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Everyone knows that millions of Mumbaikars choose 
Mumbai Mirror, every morning. After all, because of our
incisive journalism and widespread coverage of all topics
related to the Maximum City, it’s a rather obvious choice.
Even your media planner knows that. Hopefully. 

TTTTTTTTTHHHHHHHHTTTTTTTTTTTTTTTT IIIIIIIIHHHHHHHHHHHHH NNNNNNNNNIIIIIIIIIII KKKKKKKNNNNNNNNN MMMMMMMMUUUUUUUUUMMMMMMUUUUUUUUUU BBBBBBBBAAAAAAAMMMMMM IIIIII???????
TTTTTTTTTHHHHHHHHTTTTTTTTT IIIIIIIHHHHHHHHHH NNNNNNNNIIIIIIIIIIII KKKKKKKKKNNNNNNN MMMMMMMUUUUUUUUUUMMMMMMMMUUUUUU BBBBBBBAAAAAAAAABBBBB IIIIIII MMMMMMMIIIIIIIIIMMMMMMMM RRRRRRRRIIIIIIIIIIII RRRRRRRRRRRRRRRRR OOOOOOOORRRRRRRROOOOOOOOOOOO ...
THINK MUMBAI?
THINK MUMBAI MIRROR.

“LET’S NOT
REACH
OUT TO
6 LAKH
MUMBAI
HOMES.”

SAID NO
MEDIA
PLANNER
EVER.

Source: RNI 2012

If your brand is raring to make an impact in Mumbai, mail us at gunjan.karkera@timesgroup.com
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Before joining Viacom18, little over four years back, bossman Sudhanshu Vats was 
responsible for Unilever’s laundry business in the South Asia region. Over his 

decade-long career as a brand marketer – during which time he worked on brands across 
categories, from tea to soaps and detergents – he oversaw the creation of over 200 ads.

For him, surprisingly, the transition from marketing tangible products to pushing 
intangible content, was not drastic. Both jobs involve identifying consumer needs and 
catering to them with relevant products, is his simple explanation.

At present, Vats has identified the burning need for regional language content on Indian 
television and is going after the same, all guns blazing. Viacom18 is investing aggressively 
in this space, as are rival networks Zee and Star, and other regional players, particularly 
those present in the South. Vats expects to recover his cumulative investment in the regional 
space, in a couple of years.

“We have always played to win. We will extend our presence in more geographies, 
deepen and widen our footprint, and not restrict ourselves to general entertainment 
channels,” promises a confident Vats, who believes the consumption of regional media will 
increase as the “heartland of India prospers.”

That’s not all. Though the determinants of the popularity of regional content are several, 
Vats highlights an interesting yet starkly simple one: “Someone who communicates in 
English or Hindi can be a regional viewer too.” In fact, he foresees a lot of regional content 
being adapted for the Hindi-speaking audience.

On the advertiser’s end as well, Vats predicts a marked increase in spends, in the days 
ahead. The rate of “advertising growth” in the regional space is higher than that in the 
national and Hindi space, he tells us. At Viacom18 too, it’s the same story – the growth in 
advertising is substantially higher for regional content than the rest.
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advertising
TATA SKY

The monotony of routine life 
can only be overcome through 
some form of entertainment, 

and being glued to the idiot box 
in our homes, is one of the most 
common, as well popular modes of 
getting entertained. Often, television 
viewing takes up a large amount of 
time of our daily schedule even as 
family members keep squabbling 
over the coveted TV remote.

Taking a cue from this insight, 
Tata Sky, the direct-to-home (DTH) 
television services provider joined 
hands with Ogilvy & Mather, along 
with Hindi film actor and superstar 
Amitabh Bachchan, to create a never-
seen-before TV campaign titled 
#FamilyJingalala.

Produced by the production 
house Rising Sun and directed by 
ace film director, Shoojit Sircar, the 
two-minute long film tells the story 
of a family where each member has 
entirely different entertainment and 
content tastes, needs, and preferences. 
The campaign aims to target 85 per 
cent of the country’s population that 
lives outside the metros.

In the film, Bachchan dons seven 
Bohemian, puppet-inspired avatars, 
those of the showman and narrator 

Rapper Thakur, the head of the 
Thakur clan, Thakur’s wife, son, 
daughter-in-law, and two grandsons. 
Through the course of the film, 
Bachchan reveals through the rap ‘Yo 
Se, Yo Se’, how all their needs can be 
met by subscribing to Tata Sky (by 
giving a missed call on 88911-88911), 
which is the best DTH connection 
for a varied range of entertainment 
via different brand offerings.

Commenting on the initiative, 
Malay Dikshit, chief communications 
officer, Tata Sky, says, “People really 
want good entertainment in their 
house. Television forms the most 
important source of entertainment 
for the entire family. But, they have 

got used to the stale and inferior 
entertainment on offer as it is cheap 
or free.”

Elaborating, he says, “The idea 
is to show what a wide world of 
entertainment and good quality 
service awaits them if they subscribe to 
Tata Sky. Ogilvy & Mather presented 
us with a heartwarming story of a 
family of seven puppets, each in love 
with his/her respective TV show. 
There could have been nobody better 
than (Amitabh) Bachchan to bring 
this vision to life,” he adds.

Sukesh Kumar Nayak, executive 
creative director, Ogilvy & Mather, 
shares, “There is no other entertainer 
like Bachchan. And, when there 

are seven Bachchans in never-
seen-before roles telling you a very 
entertaining story, then it is very 
tough to miss the point that nothing 
entertains better than Tata Sky.”

Nayak adds that even someone of 
Bachchan’s stature was comfortable 
about stepping into the role offered 
to him, and seemed happy and 
enthused about it.

