian 
from a remote village or a city-
bred school student. By TikTok’s 
own admission, 24-year-old Mr 
Faisu from Mumbai was among the 
platform’s most-followed creators, 
with over 22 million followers. A 
previous commoner also debuted 
in a music video produced by Zee 
Music Company. Awez Darbar, a 

budding choreographer, boasts over 
14.1 million followers. 

News about the death of Aaruni 
S Kurup, a nine-year-old TikTok 
sensation from Kerala, flashed 
across national news websites, a 
privilege accorded thus far to famous 
personalities. A grandmother-
grandson duo, posting from the 
account @akshaypartha, has garnered 
around two lakh followers and four 
million likes with its lip-syncing and 
dancing videos. 

Apart from the routine song 
and dance affair, TikTok also 
features videos about workouts, 
DIY projects, fashion, among other 
types. YouTube, the most popular 
destination for user-generated 
content (UGC), shares ad revenues 
with its creators. TikTok doesn’t 
have any such pay structure in place 
(at least for now). Why do people 
TikTok then? A stab at quick fame 
coupled with joyful self-expression 
seems to be the key driver.

BUT WHERE’S THE DOUGH?
Apart from the general public, big 

brands have also started making their 
presence felt on TikTok. We spotted 
brands like Mountain Dew, Pepsi, 
Lay’s and Snapdeal on the platform’s 
various ad formats. The platform 
also supports in-app purchases like 
effects and filters, prices of which 
on Google Play Store range between 
`85 and `8,200. According to app 

This Chinese app that debuted in India in late 2017, has  
already clocked in 120 million monthly active users. The best  
part is that it’s the users who produce the app’s content.  
By Abid Hussain Barlaskar 
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intelligence firm Sensor Tower’s 
report, global spending on TikTok 
reached $10.8 million last month, up 
from $1.6 million in June 2018.

IT ALL BEGAN WITH...
TikTok is owned by Chinese tech 

and content company ByteDance, 
founded by Chinese internet 
entrepreneur Yiming Zhang in 2012. 
It is reportedly one of the most 
valuable startups in the world, with 
a valuation of over $75 billion. Latest 
reports suggest that it now has 1.5 
billion monthly active users (MAUs) 
globally.

In 2017, ByteDance bought 
Shanghai-based competitor Musical.
ly for $1 billion with over 200 
million users at the time. In 2018, 
ByteDance rebranded Musical.
ly, which specialised in lip-syncing 
videos to TikTok, and the app’s users 
migrated to TikTok. ByteDance’s 
product portfolio includes content 
apps like Helo, Vigo Video and 
BuzzVideo, and news apps such as 
Toutiao and TopBuzz.

The company’s Indian apps 
include the social platform Helo; 
Vigo, a video platform for content 
creators in Tier 2/3 cities and rural 
markets; and TikTok, its ‘flagship’ 
app. The platform operates in 150 
countries across 75 languages and was 
first launched in China as Douyin.

A Mint report says TikTok has 
over 700 million users globally. The 
TikTok team in India claims that 
there around 120 million MAUs and 
85 per cent of the users are adults. 
To put things into perspective, 
(as per Statista), Facebook 
has 270 million users and 
Instagram has around 69 
million users in India.

TIKTOK’S LEGAL 
ROADBLOCK

TikTok star Faisu was 
taken off the platform in 
July this year. His profile 
has been inaccessible since he 
published a ‘provocative’ video, 
attracting an FIR against him. In 
October 2018, a 24-year-old man 
reportedly committed suicide after 
allegedly being bullied on TikTok 
for cross-dressing. There are other 
unfortunate examples.

In January 2019, S Ramadoss, 
founder of the Pattali Makkal 
Katchi (PMK) party in Tamil Nadu, 
approached the state government 
with a demand to ban TikTok, 
alleging it distracts children and 
helps create sexually provocative 
videos. Trouble took centre stage 
when S Muthukumar, an activist 
and advocate, filed a plea in the 
Madras High Court on April 1 to 
ban TikTok for its “explicit and 

disturbing content”. On April 3, the 
court called for a ban on downloading 
TikTok and this came into effect in 
India on April 18.

TikTok was taken off Google Play 
Store as well as Apple App Store. 
On April 22, the Supreme Court 
ordered the Madras HC to pass an 
interim order on the ban, saying that 
if it failed to decide on the interim 

relief by April 24, the ban on TikTok 
app would be overturned. The HC 
lifted the ban on April 24 with a few 
conditions. The matter is still sub-
judice. Concerns about TikTok’s 
data security have also been raised, 
given the app’s Chinese antecedents.

The criticism and the case were 
inevitable, given the pace at which 
TikTok penetrated the Indian society. 
The concern is valid since Indians 
repeatedly misuse their internet 
liberties and issues like trolling, fake 
news and online bullying have been 
plaguing the country.

WHAT’S SPURRING 
GROWTH?

So, what was special about 
TikTok that enabled it to become 
an overnight sensation with 
no advertising? Video apps like 
Snapchat, Vine or Dubsmash, which 
have been around longer, were 
not much different from TikTok. 
Twitter brought down shutters on 
Vine, its six-second video hosting 
service, in December 2016. Almost 
a decade-old multimedia messaging 
app, Snapchat, is still experimenting 
with its India entry. Dubsmash, an 
app that pioneered the concept of 
lip-syncing in India, couldn’t cover 
as much ground as TikTok, despite 
being popularised by celebs. There is 
a buzz in global media around Vine’s 
founders reinventing it to ‘Vine2.0’ in 
the form of ‘Byte’. Facebook is busy 
(although silently) working on Lasso, 
its own TikTok-like alternative.

