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S ometime in the early 2000s, I wrote a fan letter of the ink-on-paper variety 
to Fali R Singara, a radio jockey with a lovely voice, who hosted a late night 

show on… I don’t even recall the name of the channel! Till today, I don’t know 
what Fali looks like, how old he is, where he’s from… nothing. Cut to the present 
– this monsoon when rain lashed Mumbai, I, like many of my fellow frustrated 
Mumbaikars, laughed along as an exuberant RJ Malishka parodied, sang and 
danced about the city’s potholes in a video that was shared across WhatsApp and 
other social media platforms.

This change in the way RJs engage with listeners, and the scope of their influence, 
is noteworthy, both in itself and because it is symptomatic of the transformation radio 
as a medium has undergone over the years. I’ll admit, we at afaqs!Reporter have 
not been particularly prolific with this beat, but this fortnight, we decided to look at 
the past, present and future of radio, through an interview with Nisha Narayanan, 
COO and director, Red FM and Magic FM.

Our line of enquiry went thus: What is the relevance of radio in the era of music 
apps? If I go to YouTube for songs, Google for local traffic updates and elsewhere for 
podcasts, what is the preserve of radio? What content can radio offer that no other app 
can? 

When a radio brand tries to engage people online, is it a means to an end – (to 
re-direct them to the radio channel) – or an end in itself – (brand awareness and 
such)? How does the role of radio change across cities and smaller towns? Has the 
equity of the radio jockey increased or decreased over the years?

These were some queries we went to Nisha with… and came away with renewed 
interest in this unique acoustic medium which brings old world charm to a mad new 
world. 
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ADVERTISING

Moving on from L&K 
Saatchi and Saatchi may 
seem like a big move 

for former CEO Anil S Nair, but 
according to him, he’s doing exactly 
what he did 17 years ago – give up 
a fairly comfortable job and all the 
perks that come with it, in an attempt 
to start something new. “I prefer 
people asking me why, rather than 
why not,” he said over a telephonic 
conversation. He believes this is a 
time when L&K is quite robust and 
he personally felt the need to find 
something more challenging that 
drives him. He admits that he is a 
pathetic manager, and that he leans 
more towards creative thinking.

Nair also mentions that he is 
attempting to create something from 

scratch, something for which the 
market was not conducive a few 
years ago. He now wants to pay 
attention to his motorcycle touring 
company Goodwind Moto Tours. He 
mentions that in India, motorcycles 
and bikes are seen as a cheap 
form of commuting but globally, 
motorcycling is seen as an activity in 
itself. “This comes from a place of 

wanting to do something with my 
life and really make a difference,” he 
says. Working in advertising, Nair 
saw plenty of ‘save the world’ theme 
campaigns which inspired him to do 
his bit for society too.

His platform Goodwind Riding 
encourages bikers to go on rides 
and collect money for charitable 
causes – akin to running marathons 
to support certain causes. One of the 
causes Nair raises money for is of 
treating cancer in children. “The first 
time I attempted something like this, 
I ended up raising a lot of money 
for the cause. I thought I’d end up 

helping one child or two, but we 
eventually helped four. Eventually, 
in Mumbai, we formed a group of 
26-27 bikers who get together to 
raise money for a good cause. I asked 
myself how I could monetise this 
and really sustain this movement. 
The answer to that was to start a 
company, the profits from which 
would contribute towards the cause.” 

Nair goes on to say, “I thought I’d 
take my passion for riding, the desire 
to start a company and the need to 
make a difference and combine them. 
That’s when I launched Goodwind 
Moto Tours. It was launched two 
months ago and we just concluded 
a tour last week. The second tour is 
happening in December and there’s 
another one in the last week of 
January, so it is taking off slowly. The 
real test will depend on how much 
of the international community I 
can involve in the initiative. I am 
launching the tour calendar in 
December and I am also announcing 
the events for the next year.

Nair will also play the role of a 
consultant with a Bengaluru-based 
start-up in the MarTech space. He 
will not be running the company 
- that’s a job left to the founders. 
He will be playing the role of a 
mentor and a business development 
coach. “I would jokingly tell them 
(the founders) that I used to work 
with the magic side of marketing – 
involving creativity, but now, I’ll be 
working closely with the logic side 
of marketing – involving numbers, 
data, and AI. I’m helping build and 
develop an AI-powered platform 
and we will be going global with it 
soon. It involves brands that have 
a hyperlocal presence. Brands can 
subscribe and come on board, and 
we will help them be discovered in 
the digital space, organically.” 

Nair clarifies that the product is 
no substitute for advertising because 
demand creation is something that 
agencies still have to handle. “These 
are the two ventures I’m going to 
focus on, so it’s adios advertising 
for the time being…” he says. Nair 
intends to spend more time with his 
family and pursue his hobbies.

He says that he will be a consultant/
advisor to the MarTech firm for 

now, but that he definitely intends 
to get his hands dirty – literally 
and figuratively – with Goodwind 
Moto Tours. “I will get involved 
in operations because we are three 
founders, and each of us has certain 
roles within the startup. We’ll have 
to get our hands dirty. We love to 
clean and maintain the bikes in good 
condition ourselves. Hopefully, one 
of my partners will take on a more 
active role beyond riding, and then 
he will be the CEO.”

Does he have any parting words 

for the ad industry? Without skipping 
a beat, he replies that it is still one of 
the most wonderful fields to work 
in. “The most important thing about 
working with brands is to have that 
sense of ownership. We fought 
fiercely for our ideas, ownership and 
to be the brand’s custodian from the 
creative end.” 

The ‘hum main hai hero’ campaign 
remains close to Nair’s heart. “We 
received widespread recognition and 
appreciation for this (Hero) campaign. 
Though we won multiple awards at 
Cannes and other events, this will 
always be close to my heart.” n

aishwarya.ramesh@afaqs.com
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Nair will play the role of a consultant with a 
Bengaluru-based startup in the MarTech space. 

He will not be running the company.

“The most 
important thing 
about working 

with brands is to 
have that sense of 

ownership. We 
fought fiercely 
for our ideas, 
ownership...”  
ANIL S NAIR

“It’s Adios to Advertising” 
Anil Nair’s departure from 
L&K Saatchi & Saatchi 
comes after nearly 17 
years at the company 
and 26 years in the ad 
industry. By Aishwarya 
Ramesh
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BRANDS AND SPORTS MARKETING

Amul Jumps on the Football Brand Wagon as 
Broadcast Associate Sponsor for Premier League

for sporting enthusiasts. 

Before coming onboard 
as Broadcast Associate 
Sponsor for Premier 
League, what brand 
objectives and takeaways 
had Amul planned to 
endeavour from this 
association?
Amul has been associated with 
PL advertising for the last seven 
to eight years. With PL, it’s about 
the quality of the games and, 
perhaps, convenient timings, 
which provide good visibility. 
I believe that di�erent 
leagues have di�erent kinds 
of associations. While the 
common approach is only 
through the advertising route, 
there is also the association 
of local or regional or national 
brands with not just the sport, 
but also the individual teams. 
In addition to that, on-ground 
activations, television visibility 
and product sampling are also 
part of the package. Therefore, 
these associations have a wider 
perspective as compared to 
pure advertising on television. 
These factors play a crucial role 
because of which there is a 
rise in brand partnerships with 
sporting leagues. 

What is the target group 
that you plan to tap with 
this association?
Amul’s core TG is usually women 
(mainly housewives), therefore, 
we have predominantly leveraged 
GECs to reach out to them. But 
since we have expanded our 
line of products, we found that 
one of the platforms where we 
could reach out to the young 
audience and bear fruitful results 
is sporting leagues. Therefore, 
we have associated with sports 
in all forms to reach out to 
the millennials and the youth. 

IPL, EPL, La Liga, cricket team 
sponsorships, even wrestling, 
sponsorship of Indian contingents 
to Olympics, Asian Games, etc., 
are being backed by Amul to 
make the brand visibility and 
presence better and stronger in 
this TG over the last 10 years. 

Select FC, the big 
screen activation, has a 
considerable fan base, 
which also gives partner 
brands a lot of visibility. 
Is there a specific line of 
products that you plan to 
display?
Amul’s advertising is primarily 
driven by spots on the television 
channel, as it is a good platform 
to showcase our wide range 
of products. An event like ISL 
provides an opportunity for 
on-ground activations as in EPL 
too, there is a massive scope 
to connect with the fans. Also, 
the fact is that it is first the PL 
connecting with its huge fan 
base and then Amul getting 

L
ately, the halo around the 
sporting properties in India 
is too big for brands to 
ignore. The mighty reach 

which taps almost every segment 
of the sporting loyalists acts as 
a treasure worth a bet. And with 
these events mushrooming, one 
sport which has gained massive 
attention is football. Though 
the sport has been played and 
religiously followed for quite 
some time, only in the past five 
years or so has it thrived, and 
the credit for this goes to the 
various homegrown leagues. 
While these leagues have been 
able to reach an audience beyond 
metropolitans, Premier League, 
the global sporting extravaganza, 
still dominates a football 
enthusiast’s mind. To understand 
more about how brands plan 
to voice their preposition on 
this ivy league platform, afaqs! 
Reporter got in touch with R 
S Sodhi, managing director of 
GCMMF (Amul). In his interaction 
with Debashish Chakraborty, 
Sodhi talks about the brand’s 
partnership with sports, 
recent associations, marketing 
objectives, yield factor, and the 
future of football.  

Lately, the Indian football 
space has been booming 
at an unprecedented 
rate. From a brand’s 
perspective, how do you 
see this evolution?
Yes, there is traction in favour 
of live sports in our country. 
Good quality football from 
Premier League (PL) and other 
international leagues is fuelling 
interest amongst the Indian 
youth. Also, homegrown leagues 
like ISL, I-League and others 
have further stirred the scene, 
which has not just created 
opportunities for players, but also 
multifold the scope of the sport 

afaqs! Reporter interviewed R S Sodhi, managing director of GCMMF (Amul), about the brand’s partnership with 
sports, recent associations, marketing objectives, yield factor, and more. By Debashish Chakraborty

placed as the broadcasting 
partner. Fan engagement 
events like Select FC also give 
us an opportunity to showcase 
our entire range of products 
targeted towards youth through 
advertising on these sports-
related programming. Amul 
Milk, dark chocolates, icecream, 
beverages, etc., are some of our 
recent activations in this space. 