The high-decibel TVC will be 
supported by an integrated marketing 
campaign including outdoor and 
cinema halls. Tata Sky also has plans 
to rollout five regional language 
versions of the campaign in Marathi, 
Bengali, Kannada, Telugu, and Tamil 
by October 4, 2016.

When asked about why all the 
puppets of the Thakur clan resemble 
Bachchan in their individual roles, 
Nayak attributes it to be a part of 
the creative execution. Also, the ad 
film does not intend to introduce a 
new tagline such as#FamilyJingalala. 
Nayak proffers that the existing 
tagline will continue and there will 
be no change.

BUZZ METER
We spoke to some experts to find 

out if the ad holds enough buzz. 
According to Deepak Singh, chief 
creative officer, The Social Street, 
this is a bold step where Tata Sky 
has taken a very different stance and 

Bachchan’s presence will anyway add 
to the buzz. He gives a thumbs-up to 
the fact that the ad is a refreshingly 
clutter-breaker one as it does not talk 
about technology which is what most 
ads in this category talk about.

“Yo Se Yo Se is still playing in 
my head while I am writing this,” 
he adds.

Muddassar Memon, associate 
vice-president — creative and social, 
iProspect India, is of the view that the 
#Jingalala series resonates extremely 
well with its audiences, and will help 
the brand increase its appeal with 
the rural customer base. “The rapper 
persona is a new layer to Bachchan’s 
advertising personality and what’s 
great in this ad is that he doesn’t 
overshadow the brand message,” says 
Memon.

When asked about his take on 
the effort, Rajiv Dingra, founder 
and chief executive officer (CEO), 
WATConsult, opines, “It seems like 
an effort to reach the Tier 2 and Tier 
3 towns and villages, and clearly the 
music and the use of puppets are 
all geared for that target audience. 
Bachchan has reach and recall value 
in the hinterland of India, and hence, 
the selection.”

On the other hand, Dingra feels 
that the song is not catchy when 
one hears it for the first time, and 
that will be a challenge for the brand 
even though the rap is an Indianised 
version with almost a Rajasthani feel 
to it with all lyrics being in that zone 
as well. n

aditi.srivastava@afaqs.com

“There could have 
been nobody better 

than (Amitabh) 
Bachchan to bring 
this vision to life.” 

MALAY DIKSHIT
Tata Sky joined hands with O&M to create 
the TV campaign titled #FamilyJingalala.

Big B turns 
‘Rapper Thakur’
The actor dons seven puppet-inspired avatars, as he 
raps ‘Yo Se, Yo Se’. By Aditi Srivastava
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A tweet by Patanjali’s Baba 
Ramdev went viral on social 
media a couple of days back. 

Written, perhaps, in anticipation 
of the launch of Colgate’s new all-
herbal and indigenous toothpaste 
‘Colgate Cibaca Vedshakti’, it read: 
“Colgate used to warn against Indian 
traditional ways of using salt and 
coal on teeth. But now, it actively 
endorses it”.

Substantiating his tweet was a 
collage of an old Colgate toothpaste 
ad (1985) carrying the above 
‘warning’ against salt and coal, as 
well as new ones in which model 
and actor Lara Dutta can be seen 
endorsing Colgate’s Active Salt and 
Colgate Total Charcoal Deep Clean 
toothpaste brands.

While Patanjali Ayurved’s annual 
revenues of `2,000 (2014-15) crore 
and `5,000 crore (2015-16) are 
numbers that need to be put in 
perspective for a layman, the success 
of its toothpaste brand Dantkanti 
can be gauged by the fact that an 
established brand such as Colgate, 
the market leader in the toothpaste 
segment with over 50 per cent share, 
has stepped up its game, and is in for 
an image overhaul.

It appears as though Colgate 
Palmolive India is feeling the heat 
of the ‘natural’ revolution ushered in 
by Patanjali Ayurved. The personal 
and oral care giant has launched 
a new all-herbal and indigenous 
toothpaste under the Cibaca brand, 
arguably to fend off competition by 
Patanjali Dantkanti. With clove, basil, 
lemon, camphor, Eucalyptus and 
Thymol, the product not only has 
a formulation very Indian, but also 
quite an Indian name — ‘Colgate 
Cibaca Vedshakti’.

Without losing much time, 
Colgate also came up with a print 
ad for Vedshakti which appeared 
in Rajasthan Patrika. The tagline 
was ‘Kudrat Ka Saath, Swastha Aur 
Surakshit Daant’.

The new product is priced at `50 
for a 175 gm pack, almost 30 per 
cent cheaper than Patanjali Dantkanti 
(Regular), which is available in 100 
gm packs of `40, and `75 for the 
200 gm pack — a clear reason for 
Patanjali to be perturbed.

Although such flip-flop in 
strategy on the part of multinational 

companies trying to model their 
offerings based on the preferences 
and cultural sensibilities of different 
markets is not a novel phenomenon, 
Patanjali’s passionate ‘no-fee brand 
ambassador’ Baba Ramdev seems to 
be quite unhappy about it. In fact, 
he is not only calling out ‘bluff’ on 

a personal medium such as Twitter, 
but the brand is also running an ad 
campaign for Dantkanti Advanced 
on television.

The TVC, created by Patanjali’s 
agency Vermillion Communications 
accuses “toothpaste selling 
multinational corporations” of once 
perpetrating fear about natural 
products by dubbing their use as 
harmful and an uncivilised practice. 
The ad appeals to consumers to not 
fall for their gimmicks and “emotional 
blackmailing” in the name of salt, 
tulsi, and charcoal variants, but 

instead, choose Dantkanti Advanced.
The use of red and blue dummy 

packs in the ad is a clear allusion 
to Colgate, as is the mention of 
tulsi (Basil), which is one of the 
ingredients in Colgate Cibaca 
Vedshakti.