While there is a lot of curiosity 
around TikTok’s secret spice, 
Sachin Sharma, director, sales and 
partnerships at ByteDance India, 
attributes it to the company’s focus 

on helping users create content. 
Sharma joined ByteDance after 
spending 20 years in sales roles at 
organisations like LinkedIn, Google 
and Genpact.

“Growth and retention happens 
by providing tools for creating 
quality content and helping creators 
with localised topics and subjects - 
something they can relate to their 
daily lives,” Sharma says.

TikTok constantly updates its 
editing tools, which include items 
like image filters, frames, animations. 
The names of the tools used are also 
highlighted while playing the videos.

Sharma tells afaqs! Reporter that 
contrary to the popular perception 
that TikTok is a Tier 2/3 town or a 
rural phenomenon, users come from 
all over the country, across states, 
ethnicities, languages and city tiers. 
He strikes down another general 
misperception about TikTok’s 
content being only about music, 
dance and lip-syncing. “A lot of these 
videos are about displaying various 
talents. People are doing smartphone 
reviews in 15 seconds,” he shares.

According to Himanka Das, 
CEO, Vizeum India (Dentsu Aegis 
Network’s media agency), TikTok 
is extremely ‘massy’ and evolving as 
a standalone genre within the social 
media bouquet. “The platform needs 
to stabilise to become an opportunity 
for brands. Preliminary findings 
suggest that it is becoming popular 
in Tier 2 and 3 markets, but it’s 
too early to estimate projection of 
the pie. The platform has limited 
opportunity for brands to organically 
push their messaging, but they could 
tie up with influencers, mostly for 
brands with a mass appeal targeting 
youth.”

TikTok allows users to watch 
videos without logging in, but a login 
(through phone number/email ID) 
is required for creating videos. Once 
logged in, videos can be created by 
selecting existing videos from the 
phone’s storage or shooting fresh 
ones. Stored images can also be used 
to make slideshows with special 
effects. Once recorded, the videos 
can be edited with tools for trimming 
and adjusting play speed. For lip-
sync videos, users select an audio 
from any video on the app and lip-
sync to it as it plays while recording 
the video. The sync can be adjusted 
later using tools. To perform duets 
with others, users select a video and 
opt for ‘Duet’ from the app’s sharing 
options. These are a few popular ways 
of creating content on the platform.

While Sharma stresses on the 
great mix of the short format and 
easy tools, there is an external factor 
that ensured perfect entry timing and 
fertile ground for TikTok in India. 

continued on page 18 >>

Stories 
are told via 

crisp, 15-second 
extremely 
pervasive 
videos.

Influencers and ad content on TikTok 
(top) and Aaruni S Kurup (bottom right)



#DigipubWorld #DigipubAwards

O
U

R 
SP

EA
KE

RS

and more...

GOLD PARTNER TECHNOLOGY PARTNER BRONZE PARTNERSSILVER PARTNER CHAMBER PARTNER

THE CONVENTION FOR
WEB PUBLISHERS

Final Showdown: August 29-30, 2019
The Westin, Sector - 29, Gurugram

VIKRAM CHANDRA
Founder 
Editorji

VIKAS GUPTA
Founder & Director 
9.9 Mediaworx

VARUN MOHAN
Director & Head of 
Revenue, Digital 
Republic TV

VANITA KOHLI-
KHANDEKAR
Contributing Editor 
Business Standard

TARUN SINHA
Business Head 
Olx Group

SUPRIYA PAUL
Co-Founder 
Josh Talks

SUCHITA SALWAN
Co-founder and CEO 
Little Black Book

SRINIVASAN B
Managing Director 
Vikatan Group

SREEKANT KHANDEKAR
Co-founder and Director 
afaqs!

SANJAY SINDHWANI
CEO 
Indian Express (Digital)

SANDEEP BALANI
Head of India 
Outbrain

SANDEEP AMAR
Founder 
Inaaj

RAMSHARAN GORUR 
JAYARAMAN
Director of Engineering 
Quintype

RAMEET ARORA
COO & Head of 
Digital Brands 
HT Digital Streams

PUNEET SINGHVI
President - Digital & 
Corporate Strategy 
Network18 Media & 
Investments

PARRY 
RAVINDRANATHAN
President & Managing 
Director - International 
Bloomberg Media Group

PANKAJ PACHAURI
Founder & Editor-in-Chief 
GoNews

NITIN MATHUR
Co-founder 
91mobiles.com

KUNAL RAHEJA
Creative Evangelist 
Adobe

KEDAR GAVANE
Senior Vice President, 
APAC, Comscore

KARAN JAITAPKAR
EVP - Tech 
iProspect India

JUNAID HAKIM
General Manager 
MediaCom

HIMANSHU GAUTAM
Business Head - Digital 
Amar Ujala

GOPA KUMAR
Chief Operating Officer 
Isobar

GAUTAM SINHA
CEO 
Times Internet

GAURAV ARORA
Chief Revenue Officer 
Jagran New Media

FAIZAN AHMAD
Head Content Marketing 
& Programmatic 
The Hindu

BHARAT GUPTA
CEO 
Jagran New Media

ASHWINI GANGAL
Executive Editor 
afaqs!