Customised activations 
during sporting events 
have increased 
sporadically over the 
years. Would you agree? 
And will the audience get 
to see more innovative 
and creative activations 
from Amul?
Yes, customised activations 
today play a significant role 
in a brand’s association with 
sporting properties. Our recent 
sponsorship of Afghanistan 
cricket team during the World 
Cup and the South African 
team during its recent bilateral 
series helped us garner more 
eyeballs and involvement. 
We look forward to pursuing 
many creative activations and 
associations. 

How do you see the 
future of sporting events 
unfold in India? How can 
brands make the most of 
it?
The future of the sporting 
properties in India, be it football 
or kabaddi or badminton leagues, 
are all playing a crucial role in 
nurturing local talents and also 
making the game more popular, 
especially among the young 
audience. So, we see tremendous 
scope for live sports in the 
country and consequently the 
association with popular brands 
garnering more attraction in the 
coming years. n 
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Think ‘Raymond, The 
Complete Man’, and the image 
of a handsome model dressed 

in formals (essentially a suit) pops 
up in mind, almost instantly. Well, 
that’s about to change. The brand 
has just announced the launch of the 
Raymond Ceremonial collection, a 
new range which covers bandhgalas, 
sherwanis, kurtas and tuxedos, an 
ethnic-in-nature variety meant for 
‘occasions’. While there is no arguing 
against the truth that ‘ethnic’ is not 
something brand Raymond is known 
for, the larger and more interesting 
picture is about the communication 
around the move.

The brand, backed by the folks 
at GREY Mumbai, has utilised the 
move to add a new dimension to ‘The 
Complete Man’ image. No longer 
limited to the ‘western wear’ image, 
or the ‘suit’ image that has been built 
over 25-plus years of advertising, the 
new or “evolved” ‘Complete Man’ 
now also encompasses the more 
ethnic-inclined ‘Ceremonial’ line.

While there are four TVCs 
introducing the range, there is a 
central film that ties them to the 
original brand image. The film is 
also accompanied by the traditional 
‘Raymond, The Complete Man’ VO 
at the end.

So, why the shift? And, since it is 
ethnic in nature, did Raymond miss 
the ‘festive season’ bus?

Raymond‘s positioning of ‘The 
Complete Man’ took shape in 
1992 and as Mrinmoy Mukherjee 
(former CMO – Lifestyle Business, 
Raymond) put it in an interview, it 
emerged during the ‘angry young 
man era’. ‘The Complete Man’ was 
the handiwork of Rajiv Agarwal of 
Nexus Equity, the agency that took 
care of Raymond before it moved to 
RK Swamy BBDO in 2002.

In 2019, the brief from Raymond 
was to shift from a mens’ formal 

western wear brand to a menswear 
identity in total, and to make 
Raymond a younger brand.

Speaking about the campaign, 
Nishant Saurabh, senior VP and 
branch head, GREY Mumbai, says, 

“As a brand, Raymond is supposed 
to be the frontrunner in case of 
anything which is associated with 
western formals. It is the general 
sentiment that people associate 
around the brand. The move is a 
part of Raymond’s plan to associate 
with any sort of occasion wear – 
celebrations, work, play.”

The brand set out to expand to 
occasion/ceremonial wear, beyond 
formals. While making the shift, the 

new inclusion also had to retain the 
same Raymond identity. “We had 
to go back to the drawing board 
and figure out a way to bring alive 
‘The Complete Man’ from the lens 
of Indian traditional wear. We had 

to find that which allows me to talk 
about the nuances of the ‘complete 
man’, the one who has certain values 
and codes, and puts others before 
himself,” Saurabh says.

He mentions that it had to be 
done with care, especially because 
with this, brand Raymond would 
be placed in scenarios where it has 
never been seen before. “The family-
like celebratory mood combined with 
traditional wear hasn’t been seen on 

Raymond. So, how do I marry the 
best of both so that it does not look 
like an aberration but evolution? The 
‘complete man’ had to maintain his 
implicit nature,” he explains.

Speaking about the launch timing, 
Saurabh maintains that it was a 
conscious decision to not launch 
the offering during the pre-Diwali 
festive season. “We didn’t want to 
look like a festive wear brand, but 
a ceremonial wear brand. In this 
case, ceremonies do not necessarily 
mean festivities. Most advertising of 
traditional wear happens during the 
pre-Diwali phase, we are trying to 
build ourselves beyond that. There 
are a lot of celebrations that follow 
Diwali and, hence, this phase. Had 
we launched before Diwali, there 
was a possibility of the brand being 
considered a ‘festivals’ sort of a brand. 
It was a conscious decision to try 
and associate with celebrations and 
ceremonies and not just the festive 
season.”

The campaign also aims to 
change consumer perception about 
Raymond. “Raymond has also been 
associated as a brand slightly inclined 
towards mature consumers. It is now 
being directed towards the 30-35- 
year-olds in cities, who also have 
the propensity to spend and pick 
and choose between brands. We 
are also trying to delink the brand 
from the idea that it’s a brand for 
older consumers. This reflects in 
the choice of colours, designs and 
styles highlighted in the ad films, 
something that a younger generation 
would aspire to own and wear,” 
Saurabh signs off. n

abid.barlaskar@afaqs.com
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The new or “evolved” ‘Complete Man’  
now also encompasses the more ethnic-

inclined ‘Ceremonial’ line. 

RAYMOND

The brand just launched 
Raymond Ceremonial, 
which includes 
bandhgalas, sherwanis, 
kurtas and tuxedos, an 
ethnic-in-nature variety 
meant for ‘occasions’. By 
Abid Hussain Barlaskar

Ethnic Charm 
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Star India’s video streaming platform Hostar has 
announced its sixth “Specials” show ‘Out of 
Love’. It is an Indian adaptation of the British 

Show ‘Dr. Foster’, a franchisee owned by the BBC. 
The Indian version will feature Hindi film actors 
Rasika Duggal and Purab Kholi in the lead. Produced 
by BBC Studios, the show has been directed by 
filmmakers Tigmanshu Dhulia and Aijaz Khan, and 
is slated to launch on November 22, 2019. 

‘Hostar Specials’, a vertical under which Star 
India will roll out its Original digital only shows, 
was announced in January this year. In March 
2019, ‘Hotstar Specials’ made its debut with a sports 
documentary titled ‘Roar of The Lion’. Back then, 
the platform said it has 150 million monthly active 
users, with an average time spent of 45 minutes. Star 
said it wanted to reach a billion screens by 2023 and 
increase the total time spent — the idea behind ‘Hotstar 
Specials’. Then came the Cricket World Cup and 
IPL and at one point, Hotstar claimed to have crossed 
300 million monthly active users, higher than what 
YouTube’s claim of 275 million monthly active users. 

Under ‘Hotstar Specials’ it rolled out ‘Criminal 
Justice’, two seasons of ‘The Office’ (both adaptations 
of British versions), ‘Hostages’ (adaptation of the Israeli 
version), and political drama ‘City of Dreams’. Here’s 
what Gaurav Banerjee, president and head, Hindi 
Entertainment - Star India, had to share with Anirban 
Roy Choudhury. Edited excerpts. 

What about Dr. Fosters appealed to you 
that you decided to adapt it? 

I saw the series many years ago as a viewer, 
much before the idea of Hotstar Specials was 
born. I really liked it and thought this was great 
drama featuring exciting characters and I felt if 
we adapt it correctly, it could work. We gave it a 
shot back then for TV and it did not seem right. 
This time, BBC reached out to us and we got to 
think about the plot and the character… it sort 
of came together very nicely and we said yes.

What got you to change your mind?
The reason why we got excited beyond 

personally liking the show and the story was that 
when we think about the streaming landscape 
of our country, a lot of the content that seems 
to be happening is a) Male-focused, b) Hugely 
centred on action, c) Thriller, and d) Edgy and 
adult-focused. Nothing wrong with any of that, 
but it all seems to boil down to a certain kind of 
show. We felt ‘Out of Love’ dramatically beats 
that. It puts a strong woman at the centre, and 
focuses on a relevant issues around marriage. 
It is a complex human emotion-led drama. 
Therefore, it stands apart from a lot of the 
content that is happening right now.

Are the adaptations targeted to the ones 
who’ve already watched the international 
versions? 

Honestly, the audience that has already 
watched the international version would be a 
very small set. The first thing we thought is that 
if we can get this adaptation right, is there an 
insight that could connect with our audience in 
India? ‘Out of Love’ raises a question on modern 
marriage and infidelity, therefore, the important 
question for us to ask was, is this something 
people are worried about. That answer seemed 
to be yes. We believe modern marriages are 
under stress, people are talking and thinking 
about divorce a lot more. It is something that is 
in the air and yet no one is actively talking about 
it through a TV show or through a big film. 

What’s the advantage of an adaptation?
Adaptations have one great advantage — we 

already know that a great story has been written. 
That gives you confidence, we know this is great 
material, someone somewhere has liked it. It is 
the same way in which we know Shakespeare cuts 
across languages. All of us in this country have 
got to know Shakespeare, some through English, 
while others through the many other languages 
his stories got translated into. That is equally 
true about Indian authors such as Rabindranath 
Tagore and Munshi Premchand. We don’t only 

want to do adaptations, but we are excited and 
happy to do an adaptation if we feel that there is a 
great story that could be relevant to us.

While working on an adaptation, do you 
commission a studio and then see the final 
product or do you also stay involved in the 
creative process?

We remain hugely involved throughout. I 
think we have a strong content team and we 
debate a lot with the creative folks and in this 
case with Himanshu and Aijaz. It is not a model 
where we select a story and say see you later. 
What is the tone of the story? Who are the right 
actors? Where do we want to set it up? All of this 
is debated a lot. The most important decision 
we take is, who is the storyteller? Once we take 
that decision, we also believe they should have 
the final right of agreeing or disagreeing. If the 
showrunner feels a certain way about a creative 
decision and if my team doesn’t agree or I don’t 
agree, we will still go with his creative instinct.