Well, this is not the first time 

Colgate has been accused of such 
gimmicks. The brand also drew flak 
on social media when it launched 
Colgate Total Charcoal Deep Clean 
last year with brand ambassador 
(Lara) Dutta. People cited an old 
Colgate TVC in which the brand 
had claimed that charcoal and similar 
abrasive products can damage tooth 
enamel.

While neither the above TVC, 
nor the 1985 print ad that Baba 
Ramdev tweeted are available for 
reference, the generation that grew 
up watching Doordarshan during 
the 1980s will surely remember the 
Colgate ad, in which a woman taunts 
her bodybuilder brother-in-law with 
‘Arre wah Devarji, badan ke liye 
doodh-badaam, aur daaton ke liye 
koyla?’ when he asks her to get some 
almond milk and charcoal (koyla).

According to a report by ICICI 
Securities, Patanjali’s entry has 
disrupted the toothpaste category in 
India, denting Colgate’s market share 
by approximately 150 basis points 
from 57.2 per cent in 2015 to 55.7 
per cent in March 2016. However, a 
second report by Edelweiss Securities 
points out that other herbal player 
Dabur could also have contributed 
to the decline. When Colgate’s 
volume growth had slowed down to 
a low single digit, Dabur’s oral care 
portfolio was clocking double digit 
growth, it said.

The above findings are also 
corroborated by Nielsen’s analysis 
across five prominent personal care 
categories which indicate that the 
natural segment now constitutes 
about a third of total sales, and is 
growing at 2.5 times of non-naturals 
in India. n
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Colgate has stepped up its game and  
is in for an image overhaul.

Baba Ramdev makes a case for his toothpaste brand by taking a dig at Colgate. By Ashee Sharma
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Toothpaste War





With Diwali, India’s biggest 
buying season, around the 
corner, brands are soon 

going to be at their generous best 
with the ‘Dhamaka’ and ‘Bumper’ 
sales, and the media will be 
inundated with ads announcing these 
eagerly-awaited offers. But, for the 
online furniture and home products 
marketplace Pepperfry, the party will 
be slightly different.

While there’s no denying that 
the e-commerce revolution has 
considerably changed the way India 
shops, there are still certain categories 
which need that push to overcome 
psychological barriers that exist while 
shopping online. One such category 
is furniture. And, it is to dispel such 
apprehensions that Pepperfry has 
released a new campaign to inform 
potential customers about its services 
just before the festive season begins.

The campaign is based on insights 
from a Pepperfry-commissioned 
study conducted by Nielsen Market 
Research. The study revealed that 
while buying furniture online, 
customers are worried about three 
aspects — the ambiguity about what 
is seen and ordered and what is 
received, the need for reassurance 
about doorstep delivery and hassle-
free assembly services, and the lack of 
clarity on returns in case something 
goes wrong.

Conceptualised by Law & 
Kenneth Saatchi & Saatchi, the three 
ads address the above issues, one 
at a time. The campaign uses an 

elderly gentleman as the cynic who 
symbolises the old way of buying 
furniture. In contrast, is a young 
couple who is quite comfortable with 
making purchases on Pepperfry.com, 
thanks to its uncomplicated returns 
policy, efficient delivery, and the 
promise of ‘What You See Is What 
You Get’.

The brand’s TG includes young, 
urban Indians in the age group 
25-45 years, who belong to SEC 
A. Elaborating further, Kashyap 
Vadapalli, CMO Pepperfry, says, 
“While these are people who are 
heavy internet users, and are familiar 
with the online mode of shopping, 
many among them are yet to become 
comfortable with buying furniture 
online. Furniture, as a category, 
has high-value, non-branded, and 
non-standardised products. Usually, 
people begin to shop online with 

low-value, branded, and standardised 
products, and then go on to the 
furniture category.”

Vadapalli, however, points out 
that the customers’ doubts are 
justified because unlike a branded 
product, for instance, an iPhone, 
where one knows what to expect, and 
especially, when making a second 
purchase, there’s no consistency 
in this category. Hence, the brand 
thought that it would be beneficial 
to go ahead with a ‘barrier softening’ 
campaign instead of promoting its 
ongoing ‘Mega Diwali Sale’ ahead of 
the buying season.

“Many people are aware of our 

site; we want to make them buyers. 
Consumers will come to know 
of the sale once they land on the 
website, but to get them there, we 
must address these barriers,” shares 
Vadapalli, adding, “The initiatives we 
took on the advertising and branding 
front over the last two years have paid 
off. We are happy with the demand 
and traffic on our portal. Pepperfry 
has also done well in terms of the 
three brand salience parameters that 
include awareness, top-of-mind 
recall, and preference.”

Recently, Pepperfry raised `210 
crore in E Series funding from existing 
investors. The funds will be used to 
expand the brand’s operations to the 
next 500 cities, increase the number 
of experience centres called ‘Studio 
Pepperfry’ from six in the metros to 

around 20 covering all major cities, 
and in automating the supply chain to 
bring more transparency in product 
handling and communication with 
customers.

Vadapalli believes that all this will 
help in converting the visits on the 
website into purchases. “The need,” 
he states, “is to exploit the triggers 
which include occasions/life events, 
value for money, and availability 
options. While online offers better 
value for money and about 10 times 
more choice than offline, the purchase 
barriers, namely, concerns regarding 
quality, returns, and after sales service, 
need to be addressed. And, this is 
what the campaign talks about.”