ARUP ROY
Head of Product 
Times Internet

ANANT GOENKA
Executive Director 
Indian Express Group

ANAND MAKHIJA
Director, Business 
Development, Outbrain

ADITH CHARLIE
India Managing Editor 
LinkedIn

3rd Edition
World

Conference |  Exhibition | Awards

www.digipub.world



1 8 afaqs! Reporter, August 16-31, 2 0 1 9

<< continued from page 15
Studies suggest that India enjoys the 
cheapest mobile data in the world, 
with a gigabyte (GB) costing just 
`18.5, against the global average of 
almost `600 ($8.53).

Cellular network Jio provides 
packs of 1.5 GB data daily. A pack 
of `349 lasts 70 days and provides 
105 GBs. A few years ago, a single 
GB would cover the entire month 
for many users and data used to 
be sold in MBs (1/1024 of a GB). 
With this pocket-friendly price, a 
primary barrier to internet access and 
consumption was eliminated.

ADVERTISING ON TIKTOK
TikTok is currently looking 

to find a spot on the media plan. 
The platform seems to be in the 
user-acquisition mode, but is also 
exploring monetisation and the ad 
market. There is a need for clarity 
in targeting, brand safety and media 
quality. Among big names, PepsiCo 
was the first to board the platform 
and ran campaigns for massy brands 
like Pepsi, Lay’s and Mountain Dew.

BUT WHAT’S ON OFFER?
TikTok has four primary ad 

formats: in-feed vertical video, 
branded filters, full-screen takeovers 
and the hashtag, its ‘flagship’ 
campaign format. Branded in-feed 
videos appear while scrolling and 
brands can create branded app 
features like filters/skins. Takeovers 
allow a brand to be the first thing 
users see on opening the app.

To create a hashtag campaign, a 
brand posts a challenge with a particular 
‘#’ and users take over it to create 
organic content around it. Among the 
latest examples is Mountain Dew’s 
#DewFlipChallenge, where the brand 
threw a bottle-flip challenge at users. 
#DewFlipChallenge has garnered 1.8 
billion views on TikTok.

A bigger concern with TikTok 
seems to be brand safety. In recent 
times, the platform has figured 
almost daily in the news for not-
so-pleasant reasons. And a lot has 
to do with its content. Moderating 
audiovisual content has been a 
persistent challenge in the industry, 
not to mention TikTok’s 15 different 
Indian language options. In such a 
scenario, how would Sharma impress 
advertisers?

He explains that the advanced 
machine learning (ML) technology 
TikTok uses enables the platform to 
monitor videos. “With the advanced 
ML and AI, we can not only flag and 
classify content, but also understand 
themes and in-video references.”

“For hashtag campaigns, the 
brand’s own creatives give direction 
to the user-generated content. Top 
View ads are followed by our highest 

quality content. Promoted content 
is placed alongside the top five per 
cent of the videos on the platform, 
which has already undergone 
multiple levels of moderation,” 
adds Sharma.

He assures that advertisers 
can rely on the technology. 
The first layer of the check 
is ML, followed by human 
moderation.

Away from TikTok’s 
preventive measures, the 
platform’s management is on a 
taming spree to put a leash around 
its usually raw and wild content. 
The brand recently partnered 
with National Skill Development 
Corporation (NSDC), a government 
body, to ‘educate’ the youth about 
new skills. It also joined hands with 
an NGO to launch #CleanIndia 
campaign to support the ‘Swachh 
Bharat Mission’. TikTok’s own 
campaign #EduTok deals with 
various facets of skill development. 
These steps are justified as the 
platform’s future in the country is 
still being decided in a court. And, 
‘safe’ content is also good news 
for advertisers. ByteDance has also 

announced plans of setting up a data 
centre in India.

In June this year, TikTok 
conducted its first “Creator’s Lab” 
event in Mumbai, bringing together 
500-plus creators and influencers 
from all over India. The initiative 
was aimed at reinforcing TikTok 
as a medium of digital expression. 
It can be considered as TikTok’s 
effort to organise itself and further 
brand messages via its influencers. 

But it needs to be seen if these steps 
will alter TikTok’s image after its 
original massy, ‘raw’ and ‘from the 
gut’ positioning.

Unlike other platforms, TikTok 
allows users to integrate profiles 
with other social media accounts, 
including YouTube and IGTV. 
TikTok’s confidence in letting 
users hop around rival platforms 
is remarkable. “Would we want to 
limit users by not giving them a 
feature and restrict them within 
our environment? I don’t think so,” 
underlines Sharma.

Few things that set TikTok apart 
and keep it going, according to 
Sharma, include eliminating barriers 
to video creation, extending the 
reach of videos beyond the creator’s 
own network and bringing content 

creators and followers closer so that 
the creator and the follower can 
share the screen in harmony.

But what happens when 
users flock to the next big thing? 
Among notable examples is 
social platform Orkut, which 

made way for Facebook. “There 
is going to be constant innovation 

in terms of new tools, features and 
products. That is our commitment,” 
Sharma responds. He mentions that 
any product or medium that demands 
users’ attention is competition.