Is there enough room for you to tweak and 
innovate while doing an adaptation?

If we wanted to change a lot then why are we 
taking the story? We must only take a story once 
we believe that the story and the characters are 
great. If we believe that, then we should not break 
its soul. Having said that, it needs to feel authentic 
in India. There are certain things, let’s say the way 
a husband and wife will talk in India will be very 
different from the original. The creative team 
works really hard to get that right, then we have 
managed to land the adaptation well.

Once the show is made, what is it that gets 
people to watch it?

Marketing plays a vital role, have we got the 
trailer right for people to find it exciting? The 
name that we put out must evoke an interest, 
the poster must intrigue and must be different. 
It should show that there is good talent and 
it is of high quality. What do people make of 
the creative? Do they find the acting really 
superlative? These are the important things that 
determine how it turns out.

Adaptations are a big hit on television, 
‘Bigg Boss’, ‘Kaun Banega Crorepati’ and 
many more are still running strong, do you 
see a similar trend emerging on digital? 

It could. We have seen that with ‘Criminal 
Justice’ and ‘Hostages’, those shows did really 
well. Hopefully ‘Out of Love’ will add to that. 
Adaptation is not a strategy for us, it something 
that we have done a lot in the beginning. It is just 
one of the things that we want to do. Our take is 
to try and find a wide range of stories and great 
quality storytelling. n 

anirban.choudhury@afaqs.com
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GAURAV BANERJEE

“Adaptation is Not a Strategy for us”       

“We don’t only want to 
do adaptations, but we are 
excited and happy to do an 
adaptation if we feel that 
there is a great story that 
could be relevant to us.”

GAURAV BANERJEE 
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Ads for Airtel 4G became fairly 
formulaic at one point. The 
ads featured mobile phone 

users who were suffering from slow 
internet or a host of other network 
problems and found themselves 
surrounded in the magnetic (or not-
so-magnetic) aura of ‘4G Girl’ Sasha 
Chhetri, who explains, in detail, the 
different ways a customer can benefit 
by using Airtel.

Taproot Dentsu is Airtel’s creative 
agency for mainland campaigns, 
including this one. Agnello Dias, 
creative chairman of Dentsu Aegis 
Network India, is responsible for 
the campaign. The insight that 
the ad focuses on is simple — the 
test of a reliable network lies in 
its ability to allow users to stream 
videos, sans interruptions. One of 
the ads in the campaign indicates 
that good call quality, sending quick 
SMSes, social media connectivity — 
all the talk points of yesteryear’s 
telecom ads — are expectations that 
are being taken for granted. The 
brand’s performance yardstick for 
this campaign is internet speed and a 
seamless streaming experience.

Dias, on the process of selecting 
a new face for the ad, says “Just like 
in the case of Sasha, Bhumika is a 
normal talent who came in through 
the normal audition process. I did 
shoot a scratch film with her and 
found her interesting.”

He also points out that this is not 
the first time Airtel has done an ad 

without Chhetri. “In the past too, 
campaigns like Open Network, Post 
Paid Promise, Airtel TV and Airtel 
X-Stream did not feature Sasha. So, 
Sasha is very much a part of Airtel 
and the team uses her if and when it 
is felt she is apt for the proposition 
being communicated,” he says.

On the brief from the client, Dias 
says, “Video watching is the litmus 
test of a good network. Airtel was 
clearly marked out as the network 
offering the best video experience by 
an independent global source – Open 
Signal. This was reason enough to 
communicate it in an affirmative 
manner without couching it in a 
needlessly creative disguise.”

EXPERTS SPEAK
Rahul Jauhari, joint president and 

chief creative officer at Rediffusion 
Y&R, explains that frills aside, it’s 
important for a telecom brand to 
continuously focus on the network 
as it is the heart of the offering. He 
feels that the issue of ‘trust’ feels 
slightly forced, but apart from that, 
Airtel’s choice of video streaming 
without interruption is apt. “Video 
is the most consumed content 
online and most of the consumption 
happens on the mobile. Using this as 
a benchmarking device makes sense. 
It’s quite in line with what matters 
most to young consumers.”

Ruchita Zambre, group creative 
director at What’s Your Problem 
— a creative agency — opines that 

it’s refreshing to see a new face 
for the brand. “Any brand that uses 
famous personalities, which Sasha 
had become eventually (thanks to the 
reach of their earlier campaigns), runs 
the risk of overkill or becoming too 
frustrating for viewers to consume. 
It is the same format that has worked 

for them and, thankfully, someone 
has realised the need to change the 
face of the protagonist. Like this 
campaign, over the last couple of 
years, Airtel has been focusing on 
establishing the reasons to choose 
Airtel over any other network.”

In Zambre’s opinion, the insight 
about consumer behaviour is 
bang on. “Not just the youth, but 
everybody who owns a smartphone 
today, uses it as a mobile 
television that provides non-stop 
entertainment. Video consumption, 
from content point of view, has 
far more reach and possibility of 
going viral. Video content is an 
addiction today. But at the end 
of the day, a talking head TVC 
(testimonial of sorts) is trying too 
hard to convince the audience. If 
the same was rendered in a creative 
or more believable narrative, then, 
it could tick all the boxes for a 
really effective campaign.”

There was a point in time when 
Chhetri became synonymous with 
Airtel 4G. The first time she made 
a splash, her signature pixie haircut 
was discussed as much as the ad. It 
eventually became so popular that 
salons across India started offering it 
as a hairstyle. Later, she was seen with 
longer locks, losing her signature 
look. Chhetri remained the face of 
a brand for a while after that, talking 
about things beyond internet speed 
and 4G connectivity. n
� aishwarya.ramesh@afaqs.com

AIRTEL

Where’s the Airtel 4G ‘Girl’? 
The brand chose to talk about online video consumption in its new ad, which incidentally no longer features 
the short-haired Sasha Chhetri. By Aishwarya Ramesh

“Video watching is 
the litmus test of a 

good network. Airtel 
was clearly marked 
out as the network 
offering the best 

video experience.” 
AGNELLO DIAS 
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BRAND INTEGRATION - WEB SERIES
This seeks to recognise great cases of brand integration in a web series. The winner will be one where a 
brand has been woven seamlessly – and yet memorably – into a multi-part video story.BRAND 

RELATED

PURE 
CONTENT
(May or may not be
 brand related)

COMEDY
The video could be about any form of comedy, be it stand-up, chat or any other. One video per entry. 
The entry may or may not be brand related.

BEST VIRAL VIDEO (new)
An online video that has reached a very huge number of people online through organic shares and reshares. 
Only one video per entry may be submitted.

BRAND VIDEO - SHORT (UNDER 30 SECONDS)
Creative use of digital video as part of a brand campaign. The films should be digital-first; mere re-runs 
of TV ad films will not qualify. Only one video per entry.

BRAND VIDEO - LONG (30 SECONDS AND OVER)
Creative use of digital video as part of a brand campaign. The films should be digital-first; mere re-runs 
of TV ad films will not qualify. Only one video per entry.

MOST INNOVATIVE USE OF SOCIAL MEDIA
Most innovative use of social media to distribute online video content. Entry must be accompanied 
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BEST SMART-BUDGET SHOW/FILM (new)
A show/film which was executed on a total budget of less than 5 lakh per episode (at least 15-minutes long) 
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It may or may not be brand-related..

MUSIC VIDEO
The video could be about any form of music as long as it premiered online. Only one video per entry. 
The entry may or may not be brand related. 

NEWS & FEATURES
The use of video to report on a news event or a news feature in an absorbing way. Only one video per entry. 
It may or may not be brand related. 

SOCIAL AWARENESS
A video that tries to raise awareness about social issues. The participant could be a corporate, an NGO 
or any other entity. Only one video per entry may be submitted. It may or may not be brand related.

VIRTUAL/AUGMENTED REALITY
An online video that offers a glimpse of the possibilities when it comes to the use of AR/VR/360°. 
Only one video per entry may be submitted. It may or may not be brand related.

DRAMA
Online video, standalone or in a series, in the drama genre. Only one video per entry. In case of a series, 
a capsule up to 5 minutes long may be submitted. It may or may not be brand related.

DOCUMENTARY
A factual video report that looks at a subject in a fresh way. Only one video per entry may be submitted. 
It may or may not be brand related.

DO-IT-YOURSELF
An online video that helps its viewers master a specific skill without professional help. Only one video 
per entry may be submitted. It may or may not be brand related.

LIFESTYLE
An online video that captures ‘lifestyle’ subjects – be it fashion, travel, health or any other. Only one video 
per entry may be submitted. It may or may not be brand related.

BEST USE OF AERIAL VIDEOGRAPHY (new)
A video that has at least 15 seconds of aerial footage. Up to three videos may be submitted. 
It may or may not be brand-related. 
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The video could be about any form of comedy, be it stand-up, chat or any other. One video per entry. 

An online video that has reached a very huge number of people online through organic shares and reshares. 

Most innovative use of social media to distribute online video content. Entry must be accompanied 

The video could be about any form of music as long as it premiered online. Only one video per entry. 

The use of video to report on a news event or a news feature in an absorbing way. Only one video per entry. 

A video that tries to raise awareness about social issues. The participant could be a corporate, an NGO 
or any other entity. Only one video per entry may be submitted. It may or may not be brand related.

An online video that offers a glimpse of the possibilities when it comes to the use of AR/VR/360°. 

Online video, standalone or in a series, in the drama genre. Only one video per entry. In case of a series, 

A factual video report that looks at a subject in a fresh way. Only one video per entry may be submitted. 

An online video that helps its viewers master a specific skill without professional help. Only one video 

An online video that captures ‘lifestyle’ subjects – be it fashion, travel, health or any other. Only one video 

All videos submi�ed must be online-first.



What does radio give you that no 
other medium, app or platform can? 
That’s what afaqs! Reporter tried 
to find out this fortnight, through a 
freewheeling interview with Nisha 

Narayanan, COO and director, Red FM and Magic 
FM, a former radio jokey with All India Radio (AIR), 
who now heads a radio business and is also actively trying 
to bring about positive change in this space.