EXPERT SPEAK
Saurabh Uboweja, CEO and chief 

brand strategist, Brands of Desire, 
finds the execution to be of “high 
quality”, one which delivers the 
message with ease and authenticity.

“The campaign has been designed 
to overcome the nervousness of 
online buyers for something as 
important as furniture, which 
becomes an integral part of his/her 
daily life,” he says.

According to Uboweja, Pepperfry 
is attempting to build the image of 
a reliable furniture vendor. “It is a 
sound and logical consumer insight to 
work upon. The younger generation 
is certainly more comfortable taking 
risks. We are in the middle of a change 
in buying patterns across categories 
and industries. While an elderly man 
is the protagonist, the brand has 
treated him with respect and shown 
him as someone who is willing to 
change his perception,” he notes. n

ashee.sharma@afaqs.com 
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Dismantling Barriers
PEPPERFRY

What makes people buy - and not buy - furniture from a dot com? Pepperfry’s new campaign was born after the 
team analysed both, the purchase barriers and triggers. By Ashee Sharma

Recently, Pepperfry raised `210 crore in  
E Series funding from existing investors. 
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“Furniture, as a 
category, has high-

value, non-branded, 
and non-standardised 

products.” 
KASHYAP VADAPALLI
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Skill Upgradation
COCA-COLA

With over 12 million outlets, 
India’s retail sector, worth 
$500 billion, and growing 

at 15 per cent every year, plays a 
crucial role in the nation’s growth 
story. A major constituent of this 
burgeoning sector is the chain 
of ‘kirana’ shops (your friendly 
neighbourhood small grocery stores), 
which contributes almost 90 per cent 
to the retail sector. These players 
cater to the majority of the Indian 
population, and more importantly, 
are the primary channels for the sale 
of the popular beverage Coca-Cola.

Recognising the need to build the 
capacity of ‘kirana’ retail owners in the 
country, the Coca-Cola University 
(CCU) launched a nation-wide 
programme called ‘Parivartan’. The 
programme aims to spread knowledge 
of best practices and equip traditional 
retailers with the right skills, tools, 

and techniques necessary to make 
their business more profitable, as well 
as build business skills in the four 
key areas of shop management, stock 
management, customer management, 
and finance management.

An extensive research was 
conducted to understand the 
developmental needs of such retailers, 
the findings of which were translated 
into the programme content. To 
ensure that Parivartan is accessible 
to the remotest retailer, including 
those based in rural India, CCU was 
introduced on wheels — a mobile 
training unit armed with state-of-
the-art equipment. The three-hour 
programme is delivered in vernacular 

languages with practical anecdotes 
for impactful communication.

The CCU has also announced 
that it will train 3,50,000 people by 
December 2017 in the areas of grocery 
and convenience store retailing, and 
in food services. The training module 
will be a mix of classroom training 
and in the CCU bus called ‘Coca-
Cola University on Wheels’.

While the CCU has been training 
‘kirana’ retailers under its Parivartan 
programme for the past eight years, 
the module on quality and food 
services is being launched this year. 
Titled ‘Parivartan E&D’, the training 
module has been designed by the 
CCU based on two key insights 
as the most important parameters 
while choosing an eating-out option 
by customers who are on-the-go. 
These are lack of hygiene, and the 
importance of good customer service.

Announcing this at the India 
Retail Forum 2016, held recently 
in Mumbai, Sameer Wadhawan, 
vice-president, HR and Services, 
Coca-Cola India and South West 
Asia, says, “The Coca-Cola system in 
India has already taken several steps 
towards skill enhancement, both in 
the social, as well as sporting arenas. 
Other than through Parivartan, we 
are also partners in programmes such 
as training People with Disabilities 
(PwDs), and farmers in sustainable 
and efficient agriculture practices. 
We share India’s urgency on skill 
training and want to do more than 
our fair share towards this goal.” n
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The beverage brand launches a retailer capability development initiative titled ‘Parivartan’. By Sunit Roy

When was the Parivartan cam-
paign launched and what was 
the kind of pre-launch market 
research/consumer research 
that was done? What made 
Coca-Cola come up with this 
kind of campaign?

Launched in 2007, Parivartan 
equips ‘mom-and-pop’ shop 
owners in Tier 2 and 3 towns 
across India with the skills, 
tools, and techniques required to 
succeed in India’s evolving retail 
landscape. The course content of 
this training programme includes 
the four components of retailing 
strategy: customer, retail store, 
stock at shelf, and finance. Apart 
from classroom training, this 
training module is also delivered 
through a customised learning 
bus, ‘Coca-Cola University on 
Wheels’, which travels through 
the remote areas where classroom 
facilities are not available.

What gave your team the con-
fidence to educate small-town 
retailers? How are these deci-
sions taken?

There are around eight million 
FMCG retail outlets in the 
country, of which ‘kirana’ stores 
account for over 90 per cent of the 
`7,40,000 crore retail business in 
India. These small retail outlets 
constitute 49 per cent of Coca-
Cola product sale. We perceived 
an opportunity here that led 
towards the idea of Parivartan. An 
extensive research was undertaken 
to know the developmental needs 
of these retailers. The Parivartan 
initiative was based upon the 
findings and built upon the four 
pillars of retailing strategy. The 
initiative also contributes to the 
government’s vision of Skill India.

Please share the demograph-
ics and psychographics of the 
areas where this campaign was 
carried out. 