However, TikTok is the new 
go-to social medium and is a direct 
threat to the ones that have been 
basking in the space - Facebook, 
Instagram, Snapchat, Instagram’s 
IGTV, YouTube, among others. So, 
despite the strong headway, a worthy 
contender to the app might just be a 
tick tock away. n

This story was first published  
on our website afaqs.com on  

August 10, 2019. 
abid.barlaskar@afaqs.com

“There is going 
to be constant 
innovation in  
terms of new  
tools, features  
and products.”

SACHIN SHARMA

A 
TikTok 

creator could be 
an octogenarian 
or a city-bred 

school 
student.
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POINTSOFVIEW

Industry experts weigh in on whether it has reached a stage of overkill. By Ananya Pathak 

GOING BY THE CURRENT 
TREND OF GETTING 
BRAND CONTENT VIRAL, 
I DON’T THINK THAT 
MEME MARKETING 
is overdone. Yes, it can 
undoubtedly be distasteful and 
borderline offensive in certain 
areas, but at the same time, it 
creates a powerful impact on 
the audience’s mind.

Memes for a more 
significant part don’t just 
bring out the humour, they 
also serve as a big doorway 
into a much larger active 
audience which is within the 
age group of 20-35 years. Apart 
from humour, brands can 
also provide helpful content, 
making it a much distinct and 
effective way of marketing to 
the user.

People don’t like watching 
sales or brand content on 
their feed. So, brands can 
smartly present their product 
wrapped in a meme. Memes 
work better as they attract 
the audience and offer a 
contextual topic in the form of 
entertainment, which results in 
a call to action. 

MEME MARKETING 
IS FUN, RELATABLE 
AND GIVES BRANDS 
AN OPPORTUNITY TO 
SEAMLESSLY ENTER 
conversations. But it is also a 
double-edged sword as it needs 
superior creative talent, a truly 
relatable brand message and 
marketing muscle to ensure 
it does its job. Has meme 
marketing being overdone? 
Certainly not. Has it been 
tastefully done? Not always. 
And therein lies the true 
challenge. 

When advertising is not 
tasteful and leans towards crass, 
even a few campaigns seem too 
many. Memes have become 
intrinsic to the online behaviour 
of Gen Z and brands need to 
find innovative ways of using 
the subculture. In my view, 
meme marketing in India is yet 
to create truly great campaigns. 
The good ones we have, are few 
and far between. 

AKANSHA NEGI
Senior Creative Maven 

Windchimes Communications  

NAILA MATEEN PATEL  
Executive Creative Director  

Mirum India 

PICK UP YOUR PHONE 
AND CHECK OUT ANY 
OF YOUR WHATSAPP 
GROUPS (EXCEPT THE 
OFFICIAL ONES) AND 
you will see that they are flooded 
with a flurry of memes. No 
matter how you pronounce them, 
memes are here to stay. They 
are extremely contextual and ride 
brilliantly on pop culture. And 
whenever a good one pops up, 
which it often does, you see folks 
brandishing it proudly on their 
phones. 

Memes are making brand 
conversations extremely engaging, 
relevant and contemporary. 
Today’s brands need to speak the 
language that’s being used and 
shared across today’s platforms. 
These are bite-sized conversation 
starters that induce sharing. 
Memes are not overdone, and 
brands who craft them smartly, 
speak in the right tone, use the 
right context, will always stay 
relevant.

AMOD DANI   
Executive Creative Director  

Leo Burnett Orchard 

MEME MARKETING 
IS DEFINITELY NOT 
A NEW SOCIAL 
PHENOMENON AND 
CAN BE TRACED BACK 
to the beginning of memes 
themselves. It’s natural for brands 
to want to leverage organic 
internet behaviour and memes are 
shining examples of social media’s 
creative best. I don’t think there’s 
an overkill. Meme formats keep 
evolving with time and brands that 
are quick in taking to a new style 
get a lot of social love. Netflix is 
an exemplary instance of this. The 
brand consciously traces memes 
that emerge from the back doors 
of the internet and before they 
become mainstays on the more 
popular social media platforms, 
hijacks the trend. 

Fevicol, Kaya and Uno are other 
notable examples. Social media 
is centrally about being organic 
and memes in their dressed down 
avatar cut through audiences and 
lend an authentic, humorous and 
quirky tone to everyday social 
conversations. I don’t think anyone 
can complain about that.

ADITYA MEHENDALE   
Group Creative Manager  

Schbang

Is Meme 
Marketing Overdone?
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Lay’s has released a new TVC 
that celebrates South India’s 
new ‘superstar’. Lay’s Wafer 

Style is a new product that has been 
launched after extensive consumer 
research and insights. Pitched as 
the perfect meal accompaniment to 
traditional South Indian dishes, Lay’s 
says the new Wafer Style can be 
enjoyed in ‘Salt with Pepper’ and 
‘Sundried Chilli’ flavours.

Taking a cue from traditional hand-
made and home-dried ‘pappadams’ 
that lend a crunchy texture to every 
traditional South Indian meal, Lay’s 
Wafer Style aims to tap into this 
ritual that is unique to this part of the 
country. While consumers can enjoy 
the flavourful crunch of Lay’s Wafer 
Style at any time of the day, the new 
offering is touted as the ideal meal 
accompaniment for traditional South 
Indian dishes, including sambhar 
rice, rasam rice, curd rice, lemon rice, 
and more.