In fact, Narayanan started her career as an AIR RJ 
close to 25 years ago. After joining Red FM 14 years 
back, she was tasked with setting up the brand’s stations 
across the country. Today, the brand is present across 68 
cities, with the latest addition being Agartala. Narayanan 
also heads the committee within the AROI (Association 
of Radio Operators for India) that’s working towards the 
creation of a unified measurement system to quantify the 
reach of radio.

But first, a quick look at the landscape: India’s radio 
industry is valued at `3,130 crore (EY-FICCI report, 
March 2019) of which private FM accounts for `2,400 
crore. However, the overall share of this medium (that 
covers 52 per cent of the population) in the advertising 
pie (4.2 per cent) has stagnated over the last several years, 
due to a host of issues like lack of measurement, policies 
and a steady onslaught of digital platforms. All of this is 
compelling radio brands like Radio Mirchi – 98.3 FM, 
Red FM – 93.5, Radio City – 91.1 FM, and My FM – 
94.3 FM to reinvent and scout newer geographies.

From the early 1900s till 1999, the only radio channel 
in India was AIR. Then, in 1999, the government began 
auctioning frequencies and radio was privatised. The 
growth of FM radio in India can be broadly divided into 
‘phases’ I (1999), II (2005) and III (ongoing). Phase I 
added 21 private FM radio channels and 221 channels 
were added in Phase II. Driven by privatisation, zero 

reserve price and new markets radio grew well till the 
second phase. Reserve prices were introduced in Phase 
III and post two batches of auctions (2015 and 2016), 
the number stands at 381. High licence fees coupled with 
‘unviable’ operational cost marred growth. Participants 
also complain that reserve prices for batch 2 of Phase III 
(mostly tier 2/3 cities) were decided basis the highest bid 
for a city in a similar tier, instead of potential (cities in 
same tier had different advertising potential).

Devoid of news and ‘public-service-like’ programming, 
FM stood for fun, music, colloquial, and bilingual sort of 
content that quickly connected with the nation’s youth. 
Competition grew as new players entered the space, but 
despite many years of FM’s existence, problems – like 
huge license fees, the lid on news/current affairs-related 
content, lack of measurement, copyright issues, high 
operating costs, etc. – persisted. Even today, radio is 
governed by the Indian Telegraph Act of 1885. Amidst 
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REDISCOVERING 
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A look at the past,  
present and future  
of the medium.  
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all this reality, where does radio as a medium stand today?
Edited excerpts.

Let’s start with some anecdotes from your 
early days at Red FM…

When I was setting up stations for Red FM 
(mid-2000s) in small-town markets like Guwahati 
and Bhubaneshwar, people didn’t know what FM 
was. We had to tell people that if they tuned radios 
in a certain way in their cars, they could listen to 
music. I’ve personally sat in cars of people I knew 
and showed them how to turn the radio on.

An RJ’s role was considered a hobby and not a 
full-time job back then. People knew announcers 
from AIR and VJs (video jockeys on television) 
but not RJs. In response to job ads, theatre artistes 
turned up for auditions with props like ‘gadaas’ 
and performed scenes from the Mahabharata in 
front of us. We had to choose from there. We 
picked up fresh talent, from across backgrounds – 
aeronautical engineers, airline staff and even people 
from Barista counters! If an airport announcement 
was done in an interesting way, I would hunt for 
that announcer, interview and convince him/her 
about why radio is an option. It was difficult, but 
satisfying.

FM also encouraged women, especially from 
smaller cities, to join since it provided anonymity. 
You could come in your pyjamas, it didn’t matter 
how you looked; if you knew the city, were well-
read and had a good grasp over the language, you 
could do it.

The density of radio stations in India seems 
sparse in relation to the West…

Stringent regulations have limited the number 
of players to 35-36, which should ideally be at least 
100 given our vast geographies. The radio industry 
is less than five per cent of the overall M&E (media 
and entertainment) industry, but it has the potential 
to go up to 20 per cent. 

All of us get enthusiastic and bid heavily at 
auctions, say `177 crore for a license in Delhi 
or `123 crore for Magic FM in Mumbai… then 
recovering that cost becomes very difficult. Allowing 
news and current affairs, allowing more FDI could 
make it a level playing field. Radio needs the same 
relaxations enjoyed by other mediums. 

Apart from policy issues, there is also the 
problem of lack of research and the absence of a 
proper currency on radio which stops it from 
quantifying reach.

Right, but the measurement 
issue has been there right 
from the start. It’s been 
nearly two decades...

It’s true. We are hopeful 
that the matter would be 
settled with the upcoming 
unified measurement system. 
An AROI committee headed 
by myself is working on it. But 
there is a problem there too. All 
of us (radio brands) claim the ‘No.1’ 
spot based on self-commissioned 
research. Unified measurement means there 
can only be one ‘No.1’. 

Another big reason has been the cost. Conducting 
aggressive research across the top 15 markets comes 
with a substantial cost (in double-digit crores). The 
investment even for a body like the AROI is very 

high. But it will happen; it’s a matter of six months 
to a year.

In the era of digital and on-demand music 
through apps, what equity does music on 
radio command?

With the coming of digital, today’s consumers 
aren’t looking at radio only for music as it is 
accessible across mediums like podcasts, streaming 
apps, etc. This leaves non-music content as the only 
differentiator for radio. 

We see radio brands pushing content on digital, 
including videos by RJs. That’s interesting. 
What role does digital play in furthering the 
popularity of radio?

We are more like an entertainment company 
today with multiple touch-points on radio, 
on-ground and digital. A parallel digital presence 
helps build the brand and personality of RJs. 
It provides an opportunity for offtakes of radio 
programs, something that’s usually not possible on 
air. Say, a full interview can’t be carried on radio, 
but can be extended on digital.

While there are things that take place on radio 
and are amplified on digital, there are campaigns 
that are launched on digital first and amplified on 
radio later. Our own ‘Red Indies’ campaign for 
sourcing and supporting independent Indian music 
was seeded online. We have around seven million 
digital subscribers all put together. The goal, for 
now, is to reach 20-25 million. With presence in 
over 68 markets, we have the potential to do it.

You launched your newest station in Agartala 
recently. Talk about small towns as markets 
for radio brands…

Real growth lies in small-town India. The 
strategy is to be present in all capitals (of states). A 
pan-India presence provides better growth in both 
revenue and listenership. Radio is most effective 
in smaller cities/towns, due to limited choices 
in entertainment. Different players provide more 
options.

Even from a business point of view, growth in 
smaller markets is in double digits even when the 
overall market is down. The top 10 cities provide 
about 60-65 per cent of the revenue and smaller 
towns make up for the rest. The ratio is changing 
(in favour of smaller cities). Today, with the 
slowdown, bigger cities are hit first… the smaller 
ones are yet to see the impact. Because the need has 
always been there; there is a proper demand and 
supply situation.

Right. What drives your regional stations?
There is nothing more powerful than entertaining 

regional content. Also, while you create and deliver 
the content locally, it is also important to take note 
of the native population that is working outside, in 
other cities. It works beautifully if you are able to 
access that population and deliver content to them 
via digital. We created a separate Red FM Bangla 
channel on YouTube for Bengali content.

Jagran Prakashan’s MBL (Radio City) is set to 
acquire 40 of Reliance Broadcast Network’s 
(BIG FM) 58 stations. This would make MBL 
the single largest FM radio network. How does 
it affect the rest of the industry?

Consolidation is a business call, but with this, 
the number of big players boils down to three or 
four. For a competitive market, you need more 
companies to participate. It will happen if the 
policies are better. A license for Saharanpur can’t 
cost `16 crore like Chandigarh (which is a better 
performing city). When we bid for Dehradun, 
there were five frequencies which were put up for 
auction; only Red FM got the license (at `16 crore). 
How can we make money in Dehradun? I will be 
really optimistic and say that we’ll get there. And 
now, the closest C town to Dehradun is Saharanpur 
which is also set to carry a similar price in batch 3 of 
the Phase III auctions.

Could you shed some light on the cost of 
operating an FM radio business today?

There hasn’t been much of a change in that area. 
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more like an 
entertainment 
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touch-points.”
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Royalty has been a major concern and 
the issue hasn’t been sorted. The rates 
of PPL (Phonographic Performance 
Ltd) and the IPRS (Indian Performing 
Right Society) are phenomenally 
high. The international standard is 
around two per cent of the revenue; 
we end up paying up to 10-11 per 
cent. Seventy per cent of our costs 
are fixed costs that include, license 
fee, interest to the government and 
infrastructure.

The royalty issue 
also bars playing radio 
content as is on digital mediums. The 
Red FM India app has no Bollywood 
music and only has snackable Red 
FM content. The only music that 
we have started putting on the app is 
indie (independent) music.

Radio is perceived as in-car 
entertainment. Did the recent 
slowdown in auto sales have any 

impact?
Research suggests that the 

maximum radio listenership (70-80 
per cent) across all cities and towns is 
on mobile phones (feature phones). 
A small part of it (10-12 per cent) 
happens in cars while commuting, 
but most of it happens at home.

The problem lies elsewhere. 
Most smartphones today do not 
have functional FM receivers. And 
feature phone users hopping on to 
smartphones get cut off from FM. 

As far as competition with the 
OTTs and music streaming apps 
goes, we aren’t even participating. 
The TRAI and the ministry have 
to come together and try and make 
better.

How has advertising on radio 
changed? Is there a new breed 
that will drive growth in the near 
future?

Radio caters to about 4-4.5 per 
cent of the ad pie. We’ve been 

there for the last 10 years. The 
industry has grown, the 

spends have grown, but 
the overall share is still 

the same. And as key 
consultants suggest, 
the share is going to 
drop further, while 
the overall spends 
will go up. Today, if 
we are a `2,400 crore 

industry, we could be 
a `5,000 crore industry 

in the coming years, but 
the share is set to decrease. 

Therefore, it is important to not 
just be a radio station.