The initiative has been 

implemented across India 
covering semi-urban, rural, 
and urban locations around 
places such as Agra, Ludhiana, 
Chandigarh, Amritsar, Gorakhpur, 
Lucknow, Bareilly, Haldwani, 
Bilaspur, Kolkata, Faizabad, and 
Rajamundry. The CCU has also 
reached out to towns such as 
Hoshiarpur, Mukeria, Nakodar, 
Phagwara, Nawanshahar, 
Malerkotla, Barnala, Khanna, 
Moga, and Jalandhar. Each 
training session lasts for three 
hours. Around 20 retailers at a 
time (typically small - 300 sq ft 
‘kirana’ shop owners) are trained 
with the help of plasma TVs, 
laptops, and LCD projectors. The 
training is offered in six regional 
languages through trainers 
certified by the CCU. It has 
trained several housewives who 
wish to earn money by opening 
small retail outlets, as well as small 
‘kirana’ owners. The programme 
has achieved a milestone of 
training 15,000 women retailers 
and covered more than 3,00,000 
retail stores till date.

Equipping mom-and-pop stores
We spoke to Wadhawan about the Parivartan initiative.  
Edited excerpts. 

“The programme has 
achieved a milestone 

of training 15,000 
women retailers and 
covered more than 

3,00,000 retail stores.”
SAMEER WADHAWAN

Coca-Cola University says it will train 
350,000 people by 2017.



marketing

Regaining Momentum
INTERVIEW

Nestle India recently 
launched some new 
flavours and varieties of 

Maggi Noodles, to make a huge 
comeback in the ‘instant noodles’ 
category. With the great promise of 
hot and spicy flavours, the brand 
targets the youth and young adults, 
especially the millennials.

In an exclusive interview with 
afaqs!, Maarten Geraets, general 
manager, food, Nestle India, talks 
about the brand’s strategy and the 
newly launched HotHeads range. 
Edited excerpts...

Why did you decide to launch the 
new range HotHeads and what 
prompted the decision? What 
need gap does it fill? And, what 
are you hoping it will do for 
brand Maggi?

Brand Maggi has a consumer 
base that is spread across all age 
groups and the youth today are brand 
loyalists having grown up on Maggi 
Masala Noodles. While they love 
their ‘Meri Masala Maggi’, they also 
seek new taste experiences where 
‘spicy’ and ‘aspirational flavours’ are 
stated needs from the category.

Was it born out of formal consum-
er research? What insights is it 
rooted in? Sure, the Indian palate 
is accustomed to spicy flavours, 
but what else gave you the confi-
dence to go ahead with this move?

India’s love for spicy food is well-
known, with different pockets of 
the country especially responding 
favourably to the concept. While 
we test our concepts and products 
with relevant consumers across the 
country, the overwhelming response 
to Maggi’s return to shelves and 
our over 30 years of experience in 
building the noodles category in 
India also gave us the confidence to 
launch these within seven months of 
making a come-back.

But, why now? What is it about 
the current market conditions 
that make it the right time to 
experiment with this offering? 
What makes you confident that 
the market is ready for it?

Indians, especially the millennials, 

with travel and out-of-home 
consumption, are exposed to many 
different sensory experiences which 
brands and categories need to keep up 
with in terms of their expectations. 
The youth and young adults are 
waiting to lap up new and relevant 
options from their favourite noodles 
brand which makes anytime, a good 
time to launch.

The move is believed to be, in 
part, reactive to competitive 
forces (Ching’s, especially) out 
there. To what extent is it reac-

tive? To rephrase, is there merit 
in the analysis that while regu-
lar Maggi is more of a quick 
hunger fix (snack), HotHeads 
is the brand’s way of targetting 
the lover of ‘Indian Chinese’ or 
‘Chindian’ food (meal)?

We hope to provide new culinary 
experiences. Each variant under 
Maggi HotHeads has a specific 
ingredient story in it. For instance, 

the Peri Peri flavour has the spiciness 
from Red Chillies, while Barbeque 
Pepper has a smoky spicy black 
pepper taste and Green Chilli gets its 
level of spiciness from green chillies, 
and in fact, makes a great base for 
adding veggies and meat to make a 
delicious meal.

How did you zero in on the four 
flavours? How are these decisions 
taken? What’s the process like?

We develop a concept at 
the beginning of new product 
development based on food trends, 

consumer interactions, and strategic 
imperatives, before we brief our 
trained chefs at either the factory 
and/or the R&D Centre at Manesar, 
which is part of Nestle’s global 
R&D network. The chefs develop 
several product prototypes which 
we evaluate internally and test with 
consumers and sensory experts 
before rolling out to the market. 
That said, India is a huge country 

and we are keen to see which variant 
works best in which region.

What is the marketing budget for 
this new range?

We adopted a unique approach to 
marketing which was heavily digital-
led where we created specific content 
with the ‘unboxing’ concept apart 
from TV and radio. We have also 
covered hoardings in malls, colleges, 
and bus queue shelters where the 
youth hang out. So, while it is a 
typical marketing budget for a large 
new product launch, the levers 
engaged are quite different from a 
classical Maggi launch.

Which geographies are you 
expecting maximum trials in?

Indians, everywhere, love spicy 
food, albeit at varying degrees of 
spice. Each variant comes at different 
levels of spice which are represented 
on our Chilli meter. While Andhra 
Pradesh may relish a ‘Very Hot’ 
‘Chilli Chicken’, youngsters from 
Mumbai and Delhi may go for ‘Peri 
Peri’ and ‘Barbeque Pepper’, and 
those in Kolkata may prefer a helping 
of their loved and preferred ‘Green 
Chilli’. n

sunit.roy@afaqs.com

Maarten Geraets, general manager, food, Nestle 
India, talks about the recently launched range, 
HotHeads. By Sunit Roy 

“The overwhelming response to 
Maggi’s return to shelves... gave us 

the confidence.”