Says Dilen Gandhi, senior director, 
marketing – foods category, PepsiCo 
India, “We at PepsiCo recognise that 
there is an opportunity to dial up 
relevance in snacks in South India. 
The launch of new Lay’s Wafer Style 
is in line with our regionalisation 
strategy and we are committed to 
offer consumers relevant flavours 
and textures inspired by hyperlocal 
offerings from across all regions 
of the country. The South is an 
extremely significant market for us, 
and our insights show that chips and 
pappadams have a huge demand in 
the South as consumers enjoy them 
with their traditional meals.”

In the ad, the protagonist shows 
undue excitement at the thought of 
eating sambhar rice for lunch and it 

is later revealed that these chips are 
the reason for the extra enthusiasm. 
Talking about the film, Senthil Kumar, 
chief creative officer, Wunderman 
Thompson India, remarks, “Our 
new Lay’s South TVC code-named 
‘Amma Mia’, is a fun, lighthearted 
film that plays with the fact that 

while youngsters seek variety in their 
meals, most moms stick to the tried 
and tested options when it comes to 
home cooking. We decided to have 
some fun with the youngster’s over 
the top reactions for sambhar rice and 

his mom’s growing intrigue over the 
joy he displays for what is considered 
a boring regular meal. The actors, the 
music, the lyrics and the location help 
build in South codes in every frame.”  

EXPERTS SPEAK
Sridhar Ramanathan, innovation 

consultant and brand coach at 
IDEAS-RS, believes this is a good 
effort by Lay’s to enter the South 
market. We asked him how it works 
to position chips in place of papad at 
meal time and he pointed out that 
chips are ready to consume, while 
“with papad, you still need to take 
efforts to roast it and then consume 
it. Often, while eating, you just want 
an accompaniment to go with your 
food - it’s either banana chips or these 
kinds of chips. That makes South 
India a strong market for these chips 
since the consumption habit already 
exists”.

Sridhar points out that it’s likely 
to be consumed by youngsters and 
emphasised that chips go extremely 
well with traditional south Indian 

food. He also says that in South India, 
chips and papad are consumed in 
larger quantities than vegetables.

But, why not yam or banana chips? 
Why stick with potato chips? “It’s 
the easy way out for brands. They’re 
doing this to find their way into the 
southern household.”

Adman KS Chakravarthy, 
co-founder of Tidal7 Brand & 
Digital, admits that he himself is 
someone who can’t eat food without 
something crunchy on the side and 
believes it’s a wise move by Lay’s 
to attempt a foray into the South 
market because, in his words, ‘they 
have nothing to lose’. He explains 
that no other player will get into this 
segment and that in South India, 
Lay’s new positioning makes sense as 
the consumption already exists.

“It seems to me that they’re 
running out of flavours. They’ve 
already gotten all kinds of exotic 
and international flavours, and now 
they’re trying to capture a new 
market. The new flavour is actually 
a lack of flavour. Chilli is about as 
simple and non-political as you can 
get, in terms of flavour. I think it’s an 
interesting stance. Not very sure how 
big the market is, but they definitely 
have the equity to take a chance like 
this one,” he signs off. n

aishwarya.ramesh@afaqs.com

Snack on ‘Papad’ Chips  

ADVERTISING

The new offering is touted as the ideal meal 
accompaniment for traditional South Indian 
dishes, including sambhar rice, rasam rice. 

LAY’S 

The new TVC by Lay’s repositions 
chips as a papad replacement.  
By Aishwarya Ramesh 
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Got some great campaign that has been published recently? Upload it on afaqs! for the world to see.
Visit: www.afaqs.com/advertising/creative_showcase

MOST-VIEWEDADS

FACEBOOK BUSINESS
The campaign promotes the 10-second-long 
vertical video ad format, Thumbstopper, an 
initiative that encourage creativity via short-
form mobile video content. 

XIAOMI
The film #NoMiWithoutYou celebrates 
Xiaomi’s five-year journey in India by 
highlighting the key milestones so far. 
Creative agency: Xiaomi’s brand 
marketing team and Humour Me 

BHARATPE 
The campaign aims to start a movement 
to empower shopkeepers and retailers to 
accept payments from any digital wallet for 
free.
Creative agency: Fatmen  

DISNEY INDIA
Disney India’s new 35-second ad to promote 
its ‘Kids Pack’ features a young girl who 
when asked a simple question, takes an 
overly melodramatic stance, complete with a 
highly articulate monologue. 

IXIGO
Ixigo’s video about ‘stuff you can take 
from hotels’ was re-shared after a video 
about an Indian family caught taking off 
with accessories from a hotel room in Bali 
went viral on social media. 

SLEEK
In a 50-second spot, the kitchen hardware 
brand from the house of Asian Paints 
attempts to degenderise the kitchen space. 
Creative agency: Madison BMB 

XIAOMI INDIA
The video by the smartphone brand was 
re-shared after the brand came out with its 
five-year journey celebration video. It was 
released as part of its popular campaign 
‘Kiska baja’.

MOBIKWIK
MobiKwik’s ad ‘Be a smart dukandaar’ 
released at the time of demonetisation 
features a shopkeeper who is accepting 
payment using the app without any 
problems of cash. 