While traditional categories like 
telecom, government, FMCG and 
BFSI have been advertising, we are 
witnessing aggressive advertising 
from a lot of e-commerce and 
OTT platforms. On the one hand, 
there’s the conversation around the 
effectiveness of radio and on the 
other, there are digital-first platforms 

like OTT coming on board. A lot 
of organised retail advertisers have 
taken to radio advertising and so have 
SMEs.

Our in-house creative team 
creates jingles, promos, compositions, 
copywriting or campaign ideas for 
brands that advertise with us.

How has advertising on radio 
changed at the local level?

We categorise advertisers into 
retail (local) and corporate (national). 
Earlier, 70 per cent of my advertising 
was from retail brands. The equation 
became more 50-50 with expansion. 
In smaller towns, the challenge is to 
get as many retail players on board. 
At the national level, the plan is to 
tap into national clients (advertisers) 
and maximise spends in terms of 
maximum reach on one network.

Have radio ad formats evolved 
too?

There used to be a lot of ‘concept 
selling’ (educating advertisers) of radio 
ad space. Today, radio is part of any 
media plan and we don’t need to sell 
the concept/effectiveness. From FCT 
(free commercial time) driven plans, 
today, it is more content, innovation 
and idea-driven planning. A lot of 
promotion happens outside of FCT 
by RJs and other formats. FCT is used 
only to support and amplify that idea. 
We now also offer digital. Advertisers 
see more value in a combined package.

Last, talk about Red FM as an 
advertiser. What role does your 
agency Wunderman Thompson 
play here?

Most of the work is done 
in-house... I’d say 95 per cent of 
the ideas are generated in-house. 
That’s because, the in-house teams 
understand the medium well; there is 
an immediacy to the medium. Also, 
executing ideas in 68 towns is an 
operational nightmare. n 

abid.barlaskar@afaqs.com
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MARKETING

Airbnb has diversified from 
‘affordable lodging’ to ‘royalty 
stay’. Ticket booking platform 

MakeMyTrip has doubled up as a 
hotel booking aggregator. Hospitality 
company OYO now offers rented 
houses. Is sticking to your core job 
just old-school? 

Accommodation-sharing online 
company Airbnb recently announced 
that the Gudliya Suite at Jaipur’s City 
Palace will be available to book on 
the platform, starting November 23, 
2019. The California-headquartered, 
community-driven hospitality 
company launched a minute-long 
video highlighting the features of 
the palace. Located within one of 
the private sections of the palace, the 
suite has been used only for royals 
and their special guests until now. 
For the remainder of 2019, it will 
be available to book on select nights 
at a special inaugural offer of $1,000 
per night. From January 1, 2020, the 
suite will be available to book at a rate 
of $8,000.

In its category, it’s not only 
Airbnb (founded in 2008) that is 
diversifying. Founded in 2013, 
hotel aggregator OYO initially 
covered mainly budget hotels. The 
Gurugram-headquartered hospitality 
brand started offering houses on rent 
from October last year, under 
its ‘Oyo Living’ 
label. Online 
travel company 
MakeMyTrip started 
Indian operations 
in September 2005, 
offering online 
flight tickets to 
Indian travellers. The 
company also started 
non-air businesses like 
holiday packages and 
hotel bookings. One can now book 
apartments, villas and homes using 
the app.

The list is never-ending. 

EXPERT COMMENTS
Suraja Kishore, 
CEO, BBDO India
Digital platforms are constantly 
evolving and dynamic, thus allowing 
for diversification and collaborations 
beyond the defined horizons. Brands 
in the new age economy should 
invest in deepening their product 
truth or brand experience in order 
to retain their brand value. Add to 
it a constant upswing of surprises in 
their offering to consumers, which 
can go a long way in enhancing brand 
affinity.

L Suresh,  
brand consultant
Sites like MakeMyTrip, Yatra and 
ClearTrip call themselves online 
travel companies for a reason. While 
all of them have flight tickets as 
their primary offering, they are 
trying to cover the entire gamut of 
travel. So you book a flight and land 
someplace. What would you need 
next? Acco? Hence, hotel bookings. 
You need a cab to take you to that 
hotel. Hence, cabs. Then there’s 
sightseeing. And adventure sports 
next. In short, every aspect of travel 
and holiday is being covered. This is 
a way of growing (your market) by 
broadening your offerings. In other 
words, market development through 
category extension.

Ronita Mitra, 
founder and chief strategist, 
Brand Eagle Consulting
The offerings introduced by brands 
depend on how they define their 
brand purpose. If the brands are 

defining their purpose in the space 
of vacations and leisure, then they 
can virtually launch any product/
service that services customers’ 
needs in that space. What is 
however happening today is a lot 
of borrowing of what others are 
doing. This will eventually create a 
lack of differentiation among brands 
which they need to be cautious 
about. Within the brand purpose, 
it’s imperative that brands find their 
point of differentiation, stay true 
to it and find a way of delivering 
superior service in that space despite 
competition.

Also it’s of paramount importance 
to honk through all service elements 
and deliver a meaningful experience, 
rather than introduce an offering just 
because some other brand is doing 
so. The question brands need to ask 
before launching any new offer is 
what kind of capabilities they have 
or need to build in order to deliver 
the service in a meaningful manner 
to customers.

Toru Jhaveri, 
VP - strategy, DDB Mudra Group
We live in the era of the ‘servicisation 
of everything,’ which is why it isn’t just 
the hotels and bookings category that 
is evolving. The idea of a ‘core job’ has 
become much broader – you can be an 
exceptional hospitality brand, but you 
still need to adapt to the fact that people 
want something very specific from 
you when they’re browsing on their 
phone; or actively planning business 
travel; or casually daydreaming about 
their next holiday. It’s crucial to define 
what your ‘category of one’ is, and 
build from there. For instance, Airbnb 
has always been about living in cities, 
never visiting them. So, living like 
royalty is simply the high-wattage, 
uber-privileged version of living like a 
local. It’s a unique experience, one that 
only Airbnb can credibly deliver. n

ananya.pathak@afaqs.com

AIRBNB

As Airbnb 
Diversifies into 
Royalty Stay...

“Digital platforms are constantly 
evolving and dynamic, thus allowing for 

diversification and collaborations beyond the 
defined horizons.” 

... One wonder if generalisation is the new 
specialisation. By Ananya Pathak
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METALS 
COME OUT 
ON TOP
The metals were won across categories, 
including Mainstream Media, Visual 
Merchandising, Social Media and 
Experiential. By News Bureau

44
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The results of the Great 
Lifestyle Brands awards 
were announced post the 
insightful conference on 

the same theme at Crowne Plaza, 
Gurugram on November 15, 2019. 
Forty metals were won across 
categories, including Mainstream 
Media, Visual Merchandising, Social 
Media and Experiential. The product 
groups included Alcoholic Drinks, 
Consumer Electronics, Apparel, 
Foods and Beverages, Automotive 
Four-wheelers, Automotive Two-
wheelers, Personal Accessories, 
Personal Care, Consumer Durables 
and Retail.

The Great Lifestyle Brands 
initiative has been crafted with a 
vision to help marketers, agencies 
and all in the business of brand 
communication to review the best 
practices that go into creating truly 
great lifestyle brands.

Apart from the categories, there 
were four special awards. These 
awards were based on overall 
performance in groups such as 
‘Most Sincere’, ‘Most Exciting’, 
‘Most Sophisticated’ and ‘Most 
Competent’. Tanishq was named 
the Most Sincere Brand of the 
Year. Lifestyle emerged as the Most 
Exciting Brand of the Year. Fabindia 
scooped the Most Sophisticated 
Brand of the Year award, and Dell 
was awarded the Most Competent 
Brand of the Year title. Here are the 

brands that managed to strike Gold 
across categories this year.

ALCOHOLIC DRINKS 
n Geist for ‘Girls who Drink Geist 
– Brew Tour Experience’ in the 
Experiential category.
n Jim Beam for ‘Jim Beam Stop 
Motion Videos’ in the Social Media 
category.
n Sterling Reserve for ‘Sterling 
Reserve project’ in the Social Media 
category.

APPAREL 
n ColorPlus for ‘Mom, my first 
stylist’ in the Experiential category.
n Love, Bonito for ‘Love Bonito 
E-commerce’ in the Mainstream 
Media category.
n Celio for ‘World Denim Day’ 
campaign in the Social Media category.
n Lifestyle for ‘Colors Fest’ in the 
Visual Merchandising category.

AUTOMOTIVE  
TWO-WHEELERS

n Bajaj Platina for ‘Platina Aaram 
rath’ in the Experiential category.
n Bajaj Auto for ‘Bajaj – the world’s 
favourite Indian’ in the Mainstream 
Media category.
n Harley Davidson for ‘The 
#FindYourFreedom Internship’ in 
the Social Media category.

AUTOMOTIVE  
FOUR-WHEELERS

n PT Astra for ‘Presence in Digital 
Channel’ in the Mainstream Media 
category.

CONSUMER DURABLES
n Franke Faber India for ‘First-ever 
real virtual showroom on a website 
to drive omnichannel strategy’ in the 
Experiential category.
n Nescafé for ‘E by Nescafe launch 
campaign’ in the Social Media 
category.

CONSUMER ELECTRONICS
n Dell for ‘Dell Gaming & Alienware 
2018’ in the Experiential category.
n BoAt for ‘#iamaboAthead’ in the 
Mainstream Media category.
n Razer for ‘Razer e-commerce 
implementation’ in the Social Media 
category.
n Dell for ‘Dell gaming and 
alienware 2018’ in the Social Media 
category.

FOODS AND BEVERAGES
n Mondelez for ‘Mondelez India 
e-comerce/online’ in the Mainstream 
Media category.
n Devyani Foods for ‘Cream 
Bell BonBon increased in-home 
consumption using social, TikTok 
and Radio’ in the Social Media 
category.
n ITC B Natural Fruit Beverages 
for ‘Rendition of Vande Mataram 
for Independence Day’ in the Social 
Media category.