“We hope to provide 
new culinary 

experiences. Each 
variant under Maggi 

HotHeads has a 
specific ingredient 

story in it.”  
MAARTEN GERAETS
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In July last year, when Viacom 
18 announced the acquisition 
of a 50 per cent stake in Prism 
TV, which owned and operated 
regional entertainment channels 

such as ETV Marathi, ETV Kannada, 
ETV Bangla, ETV Oriya and ETV 
Gujarati, the word most used to describe 
the event was ‘milestone’. That milestone 
culminated in the complete merger of 
Prism into Viacom18 early last month.

For a marathon runner like Sudhanshu 
Vats - who turned up for this interview 
after a “boring” run that morning – the 
long drawn out wooing was par for the 
course since the market is very attractive.

Ask Vats what it is about the regional 

space that makes it so and pat comes 
the reply: “The headroom for growth.” 
Viacom18’s Group CEO calls himself the 
“Advocate” of the regional broadcast space 
and is upbeat about its prosperity. 

Viacom18 is the market leader in 
Kannada and happens to be the leading 
Gujarati channel (it owns the leading 
channel) across genres. In the Bangla 
market the network is struggling to make 
a mark, while Marathi it has established 
itself as a strong number two. In Odia, 
which is the smallest of the five, the network 
is in amongst top 5 channels. Close to 25 
per cent of Viacom18’s revenue comes from 
its regional business. 

Edited Excerpts. 

What attracts Viacom18 to the 
regional market? What makes the 
genre lucrative?

Fifty nine per cent of India 
communicates in regional languages, 
40 per cent in Hindi and its various 
dialects and close to one per cent 
speaks English. 

Historically, the measurement of 
TAM has been slightly biased towards 
the Hindi audience. Subsequently, 
the data tilted towards Hindi. BARC 
(Broadcast Audience Measurement 
Council) is already measuring lot 
more regional viewership.

TAM urban data used to be about 
28 per cent regional; with BARC, 

the number is 40 per cent. The 
arrival of BARC and its new data 
has underlined the importance of 
the regional market. The top three 
broadcasters – Star, Zee and us – all 
have a large regional footprint now.

Another change with the coming 
in of BARC data is that even in 
regional markets you have to take the 
rural audience into account. At every 
step, one has to look at what type of 
programming one has and whether it 
will work for both  audiences. 

Do advertisers look at this market 
in the same way?

Yes. The rate of growth in 
advertising in the regional space is 
higher than in national and Hindi 
spaces. It’s the same story internally 
as well; our advertising growth in 
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As Viacom18 extends its regional footprint, Sudhanshu Vats reveals 
why he is so upbeat about this space. By Anirban Roy Choudhury

INTERVIEW
SUDHANSHU 
VATS  
GROUP CEO
VIACOM18

“India is  
a bit of 

an ‘and’  
market”
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regional is substantially higher than 
it is in the other spaces.

The rate of growth of advertising 
in the regional space is in excess of 
that in the national or Hindi space. 
If I were to give an index number, if 
Hindi growth is 100, then regional 
growth is between 120 and 140.

Another question that now arises 
for the advertisers is – ‘Are you 
targeting urban, rural, or both?’ 
There are distinctions; non-fiction 
formats tend to work better in 
urban... no surprises. Similarly serials 
work in rural and urban both. 

Acquiring an established 
broadcast network with a topline 
of over `230 crore must have had 
its own set of advantages and 
disadvantages...

The advantages are clear: ETV 
was a pioneer in regional, so we 
got a footprint from a legacy and 
penetration point of view. 

There were things we needed 
to work on... The incumbent 
company’s own investment in those 
channels dried up after we initiated 
the acquisition. So others who came 
in as competition – as we all know, 
Zee TV followed ETV in the regional 
markets and Star followed Zee – 
started investing aggressively. So 
when the acquisition was completed 
and we took them over we needed to 
invest in content, marketing in order 
to make the quality superior.

How challenging was it for 
Viacom18 to re-brand established 
ETV channels to Colors?

We took a customised approach 
in each region depending on the 
strength of the ETV brand there. We 
evaluated the pros and cons of the 
brand in each region and chalked out 
a route for Colors to come in.

Could you give an example...
In Kannada we focused on 

programming, as ETV, despite not 
being No.1 there, was doing well. 
So there the messaging was: ‘ETV 

Kannada is now Colors Kannada’. 
But in the case of Marathi, we said 
‘Colors Marathi is here now’ and 
emphasised very little on the ETV 
presence. In the case of Bangla, our 
attempt was to launch Colors Bangla 
as a new channel. We did not want 
any reminiscence of the earlier piece 
because it was really weak.

Today, which market poses the 
greatest challenge? 

We are No.1 in Kannada, we are 
No.2 in Marathi. We are the only 
Gujarati GEC in the market. 

But Bangla is where we suffered 
a bit. Due to regulatory restrictions, 
we were not able to do a surgical 
launch. We have fallen back and need 
to do some catching up there.

In the past, you 
expressed your 
desire to see ‘big’ 
shows like Bigg 
Boss, Jhalak 
Dikhla Jaa 
do well in 
the regional 
market...

I believe 
there are 
certain types of 
shows that can 
travel from Hindi 
to regional markets, 
particularly the non-
fiction formats. Today, Bigg Boss 
Kannada is a big programme; we are 
now in the third season. We have 
attempted Bigg Boss in Bangla as well. 