SPOTIFY
The latest ad by the brand features 
Bollywood actors Anil Kapoor and Ishaan 
Khattar, and gives out the message: 
‘There’s a playlist for that’. 
Creative agency: Leo Burnett 

KFC
The brand’s recent TVC asks people to love 
their own real Zinger burger in their own 
way. This particular Zinger Burger, the 
brand claims, is quite well-loved. 
Creative agency: Ogilvy India 

MONDELEZ INDIA
The friendship day campaign by the brand 
shows how a friend supports her friend who 
is being trolled. The brand promotes use of 
‘purple hearts’ to stand in support of the 
friend. 

ICICI
The ad featuring Shah Rukh Khan 
recommends ‘ICICI Bank InstaBIZ’ to 
users – one app with 115 business banking 
services to take care of all your banking 
needs.

EAZYDINER
The latest communication by the brand 
helped promote the ‘eat out festival’ from 
July 15 to August 15, during which the 
brand gave 50 per cent discount. 

ONE8
The men’s innerwear brand’s ad features 
Virat Kohli, who helps launch the latest 
product range for the restless. Kohli, in the 
ad, helps emphasise on restless being the 
new comfort. 

VODAFONE
The ad film released as part of the brand’s 
friendship day campaign urges users to 
celebrate offline friends instead of online 
ones. It insists on consumers valuing 
physical friends. 

Rag rag mein
Daude city

be heard

THE MOST AUDACIOUS AD OF THE MONTH

GITS FOOD
Gits Food, the pioneers of convenience 
food in India, introduces everyone’s 
favourite breakfast, Poha, in a brand new 
cup packaging – to be ready in 3 minutes. 
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PEOPLE
A round up of some major people 

movements in the last fortnight> >         MOVEMENTS/APPOINTMENTS< <

Madison World
Madison World has recently 
announced a senior-level appointment 
of Arti Singh as Vice President of its 
retail unit, Madison Retail Paradigm, 
based in Mumbai. Singh is a seasoned 
retail professional with 16-plus 
years of experience in retail design, 
merchandising and implementation. 
She was previously heading Dentsu’s 
retail division. 

Geometry Encompass
Geometry Encompass recently 
appointed Ranjit Raina as Chief 
Executive Officer. In his earlier 
stint with the agency, he was Chief 
Operating Officer. Raina has over 27 
years of experience across production 
houses, experiential industry and TV. 
He first joined the agency in 2004. 
During his decade-long stint with 
Encompass, he was involved with 
the bottom line functions, primarily 
finance and corporate operations. He 
has worked across sectors with clients 
like Nokia, Pepsi, Hyundai, GSK, 
Mercedes Benz, Palmolive and Gillette. 
He has also played an eminent role in 
the acquisition of the agency by global 
giant WPP in 2008.

Dentsu Aegis Network
Dentsu Aegis Network India has 

promoted erstwhile Chief Operating 
Officer Deven Dharamdasani to Chief 
Executive Officer, SVG Media. The 
network took the decision following 
the sad and sudden demise of Anurag 
Gupta in July this year. Additionally, 
Nitin Sabharwal, former chief business 
officer – SVG Columbus, has now 
been elevated to COO. Dharamdasani 
is a veteran in setting up and operating 
internet businesses across emerging 
markets. He has been instrumental in 
consolidating and diversifying SVG’s 
legacy in mobile and desktop across 
global footprints, including Dubai, 
Singapore, Indonesia, China, Korea, 
Bangladesh, among others.

Saatchi & Saatchi
Mohit Tanwar, Associate Vice President 
at Propaganda India, has recently 
become Associate Vice President at 
Saatchi & Saatchi Propagate. Tanwar 
comes with a total experience of 14 
years, as per his LinkedIn profile. 
He has previously worked with GE 
Healthcare, Hakuhodo Percept, Leo 
Burnett, Brands of Desire and R K 
SWAMY BBDO. Propaganda India is a 
Bangalore-based agency which is now a 
part of the Publicis Group under L&K 
Saatchi & Saatchi. 

ADVERTISING
Disney-Star India
Former Marico CMO Anuradha 
Aggarwal is set to join the 
Disney-Star merger. As per 
sources, Aggarwal will head the 
English, infotainment and kids 
cluster at the newly merged 
business. Aggarwal had quit 
Marico last October. She started 
her professional career with 
HUL as an area sales manager 
in 1998. More than 11 years 
after joining HUL, in 2010, she 
moved on from the FMCG giant 
and joined Vodafone as Senior 
VP - Brand Communications, 
Insights and Online. In 2104, she 
joined Mondelez International 
as Marketing Director - Biscuits, 
Asia Pacific. 

Dainik Jagran
Dainik Jagran has appointed 
Anuttam Sen as Vice President. 

He joins the national daily from 
Amar Ujala, where he was VP 
for five years and responsible for 
creating customised media and 
marketing solutions for clients. 
Sen comes with an experience of 
more than 19 years. 

Outlook Traveller
Aparna Vengurlekar, GM - 
Digital, Times Network, has 
been roped in as National Head 
- Print, Digital, Videos and 
Events at Outlook Traveller. 
She will be leading Strategy & 
Implementation of all revenue 
plans for Outlook Traveller – 
Print, Digital, Videos & Events. 
Vengurlekar has 19 years of 
experience and has worked with 
Times Network, Epic Channel, 
Happy Finish, Hindustan 
Times, HBO and Star India. 