PERSONAL ACCESSORIES
n Tanishq for ‘AR Product trials – 
Airport Activation’ in the Experiential 
category.
n Tanishq for ‘Best use of consumer 
insights’ in the Mainstream Media 
category.
n Fastrack for ‘Fastrack E-commerce’ 
in the Mainstream Media category.
n Tanishq for ‘Utsava – Tanishq 
wali Diwali campaign’ in the Social 
Media category.
n Lifestyle for ‘Desserts and 
Ants – Handbag’ in the Visual 
Merchandising category.

PERSONAL CARE 
n Lux for ‘The Soap With A Lump’ 
in the Experiential category.

RETAIL 
n Lifestyle for ‘Festive Surreal 
Symphony’ in the Mainstream Media 
category.
n Tata Cliq Luxury for ‘Tata 
Cliq Luxury E-commerce 
implementation’ in the Mainstream 
Media category.
n Spykar for ‘What is GYM JNS?’ in 
the Social Media category.

The Presenting Partner for the 
Great Lifestyle Brands Conference 
and Awards was India TV. The event 
was powered by MTV, while TLC 
(The Learning Channel) was the 
Lifestyle Entertainment Partner. n 

feedback@afaqs.com

All the winners pose for a group photograph



The Winners
PRODUCT GROUP CATEGORY BRAND  METAL
Alcoholic Drinks Experiential Geist Gold
Alcoholic Drinks Social Media Jim Beam Gold
Alcoholic Drinks Social Media Sterling Reserve Gold
Apparel Experiential Fabindia Silver
Apparel Experiential ColorPlus Gold
Apparel Mainstream Media Love, Bonito Gold
Apparel Social Media Fabindia Silver
Apparel Social Media Celio Gold
Apparel Visual Merchandising ColorPlus Silver
Apparel Visual Merchandising Lifestyle Gold
Automotive (Two-wheelers) Experiential Bajaj Platina Silver
Automotive (Two-wheelers) Experiential Bajaj Platina Gold
Automotive (Two-wheelers) Mainstream Media Harley-Davidson Silver
Automotive (Two-wheelers) Mainstream Media Bajaj Auto Gold
Automotive (Two-wheelers) Social Media Harley-Davidson Gold
Automotive (Four-wheelers) Mainstream Media PT Astra Gold
Consumer Durables Experiential Franke Faber India  Gold
Consumer Durables Social Media Nescafé Gold
Consumer Electronics Experiential Dell Gold
Consumer Electronics Mainstream Media boAt Lifestyle Gold
Consumer Electronics Mainstream Media Razer Gold
Consumer Electronics Social Media Dell Silver
Consumer Electronics Social Media Dell Gold
Foods and Beverages Mainstream Media Tetley Silver
Foods and Beverages Mainstream Media Mondelēz Gold
Foods and Beverages Social Media Devyani Food Gold
Foods and Beverages Social Media ITC B Natural Fruit Beverages Gold
Personal Accessories Experiential Tanishq Gold
Personal Accessories Mainstream Media Tanishq Gold
Personal Accessories Mainstream Media Fastrack Gold
Personal Accessories Social Media Tan Shades Silver
Personal Accessories Social Media Tanishq Gold
Personal Accessories Visual Merchandising Lifestyle Gold
Personal Care Experiential Lux Gold
Retail Experiential Lifestyle Silver
Retail  Experiential Lifestyle Gold
Retail Mainstream Media Digi Telecommunications Silver
Retail  Mainstream Media Tata Cliq Luxury Gold
Retail Social Media W Silver
Retail  Social Media Spykar Gold

SPECIAL AWARDS 
Award   Winner
The Most Sincere Brand of the Year  Tanishq
The Most Exciting Brand of the Year  Lifestyle
The Most Sophisticated Brand of the Year  Fabindia
The Most Competent Brand of the Year  Dell

The Winners  
in Pictures

Lifestyle was named the Most Exciting Brand of the Year

Dell picked up the Most Competent Brand of the Year award

Tanishq won the Most Sincere Brand 
of the Year award

Fabindia was named the Most 
Sophisticated Brand of the Year
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JUDGING CRITERIA
The Great Lifestyle Brands Awards aim to identify creative marketing 
communication initiatives by brands.
The jury assessed the entries based on the following four criteria: 
n Idea
n Content
n Design
n Audience Engagement
 
There was no Bronze.

Sameer Gogate  BBC Studios

S Subramanyeswar MullenLowe Lintas

Jitender Dabas  McCann Worldgroup India

Gaurav Sinha  Audi

The Jury

Lifestyle was named the Most Exciting Brand of the Year

Tanishq won the Most Sincere Brand Fabindia was named the Most 



EVENT

ColorPlus bagged a Gold under Apparel in Experiential category Fastrack won a Gold under Personal Accessories in Mainstream Media category

Harley-Davidson bagged a Gold under Automotive (Two-wheelers)  
in Social Media category

ITC B Natural won a Gold under Foods & Beverages in Social Media category

Jim Beam bagged a Gold under Alcoholic Drinks in Social Media category Lux was awarded a Gold under Personal Care in Experiential category

Nescafé won a Gold under Consumer Durables in Social Media category Spykar was awarded a Gold under Retail in Social Media category
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EVENT

“To all biryani lovers across the globe, I am biryani. And 
I have been wronged” read MTV India’s quirky petition 
for getting a Biryani emoticon. Riding on the unflinch-
ing love Indians have for Biryani, this latest brand 
campaign was MTV’s shout-out to unify foodies and 
tap into the millennial lingo. 15,000 signatures have 
already poured in to the online petition and one quick 
look at social media mentions of #BiryaniEmoticon 
will tell you why MTV continues to lead the brat pack 
in both storytelling and consumer connect. 

With 700 million viewers across TV and digital in 
2019, MTV has cemented itself today as the universe 
of the young telling stories of modern India, their 
psyche and preferences. Over the last two decades, 
the brand has set benchmarks around youth genre 
viewership by making cults out of its iconic properties 
like Roadies, Splitsvilla, Unplugged, amongst others. 
Steering clear of stereotypes, MTV is a creative pow-
erhouse today, dishing out quirky, edgy and disruptive 
content across genres and formats. 

Moving beyond the norms of a broadcast brand, MTV 
has often extended its might of storytelling to create 
thought-provoking campaigns that make India’s youth 
tick. As a brand that has the capacity to catalyse the 
hearts and minds of today’s youth, MTV has curated 
back to back innovative campaigns this year to spear-
head a change in young mindsets. Based on insights 
derived out of Youth Marketing Forum report, each 
campaign is an inroad into the psyche of the creative 
youth delving on issues that matter. 

Earlier this year, MTV’s election campaign was a call 
out to realise the power of choice. With 45 million* 
young people contributing to India’s electorate, this 
vote bank was integral to General Elections 2019. 
In its campaign ‘Vote Because You Can’, MTV delved 
deep in the lives of young people from Somalia, Iraq, 
Syria, Sudan and North Korea to bring home a strong 
message for Indians to vote because not everyone 
is empowered to do so. Following a poll with 25k+ 
respondents who were unsure about exercising their 
voting right, this campaign stirred a change, fetching 
31 million views across social media and 28 million 
unique consumers. 

However, being India’s No.1 Youth Brand isn’t easy. 
Over 25 million followers across social media, one 
of the highest ever, means trolling isn’t new to MTV. 
In another thought-provoking campaign Trash Talk, 
MTV cleaned 1 kg of plastic off the streets for each 
trashy comment on its social media, turning the digital 
filth into something meaningful. Building up further, 
MTV installed TrashAsura, a 10-ft tall structure in the 
model of modern day ‘Ravana’ to reflect the evil that is 
plastic usage. Beyond the clichés of social messaging, 
this campaign saw MTV use its social media trolls to 
indirectly curb plastic pollution. 

Post ABBY Awards 2019, Viacom18 is now the creative 
company of the year, with seven award-winning cam-
paigns by MTV. Twenty years since its inception, the 
brand continues to believe in the power of content 
that is creative, inspiring and engaging. And if its grasp 
on youth is anything to go by, this wheel of innovation 
isn’t halting anytime soon. 

India’s Buzziest News Brand India TV is again amongst 
the masses with a staggering activation campaign that 
vows to reach every nook and corner of the Hindi 
speaking markets with the message “Ye Hai Aapka 
Mauka, Desh Ke Sabse Popular Kathgare Mein Baithne 
Ka”.

India TV apart from being the true news leader of the 
nation is also the house of country’s longest running 
TV show, Aap Ki Adalat which is hosted by none other 
than India’s most loved News Personality, India TV 
Chairman & Editor-in-Chief Rajat Sharma. The man 
whose inimitable style has ensured that his Adalat’s 
popularity has kept rising over the last 26 years.

This campaign will take brand India TV alongside the 
flagship show ‘Aap Ki Adalat’ to over one thousand 
locations at the sub-district levels across major states 
in the Hindi speaking markets. The initiative will give 
the fans of Rajat Sharma a chance to sit in his famous 
kathgara alongside his life-size cut-out in the setting 
which is the exact replica of the original setting of 
the show.

Alongside the same, the channel’s guiding principle, 
‘More News Less Noise’ that draws inspiration from 
the flagship weekdays bulletin, ‘Aaj Ki Baat – Rajat 
Sharma Ke Saath’ is also reaching the last mile of the 
Hindi speaking markets riding on a girthy OOH cam-
paign covering almost 1500 locations.

These campaigns are to ensure that the TG is remind-
ed of channel’s differentiators and reassure them with 
the wholesomeness of India TV as a top news medium 
in the country.

India TV has been at the forefront of using different 
mediums at different times to keep interacting with 
its audience. Tent-pole Events, Digital initiatives and 
Contests & Interactivity have been at the forefront of 
building frequencies to that effect.

Recent efforts like the TV ka Dum, a full day conclave 
dedicated to the TV as a medium, Vande Mataram, an 
Anti-terrorism conclave, Chunav Manch, the foremost 
electoral debate platform, the larger-than-life PM 
Modi interview have been creating ripples, the ripples 
those fuel the discerning audiences with exclusive 
content.

Other initiatives include the unique contests on the 
counting days, engaging the audiences for the long-
est duration on the channel. India TV now also has a 
complete metro station at Noida, the city it operates 
from, in its name with the sense of owning up all that 
matters to the immediate community.