Similarly, we have adapted and 
modified Dancing With The Stars 
(Jhalak Dikhla Jaa) in Kannada and 
have sort of scaled it to the level of 
a regional programme. Remember 
these are expensive formats and the 
cost per episode is very high. Hence, 
we have adapted,  not adopted,  them. 

What’s the dynamic at play with 
respect to fiction? 

Balika Vadhu is adapted for the 
Bangla market. We have taken 

Madhubala (Madhubala - Ek Ishq Ek 
Junoon) to the regional market. You 
get inspired by a series produced in 
Hindi and evolve it for regional. It’s 
not strictly the same story but it’s 
‘regional evolution’. 

When you adapt shows, how does 
the ad rate change?

Let’s index the advertising - say, 
the ER of Hindi is 100, the prime 
time ER is 400 and the spot rate 
of Bigg Boss is 800-1,000. We are 
achieving the same in regional as 
well, from the Index point of view, 
but absolute viewership numbers 
are different as viewership numbers 
are different. The good news is, in 
Kannada we have broken even and 
make money on formats. The other 
good news is – we have done that 

faster than in Hindi, where 
we have taken five years 

to break even on 
formats.  

Where does 
the popularity 
of regional 
language shows 
leave dubbed 
content? Is 

dubbing Hindi 
shows obsolete?
Regional is a genre 

of its own and deserves 
stories of that region to be 

told. The idea is to  capture the 
culture and ethos of that region. 
There can be one or two dubbed 
shows but you cannot run a channel 
with dubbed content.

You recently launched a second 
Kannada GEC. Why?

We had a strong No.1 position; 
the eighth or ninth programme 
in our ladder would be the No.1 
programme for the second guy. So  
there were quite a few programmes/
series that we wanted to do, but had 
no space within our network.

From a consumer point of view, 
there were a few untouched genres 

like thrillers and urban/younger 
rom-coms. We wanted to do that.  
Finally, yes, it does give us additional 
inventory. We are able to monetise.

Will we see a similar two-channel 
model in other regional markets?

This is a strategy that leaders take. 
We have done it in Kannada, Star has 
done it pretty well in Bangla, Zee is 
trying that in the Marathi space.

How different is the regional 
viewer from the Hindi viewer?

From a socio-economic 
standpoint, or what we now call 
NCCS – A/B/C/D, there isn’t 
much of a difference. For example, 
Colors Marathi HD – the No.1 HD 
channel, which at times, is No.2, just 
behind a movie channel – is bigger 
than any other Hindi language HD 
channel in Marathi market. This is 
interesting because Maharashtra is a 
dual language market. 

The natural intuition would be 
to assume that the Hindi audience 
in Maharashtra is an HD audience. 
But data shows that Marathi HD is 
bigger than all the other Hindi HD 
channels in the GEC space here. 
There are equally affluent people 
speaking regional languages and 
consuming regional content.

Does that mean Colors is a direct 
competitor of Colors Marathi?

(smiles) Yes and no! India is a bit 
of an ‘and’ market - everything that 
comes in adds to the viewership. You 
will not find a prey-and-predator 
scenario in India.

With Star, Zee and Viacom18 
eyeing regional, has overall time 
spent on TV increased?

It has enhanced total time spent - 
if we look at GRPS, it can be a little 
misleading but if you look at number 
of impressions, like million or 
billion minutes we will see that they 
are consistently going up because 
regional is going up. n 

anirban.choudhury@afaqs.com
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“There 
can be one 

or two dubbed 
shows. You cannot 

run a channel 
with dubbed 

content.”



The third edition of the 
‘Digital Agency Awards’, 
now known as the DIGIES 

— a smaller, simpler moniker 
attuned to the digital world —  
was held at Hotel Sheraton, New 
Delhi, on September 28, 2016.

The awards seek to celebrate the 
best digital agencies of the year.  
The selection is based on an 
evaluation by an expert jury of 
their whole body of work, and 
not a one-off campaign. It tests an  
agency’s might in a category through 

its entire portfolio of work done  
in it. The concept is also embodied 
in the DIGIES tagline — Because all 
your work counts.

The jury, this year, comprised 
professionals from across industry 
categories. The panel included 
Anil K Nair (CEO and managing 
partner, Digital L&K Saatchi & 
Saatchi), Carlton D’Silva (CEO and 
CCO, Hungama Digital Services), 
Divya Uttam (vice-president and 
business head - digital, Havas 
Worldwide), Gopa Kumar (vice-

president, Isobar), Namrata 
Balwani (senior vice-president 
and head of office, OgilvyOne 
WorldWide, Delhi), Navin Kansal 
(national creative director, Indigo 
Consulting), Sanjeev Jasani 
(head of digital, Cheil India), 
Satish Ramachandran (senior 
vice-president - healthcare and 
interactive, FCB Ulka Healthcare), 
Shibu Shivanandan (founder and 
managing director, PivotRoots), 
Sumanta Ganguly (executive vice-
president, LinTeractive), and 

Vineet Bajpai (chairman, Magnon/
TBWA & magnon eg+).

This edition of the DIGIES  
was sponsored by DainikBhaskar.
com and Wall Street (associate 
partners), Fortune Institute of 
International Business (FIIB) 
(training partner), and Job Switch 
(talent partner).