MEDIA

Nokia
Former HUL and Pepsico hand 
Ruchira Jaitly joins HMD Global - 
‘home of Nokia phones’ - as Chief 
Marketing Officer. Jaitly will report to 
Ajey Mehta, Vice President and Region 
Head, HMD Global, India and APAC. 
She replaces Jyotsna Makkar.

Titan
Ankit Kasliwal, Marketing Head at Titan 
Company - Taneira has been elevated 
to Head of Marketing - Fragrance - 
Perfumes/Deodorants & Personal Care. 
Kasliwal has an experience of 11 years 
and has worked with Hero MotoCorp 
and Tata Insights and Quants.

Starbucks
Tata Starbucks has recently appointed 
Deepa Krishnan as Head Marketing, 
Digital, Loyalty, PR. She joins 
Starbucks from Kantar, where she 
served as the Executive Director, 
Strategy and Foresights for the agency’s 
International Research Unit.

With an experience of over 14 years, 
she has worked with brands like Idea 
Cellular, Diageo India, JWT, Godrej, 
among others. She has spent the most 
significant part of her career in The 
Futures as Vice President and headed 
Mumbai consulting business.

Colgate-Palmolive
Colgate-Palmolive has announced 
the appointment of Ram Raghavan as 
Managing Director, effective August 
1, 2019. Prior to this role, Raghavan 
served as Vice President Marketing 
of Asia Pacific Division of Colgate-
Palmolive. Raghavan joined Colgate 
India in 1997 and progressed through a 
series of leadership roles across various 
divisions and subsidiaries of Colgate-
Palmolive. In 2003, he moved to Hong 
Kong to join the Asia-Pacific Division. 
In 2004, he moved to Colgate China and 
sequentially managed the Toothbrush 
and Toothpaste businesses. 

MARKETING

Amazon
Mitali Patel has recently 
moved to e-commerce 
giant Amazon as Marketing 
Manager. The Mumbai-
based digital marketer was 
earlier working with media 
conglomerate Viacom18, 
where she was instrumental in 
devising and executing impact 
and performance marketing 
for Voot, Voot Kids, along 
with marquee shows and 
movie campaigns. 

Flipkart
Neha Toteja has been 
appointed as Senior Director 
and Head of Flipkart Video. 
She will be P&L owner for 
Flipkart’s upcoming video 
OTT service - Flipkart Video. 
Toteja will be responsible for 
leading a team in building a 
personalised, curated content 
viewing experience for 
Flipkart’s customers. Toteja, 
who has over 20 years of 
experience, has had stints with 
Fox, Reliance Entertainment, 
EY, Times Network, Star TV 
Network, and most recently 
Amazon, among others. She 
specialises in strategy, business 
development, and revenue 
strategy management.

OYO Hotels and Homes
OYO Hotels and Homes has 
announced the appointment of 
Dr Mandar Vaidya as CEO for 
Southeast Asia and the Middle 
East, effective August 1, 2019. 
This appointment comes as a 
part of the company’s efforts 
to continue to invest in and 
attract world-class leadership, 
as part of its ongoing focus 
to drive accelerated growth 
in two of its high potential 
markets - Southeast Asia and 
the Middle East. A seasoned 
professional with over 15 
years of experience, Dr Vaidya 
would be responsible for 
driving business growth for 
OYO in these two regions. 

Medlife 
The Board of Directors at 
Medlife has announced that 
Ananth Narayanan (former 
CEO of Myntra and Jabong, 
and ex-McKinsey senior 
partner) will be joining the 
company as co-founder 
and CEO. Narayanan will 
be responsible for driving 
the next S curve of growth, 
continue to strengthen the 
team, lead M&As, and help 
formulate strategy around 
new areas of growth. 

DIGITAL
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JOBSWITCH

Post: Business Development  
in Exhibition and Event 
Company: Giraffe Advertising & 
Marketing 
Profile: Generate new business, 
handling existing clients. 
Experience: 3 to 7 years 
Location: New Delhi
Email: meer@giraffe.co.in;  
Kritika@giraffe.co.in 
...........................................................

Post: Senior Copywriter 
Company: STIR 
Profile: Examples of copy written 
for ads/internal communication, 
digital campaigns, and social media 
campaigns. Examples of film scripts, 
technical content, whitepapers,  
B2B writing (brochures, letters),  
and concept notes developed  
for campaigns. 
Experience: 5 to 7 years 
Location: Bangalore 
Email: prakash@stironline.com  
...........................................................

Post: Senior Graphic Designer 
Company: Kautilya Multicreation 
Profile: Diploma/Degree in Applied 
Art or equivalent educational 
qualification. Creative and an ability 
to produce innovative and original 
ideas. Excellent knowledge in print, 
production, all kinds of designing 
softwares. 
Experience: 6 to 8 years 
Location: Mumbai
Email: kautilyampl.info@gmail.com 
...........................................................

Post: Account Manager  
(Client Servicing) 
Company: Quotient 
Communications 
Profile: Sales-driven strategising, 
day-to-day interaction with clients, 
understanding briefs  
and executing them in the most 
creative, yet solutions-oriented 
manner possible. Along with 
ensuring client satisfaction, you  
will also be expected to ensure 
continued and increased billings  
on your accounts. The ability to 
pitch for and develop new clients 
will be a huge plus.  
Experience: 5 to 9 years 
Location: Mumbai
Email: team@quotientcomm.com 

Post: Client Servicing Executives 
Company: MX Advertising 
Profile: Handling a group of 
operation heavy accounts, which 
have presence across various 
media platforms. Good English 
communication and presentation 
skills, and ability to meet 
timelines under pressure are a 
must. Responsible for managing 
brand responsibilities and client 
expectations on all aspects of  
360 degree marketing.  
Experience: 1 to 2 years 
Location: Mumbai
Email: hr@mxadvertising.com 
...........................................................