India TV’s YouTube channel stands testimony to the 
fact that the channel creates phenomenal traction 
across demographics. The channel is also the proud 
recipient of coveted Gold & Diamond play buttons by 
YouTube. With a whopping 16 million subscribers on 
YouTube, the channel has viewers across the globe 
and is a big hit with the Indian diaspora.

TLC is an in-home getaway for aspirational viewers 
who want to experience the best the world has to 
offer. Providing an extensive mix of programming 
on travel, cuisine, makeover, fashion, relationships, 
design and music, it encourages viewers to make 
the most of their time and live the most rewarding 
and exciting lives. Travel experts share insiders’ 
secrets of the world’s most fascinating destinations; 
celebrated chefs and restaurateurs prepare delec-
table cuisines; lifestyle personalities reveal their 
techniques for making body, hair, homes and lives 
more attractive and wandering cameras uncover the 
coveted lives of the rich and famous. 

MEET THE SPONSORS



ADVERTISING

Through the years, the ideal 
man has looked different in 
every decade of advertising. 

Raymond sold us the ‘complete 
man’, Jackie Shroff and Akshay 
Kumar smouldered in cigarette ads 
(hairy chests, et al) and Imran Khan’s 
Thums Up ads were unmissable.

This decade’s ‘ideal’ man is one 
who’s well groomed, has a well-
maintained physique and no body 
hair. Veet’s latest ad film for its newly 
launched men’s hair removal product 
features brand ambassador Kartik 
Aaryan playing the role of Harry, 
who comes from a hairy family. 
Aaryan looks visibly disconcerted 
with his body hair and Veet positions 
its product as the solution to that.

EXPERTS SPEAK
Tathagata Chatterjee, VP and 

strategic planning director at GTB 
India, observes, “Metrosexuality is a 
trend that has become mainstream in 
India — straight, sensitive and well-
educated urbanite in touch with his 
feminine self. He goes for a weekly 
mani-pedi and facial, and visits a 
stylist rather than a barber. The 
concept of pampering oneself is an 
“in” thing — and it cuts across both 
genders. Therefore, the conventional 
definition of masculinity — 
associated with unkempt hair and 
dishevelled, carefully careless looks 
— is passé. This new trend could also 
be fuelled by male grooming content 
overflowing in men’s magazines, 
websites and Instagram pages.”

“There are two practical reasons 
why men want to remove body hair. 
First, physical exhaustion — this 
includes daily travel plus physically 
exhausting activities that result in 
body odour. Next, a sizeable portion 
of today’s young men are fitness 

fanatics and body hair prevents them 
from showing their six pack abs and 
well sculpted chests. Veet offers a 
painless functional solution.” 

Chatterjee referenced yesteryear 
actors like Anil Kapoor and Akshay 
Kumar, who used to bear their 
chest hair with pride in movies; and 
ultimately became the subject of 
satirical memes in today’s digital age. 
“In Veet’s case, the space between a 
style statement and a heightened sense 

of appreciation is where the sweet spot 
lies, and translates into the line: Find 
your sexy.” Chatterjee liked the film’s 
visual treatment, but he feels it could 
have been more racy and exciting.

On the subject of facial hair, he 
points out that facial hair has no 
societal barriers as it’s always been 
a part of culture, religion, and a 
form of expression. “They are also 
considered cool when sported by 
influencers. There are multiple 
brands of face wash, beard waxes 

available and people continuously 
clean their mouths and faces after 
eating so maintaining a beard of 
normal length is not a problem.” 

He opines that Veet has taken a 
bold move, to lead the category and 
spark conversations; allowing them 
to talk about the issue in a ‘problem-
solution’ perspective. “Coming to 
the film, Kartik Aaryan is a good 
fit with today’s idea of a cool dude. 
His personality is something straight 
out of the pages of male-oriented 

magazines, Instagram pages and 
websites,” he concludes.

Hari Krishnan, executive director, 
TBWA\India, says, “With style icons 
such as Virat Kohli leading sports, 
Ranvir Singh heating up films, Arijit 
and Badshah rocking the music 
scene, what else does one expect 
in male aesthetics and grooming? 
Beards are here to stay. This year, 
for the first time in several decades, 
Gillette has taken a write-down of 
$8 billion. People are shaving less 
frequently and cultural movements 
like ‘No Shave November’ are 

influencing trends 
in a significant 
way. It’s not that 
facial hair, per se, 
is unacceptable. 
Men, however, 
aspire to have well-
groomed beards. 
Scruffy, unkempt 
beards and 
stubbles are still 
uncool. It is not 
that having hair is 

attractive. Well-groomed beards help 
sculpt and shape faces; shaven chests 
help accentuate six packs. What we 
are dealing with is a trend called 
‘Manscaping’ — the removal or 
trimming of hair on a man’s body 
for cosmetic purposes. So, well-
manicured beards are acceptable 
and so are clean chests. The rise of 
serious fitness and gymming adds to 
this trend.” Krishnan calls the ad ‘old 
wine in a new bottle’. The ad itself is 
a regular one, and using comparative 
techniques is not new, but makes the 
point effectively. n 

(Views expressed by Chatterjee 
are personal and do not reflect the 

views of GTB India.)
aishwarya.ramesh@afaqs.com

VEET

This decade’s ‘ideal’ man is one who’s  
well groomed, has a well-maintained  

physique and no body hair. 

No Hairy 
Situation
New packaging, new brand ambassador 
and new TG. No more sticky or ‘Harry’ 
situations with this new version of Veet  
for men. 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

MANFORCE
Titled ‘Shut The Phone Up 3’, the ad shows 
you how filming your intimate moments with 
your partner can cause future complications.
Creative agency: ADK Fortune 
Communications 

APL APOLLO
The most important things in our daily 
lives often go unnoticed. This ad puts APL 
Apollo steel pipes in the same bracket.
Creative agency: Crayons Advertising 

MAKEMYTRIP
This time around, actors Ranveer Singh and 
Alia Bhatt are seen promoting MMT’s diverse 
destination stays for travellers.
Creative agency: MagicCircle 
Communications 

JOY
The ad film presents actress Kriti Sanon 
ditching the conventional beauty care 
advertisements for a better, more realistic 
one.

FLIPKART FASHION 
Actress Alia Bhatt flaunts the diverse 
fashion choices available on Flipkart’s 
Fashion category.
Creative agency: Lowe Lintas and 
Dentsu Webchutney 

UNACADEMY
Your daily routines shouldn’t hinder your 
education. Unacademy presents its latest 
film ‘Let’s Crack It’, making education 
easily accessible. 

RAYMOND
It takes someone special to do 
something special. The ad film promotes 
#RaymondCeremonial collection designed 
for special occasions.
Creative agency: Grey Group India 

RELIANCE DIGITAL
In a festive ambience, this ad film urges the 
viewers to make real life connections with 
the surroundings. 

CADBURY
What happens when your family forgets 
to wish you on Diwali? Well, actually, they 
don’t. They’ll just show up at your door. 

INDIAN TERRAIN
In a bid to spark celebrations for 
International Men’s Day, the ad film 
showcases multiple men sharing their 
stories.
Creative agency: Brave New World 

FULLERTON
#RishtaSammanKa is a campaign driven by 
the narrative of mutual respect, showcasing 
multiple characters with different dreams. 

MARUTI SUZUKI
Maruti Suzuki positions its cars as gifts for 
festivals in this ad film. 
Creative agency: Dentsu Impact

WHIRLPOOL
Titled ‘Every day, care’, this TVC points out 
moments of care within our daily lives. 

ACC 
Shunning stereotypes around women, the 
ad film presents a female boxer enthusiast. 

NEXUS MALLS
Real happiness is when you celebrate 
festivals with your family. That’s what 
‘Happyness Wali Diwali’ is all about. 
Creative agency: Ogilvy Mumbai

IKEA
How discomforting can a night’s 
sleep be sometimes, right? Well, 
IKEA, in this ad film titled ‘Let’s 
celebrate sleep’, aims to ease that 
distress for you. 
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JOBSWITCH

Post: Senior Copywriter 
Company: Centum Advertising & 
Marketing Pvt Ltd 
Profile: Past work experience with 
government clients and brands  
at a reputed advertising agency. 
Excellent command and writing 
skills in English and Hindi. A 
copywriter who can think visually. 
Experience: 5 to 6 years 
Location: New Delhi
Email: hr@centumad.com 
.............................................................

Post: Graphic Designer 
Company: STIR 
Profile: We are looking to hire 
a graphic designer with loads of 
creative flair, and an eye for detail. 
While here, you will have the 
chance to work on projects for 
leading global brands. The roster 
of opportunities extends across 
domains, ranging from advertising 
and digital to films and events. 
Experience 0 to 2 years 
Location: Bangalore 
Email: prakash@stironline.com  
.............................................................

Post: Junior Visualiser 
Company: Think out of the box 
Advertising & Communication 
Services 
Profile: Must understand the usage 
of design softwares like Adobe 
Illustrator, Adobe Photoshop, 
CorelDRAW. The candidate with 
3D designing (CAD & 3D Max) 
experience will be given preference. 
Should be a pass out from a 
renowned art school. Must be 
capable enough of thinking creatively 
and put across ideas effortlessly. 
Experience: 5 to 10 years 
Location: Mumbai
Email: amruta@thinkoutofthebox.in; 
anchit@thinkoutofthebox.in
.............................................................

Post: Group Head - Copy 
Company: Quotient 
Communications Pvt Ltd 
Profile: Simply put - thinking up 
great ideas and bringing them to  
life with the power of language.  
To give you a slightly more specific 
idea, there will be campaigns to 
conceptualise, headlines to be 
written, body copy to be crafted and 

presentations to be created. All with 
that unique touch that makes the 
good, great. 
Experience: 4 to 8 years 
Location: Mumbai
Email: team@quotientcomm.com 
.............................................................

Post: Key Account Manager 
Company: Vritti Solutions Ltd 
Profile: The individual will be 
responsible for sales & marketing, 
media planning & management, 
key account management/client 
servicing, business development, 
team management, MIS/reports/
operations. 
Experience: 3 to 5 years 
Location: Chandigarh
Email: seema.shedge@vritti.co.in
.............................................................

Post: Social Media Manager 
Company: Prawal Media Pvt Ltd  
Profile: Collaborate and maintain 
close relationships with cross-
functional teams to maximise 
the impact of social media 
efforts by ensuring alignment in 
communications across channels. 
Analyse and report social channel 
and activation performance to 
quantify the effectiveness of 
campaigns and drive scalable 
learnings. 
Experience: 2 to 4 years
Location: Hyderabad
Email: info@bigbears.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: Content Writer 
Company: Paradigm Plus Marketing 

Communications Pvt Ltd   
Profile: Experience in writing 
long copy posts, blogs, articles, 
whitepapers. English should be 
impeccable - both written and 
verbal. Should be able to do 
thorough research on subjects  
given to them. Technical 
background is preferable. 
Experience: 3 to 4 years 
Location: Bangalore
Email: jobs@paradigmplus.in
.............................................................

Post: Client Servicing Executive
Company: Thoughtrains Design  
Pvt Ltd 
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: Visualiser 
Company: Greysell Marketing 
Promotions Pvt Ltd 
Profile: Understand creative briefs 
and conceptualise design and 
campaign ideas. Work closely with 
the client and handling team to 
achieve brand goals on time.  
Manage tasks and projects 
responsibly to ensure on-time 
deliveries. Knowledge about 
typography design and layouts, 
colour theory and rules.  
Good knowledge in Photoshop,  
Illustrator. 
Experience: 2 to 3 years 
Location: Mumbai
Email: hr@greysell.in 
.............................................................

Post: Digital Marketing Business 
Development Executive 
Company: India News 
Communications Ltd 
Profile: Have a proven track record 
of selling digital services to leading 
brands and corporate organisations. 
Have a strong network of contacts, 

which you will use to develop new 
business. Have a great understanding 
of digital services and how they  
can benefit clients. Be experienced  
in all stages of the process, from  
lead generation to conversion. 
Experience: 2 to 4 years 
Location: Noida
Email: info@inclgroup.com 
.............................................................

Post: Admin, HR, Executive 
Assistant 
Company: The Think Tank 
Entertainment 
Profile: Maintaining employee 
records (soft and hard copies). 
Updating HR databases (for 
example: new hires, separations, 
vacation and sick leaves). Assisting 
in payroll preparation by providing 
relevant data, like absences, 
bonus and leaves. Answering 
incoming calls; taking messages 
and re-directing calls as required. 
Dealing with email enquiries, taking 
minutes, general office management 
such as ordering stationery, possibly 
maintaining the company social 
media accounts. 
Experience: 2 to 4 years 
Location: Mumbai
Email: hr@ttte.agency 

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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PEOPLE
A round up of some major people 

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

Quora
Quora has appointed Gurmit Singh as GM, India. He will oversee 
Quora’s revenue growth in the country. Singh was previously the VP 
& MD of Yahoo! India. He will report to Arnie Gullov-Singh, Quora’s 
chief revenue officer. Quora is the leading global knowledge sharing 
platform, and India is one of its strongest market, with over 70 million 
monthly unique visitors in English. It is also available in Hindi, Bengali, 
Marathi and Tamil, and will soon be available in Gujarati, Kannada, 
Malayalam and Telugu. 

DIGITAL

Zee
Subhash Chandra has resigned 
from his post of ZEEL chairman. 
In a board meeting recently, 
he expressed his intent to step 
aside as the chairman of the 
company, which he founded 
in 1992. The resignation 
was accepted. Chandra also 
expressed his desire to step 
aside as a board member. 
However, he may continue as 
a board member and ‘mentor’ 
to the executive management 
and the MD and CEO. The 
board also reconstituted itself 
and appointed three new 
independent directors in lieu 
of two independent and one 
nominee director of Essel 
Group, namely Niharika 
Vora, Sunil Sharma and 
Subodh Kumar, respectively. 
The reconstituted board now 
includes six independent 
directors and two members 
from the Essel Group. 

Network18
Network18 has announced key 
elevations in the leadership 
team of News18.com, its 
breaking news platform. Azim 
Lalani has now been elevated 
to COO – Brand Solutions & 
Convergence, whereas Mitul 
Sangani will take up the role of 
COO – General News. Earlier, 
Lalani was business head – 
English News Cluster, while  
Sangani was business head – 
News18 Indian Languages.  

Firework India 
Silicon Valley-based short 
video platform Firework has 
announced the expansion of 
its India Leadership with three 
key positions – Joyce Andrade, 
head of operations; Sudarshan 
Kadam, head of business 

development; and Sunder 
Venketraman, head of content 
monetisation and revenue. 
They have joined the Firework 
India Leadership Team to 
strengthen and grow the India 
business. Andrade is head of 
operations, India. With over 
a decade of experience in the 
video OTT space in India, she 
will be responsible for setting 
up operations across product, 
content, talent management 
and talent success. Previously, 
Andrade was the head of 
operations at ALTBalaji and 
instrumental in launching 
the platform in 2017. She 
led teams across engineering, 
product, operations and account 
management to ensure business 
delivery. She has also worked 
with Star India, Ditto TV (Zee 
Entertainment) and Spuul.

BBC Studios 
Jon Penn, executive VP of BBC 
Studios Asia Pacific (APAC), 
has announced the appointment 
of two GMs to lead the BBC 
Studios teams in Australia & 
New Zealand (ANZ), and 
South & South East Asia (S&SE 
Asia). Ryan Shiotani, currently 
Acting SVP, Branded Services, 
Asia, has been promoted to 
the role of SVP & GM, South 
& South East Asia, based in 
Singapore, and leading the 
branded services, marketing, 
creative, content and affiliate 
sales teams in South East Asia 
and India. Fiona Lang, currently 
COO for ANZ, has been 
promoted to the new role of 
GM, Australia & New Zealand, 
leading the Sydney-based 
branded services (including 
marketing, advertising and 
creative), commercial and 
content sales teams. 

MEDIA

LG India
Amit Gujral, CMO, LG India, has 
stepped down from his role. However, 
not much is known about his next 
move yet. Gujral started his career 
at LG in 2003. He has around 23 
years of experience in marketing 
(corporate communications, 
marketing communication, ATL/
BTL/ISM/DIGITAL, distribution, 
channel management), indirect sales, 
product planning, contents & services 
partnerships across industry verticals 
& companies and R&D. LG is the 
market leader in refrigerators, washing 
machine and microwave ovens.

BookMyShow
Online movie ticket booking platform 
BookMyShow has appointed 
Harmind Singh as AGM – Creative. 
Earlier, Singh was creative lead – India 
and South Asia at Uber. Before his 
stint at Uber, Singh founded Fejjo 2, 
a Gurgaon-based design agency, and 

also served as creative director – Brand. 
With over a decade in the industry, 
he has worked with organisations 
like The Mindworks Design, Pearl 
Academy and Lopez Design.

Reliance Brands 
Bhavishya Kelappan – brand head 
for Mia by Tanishq, has moved 
on from the company. She had 
worked at the company for over 
two years. Kelappan updated her 
LinkedIn profile to reflect her 
new position. She will be joining 
Reliance Brands as assistant VP – 
Business. Her new role is based out 
of Mumbai and she will be reporting 
directly to the Reliance Brands CEO 
Darshan Mehta. Kelappan began her 
career in 2005, as a client servicing 
manager at Phase One Events and 
Entertainment. She then went on 
to work with SAB Miller, Mahindra 
Retail, Home Centre, and Landmark 
Group. 

MARKETING

ADVERTISING

GREY 
GREY India has appointed Amish 
Sabharwal as executive creative director. 
He will be based in Gurgaon and 
work closely with the chief creative 
officer Sandipan Bhattacharyya. 
Prior to GREY, Amish has had 
noteworthy stints at JWT, McCann 
and Dentsu Impact, where he 
led the launch campaign of one of 
the world’s most iconic brands – IKEA 
in India.

L&K Saatchi & Saatchi
Anil Nair has stepped down from his 
role as CEO and managing partner, L&K 
Saatchi & Saatchi. He will remain with 
L&K S&S as an advisor. He was one of 
the co-founders of Law & Kenneth 
and took over as CEO and managing 
partner of L&K S&S in 2014. An avid 
biker, Nair will pursue his dream and 
passion of riding and building the biking 
community in India. Paritosh Srivastava, 
currently COO, Publicis Ambience and 
Publicis Beehive, will take the reins of 
L&K Saatchi & Saatchi as MD, with 
effect from January 2, 2020. 

OMD India
OMD has further strengthened 
its leadership across India, having 
appointed dedicated leads for the 
agency’s operations in Bengaluru and 
Chennai, while also strengthening its 

digital leadership in Mumbai. The 
promotions of Bhavna Sharma (head of 
OMD Bengaluru) and Uma Santhanam 
(head of OMD Chennai), as well 
Nikshit Shetty (digital head at OMD 
Mumbai) follow the recent elevation of 
Sam Thomas to digital lead for India. 
They join Sulina Menon (chief client 
officer) and Lalit Agrawal (head of 
OMD India – West) on the agency’s 
executive leadership team, reporting to 
CEO Priti Murthy.

Magnon TBWA 
Magnon\TBWA has appointed Rohan 
Hukeri as business head – Mumbai. 
Hukeri has over a decade of experience 
in the digital agency arena, having served 
organisations like Dentsu WATConsult, 
FCB Ulka, Wunderman and WYP 
Brand Solutions. He has led digital 
and social as well as ATL and BTL 
mandates for many brands, including 
Arrow, Dailyhunt, Tanishq, Kellogg’s, 
HSBC, Pringles, Bose, Jaguar, Land 
Rover to name a few.

Kinnect Bangalore
Kinnect has ventured into the growing 
Bangalore market with Kinnect 
Bangalore. Paul Dueman will lead the 
business in the region. He is an early 
adopter of digital, with over 22 years 
of experience with eBay India, Dabur, 
Reliance Communications, etc. 
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3495/-(inclusive taxes).

2016/-(inclusive taxes).
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