Post: Client Servicing Manager 
Company: CupShup  
Profile: Cracking new corporate 
partnerships and working closely 
with the BD Team to understand 
the ropes of the business. Ideating 
and planning BTL activities that 
cater to a segmented niche of  
elite corporates, understanding  
the requirements of the client  
and providing solutions that  
matter. 
Experience: 0 to 4 years  
Location: Mumbai
Email: HR@cupshup.co.in
...........................................................

Post: Digital Marketing Executive/
Social Media Manager 
Company: Thought Bubbles 
Profile: Manage the strategy 
and setup of all paid campaigns. 
Thorough knowledge of digital 
campaigns with planning experience 
on Google AdWords, SEO, social 
media presentations, websites, 
ecommerce. Manage social media 
community and facilitate ideas  
to build it. 
Experience: 1 to 5 years 
Location: Mumbai
Email: manoj.motiani@
thoughtbubbles.in
...........................................................

Post: Senior Social Media Executive  
Company: Centum Advertising & 
Marketing  
Profile: We are looking for a young 
social media strategist who can 
manage and solely supervise existing 
social media govt client(s). The job 

role would involve social media 
content writing, monitoring, posting, 
analysis, reporting and daily client 
interaction.
Experience: 2 to 4 years 
Location: New Delhi
Email: hr@centumad.com 
...........................................................

Post: Account Director 
Company: Indo Aryan Publicity 
Profile: Capable of heading  
servicing in a branch. Be responsible 
for servicing the existing clients and 
explore new ones, and  
ensure viability of the branch. 
Experience: 8 to 10 years 
Location: Kolkata/Mumbai
Email: info.indoaryan@gmail.com; 
utpal.panda@gmail.com 
...........................................................

Post: Client Servicing Executive 
Company: Thoughtrains Designs 
Profile: Excellent communications 
and interpersonal skills, good 
command and fluency in  
English, understanding the market 
trends, client’s business and their 
brand. Analysing the client’s briefs 
and delivering creative as per the 
timelines. Real estate knowledge  
and experience in an advertising 
agency will be an added advantage. 
Experience: 4 to 6 years 
Location: Mumbai
Email: hr@thoughtrains.com 
...........................................................

Post: Art Director 
Company: Collateral -  
The Storytellers 
Profile: Creating concept 
and strategies as per the brief 
understanding. Ensuring that  
desired client timelines are 
being met. Ability to work/think 
independently, and lead a team,  
as well as ideation qualities. 
Passionate about delivering 
solutions. The candidate must  
have knowledge of print and 
designing softwares. Good 
understanding of English language. 
Ability to see the entire campaign 
start to end.  
Experience: 5 to 7 years 
Location: Mumbai
Email: hatim@collateral.co.in; 
prasad@collateral.co.in 

Post: Branch Manager 
Company: 3Dots Design  
(Pune and Hyderabad)  
Profile: An experienced advertising 
professional with a deep 
understanding of Hyderabad and a 
fair knowledge of national market 
too. Eight-plus years of agency 
experience, good contacts in the 
fraternity of clients, rapport with a 
network of media professionals and  
a proven track record of  
dealing with renowned clients  
are the prerequisites. 
Experience: 8 to 12 years 
Location: Hyderabad
Email: contact@3dotsdesign.in 
...........................................................

Post: Content Writer 
Company: IdeateLabs
Profile: Research, write and 
edit content for marketing 
communications, including but  
not limited to domain monetisation 
and online articles, newsletters, 
videos, webinars, infographics,  
blog posts, website content and  
more Collaborate with design, 
digital, search and other teams 
to develop compelling, often 
unexpected, content plans. 
Experience: 1 to 3 years 
Location: Mumbai
Email: careers@ideate.email 

TO ADVERTISE, CONTACT:

Shubham Garg  
Email: shubham.garg@afaqs.com

Aakash Bhatia  
Ph: 09650544122

Email: aakash.bhatia@afaqs.com

 jobswitch@afaqs.com

To view other jobs in Marketing,
Media and Advertising, log on to:  

www.jobswitch.in

Join us on  : facebook.com/jobswitch 

EVEN GOOD CAN 

GET BETTER!
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AZAZUL HAQUE
Chief Creative O�cer

Mullen Lintas

BHAVNA SALUJA
Head Of Marketing - India,

 Digital Media  
Adobe

CHAAYA BARADHWAAJ
Founder - MD
BC Web Wise

JAIDEEP MAHAJAN
National Creative Head

Redi�usion

KAACON SETHI
Chief Marketing O�cer

Dainik Bhaskar

KEDAR APTE
Vice President Marketing - 

India and South Asia
Castrol

POOJA JAUHARI
CEO

The Glitch

PREMJEET SODHI
Senior Vice President
Mindshare Fulcrum

RAVINDER SIWACH
National Creative Director

Havas

ROHAN MEHTA
CEO

Kinnect

SAPANGEET RAJWANT
Senior Vice President - Marketing
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SAPNA ARORA
Chief Marketing O�cer
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