In addition to the ‘Agency of 
the Year’ title, entries were judged 
for excellence across 12 categories 
including Brand Video, Content 
Marketing, Digital PR, Display, 

The Best in  
the Business
Mindshare won the ‘Agency of the Year’ title along 
with three Gold and four Silver awards at DIGIES 
2016. By News Bureau.
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Winners All
AGENCY CATEGORY METAL
Mindshare India Brand Video Gold
WATConsult Brand Video Silver
Tonic Media Brand Video Bronze
Mindshare India Content Marketing Gold
Tonic Media Content Marketing Silver
Isobar India Content Marketing Bronze
Isobar India Digital PR Gold
Isobar India Display Gold
magnon eg+ Display Silver
Mindshare India Display Silver
Mindshare India Integrated Gold
Tonic Media Integrated Silver
WATConsult Integrated Bronze
Eyebridge Soft Solutions Mailer/email Gold
Spicetree Design Agency Mailer/email Silver
magnon eg+ Mailer/email Bronze
Isobar India Mobile  Gold
Mindshare India Mobile  Silver
FCB Interactive Mobile  Bronze
Eyebridge Soft Solutions  Search Gold
LIQVD ASIA Search Silver
Hungama Digital Services Social Media Gold
Mindshare India Social Media Silver
FCB Interactive Social Media Bronze
WATConsult Video Brand Integration Gold
Isobar India Viral  Gold
Mindshare India Viral  Silver
WATConsult Viral  Bronze
Hungama Digital Services Website Gold
WATConsult Website Silver
Tonic Media Website Bronze

MINDSHARE INDIA AGENCY OF THE YEAR Mindshare India celebrating Agency of the Year Award.



1 9afaqs! Reporter, October 1-15, 2 0 1 6

At ICICI Lombard, we have been transforming 
ourselves to play a more proactive role by 

helping our customers stay fi t and healthy. This 
is in line with our belief that prevention is better 

than cure. Further, given our Customer centric 
approach, we are focused on placing our customers 

fi rst, empowering them to fulfi ll their promises to their loved 
ones and lead a purposeful life. This was the central thought behind 
our brand campaign, which has been exemplifi ed in an inspiring way. 

At the heart of Snapdeal’s new positioning is the 
idea that a purchase is not just a transaction, but 
an opportunity to upgrade to a better life, expressed 
in the new brand identity as “Unbox Zindagi”. The 
delivery of functional benefi ts like speed, convenience 
and value is everyday work, but our larger aim is to create 
a bridge between aspiration and access. ‘Unbox Zindagi’ is a 
comprehensive repositioning exercise and the new brand identity will 
be visible at each touch point with the customer - ranging from brand 
communication to browsing, from discovery to decision to culminating 
in the key moment when the new boxes will be delivered to the users. 

At Asian Paints, our experts have been providing 
professional help to our consumers for a decade 
now; be it our Colour Consultancy at Home service or 
at our Colour Idea stores or the recently launched Colour 
Consultancy online. With this campaign, we are reinforcing 
our expertise in colour and helping our consumers 
understand colour and décor better to get the right look for 
their homes.

 Dr. Fixit is the market leader in water-proofi ng 
segment and it continues to play the role of 
creating the market for water-proofi ng using 

modern methods. The campaign highlights the need 
to waterproof the house thoroughly at the beginning 

stage of construction only, in a light-hearted fashion. It 
highlights various types of leakages and modern water-

proofi ng solutions from Dr. Fixit. There is also a general lack of 
awareness and understanding about the need for waterproofi ng houses 
and modern and scientifi c methods of waterproofi ng among people.  
Dr. Fixit aims to connect with the audiences to raise awareness and 
address this national issue using a nationwide mass-media campaign.

ICICI LOMBARD

WATERPROOFING KA DOCTOR

Mr. Sanjeev Mantri,
ED, ICICI Lombard

Ms. Kanika Kalra,
VP- Marketing, Snapdeal

Mr. Amit Syngle,
President – Sales, Marketing & Technology 
ASIAN PAINTS LIMITED

Mr. Vivek Sharma,
Chief Marketing Offi cer, Pidilite Industries Ltd.

SNAPDEAL

COLOUR EXPERT

A
D
V
T.

Integrated, Mailer/E-mails, Mobile, 
Search, Social Media, Video - Brand 
Integration, Viral, and Website, of 
which Brand Video and Video — 
Brand Integration were introduced 
this year.

Keeping up with last year’s 
tradition, Mindshare India won the 
‘Agency of the Year’ Award, along 
with three Golds in Brand Video, 
Content Marketing and Integrated 
categories, and four Silvers in 
Display, Mobile, Social Media, and 
Viral categories.

Isobar India won four Golds, 
while Hungama Digital Services and 
Eyebridge Soft Solutions won two 
each. WATConsult bagged a Gold in 
Video Brand Integration.

In addition to fighting the ‘Battle 
of the DIGIES’, agencies were also 
pitted against each other in the  
battle of wits in a contest for the Best 
Acceptance Speech, in which the 
sentence ‘We won #DIGIES2016 
because...’ was to be completed 
in not more than 10 words,  
and shared on social media along 
with a picture and #DIGIES2016 
and #ItsYourParty. n             

 feedback@afaqs.com Spicetree Design Agency won a Silver in Mailer-Emails.
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... ending it with a song.

Hungama Digital Services won Gold in Website.

Eyebridge Soft Solutions with their Gold.Eyebridge Soft Solutions with their Gold.

... ending it with a song.

Isobar India won 4 Golds and 1 Silver.

Deeply rooted in the world 
of advertising, Wall Street 
Outdoor Solution entrepreneur 

R C Vijay Kumar joined hands with 
Aditya Holdings entrepreneur Vijaya 
Sai transforming into many forms 
positing to target the international 
markets through Wall Street Marcom, 
Wall Street Events & Activation & 
Aura Signs.

The greater transformation aim is 
to offer complete range of innovative 
solutions to complete all your 
needs for greater brand building 
under one roof, OOH media, retail 
branding, creative & design, radio 
jingles, digital marketing, integrated 
communication, led block out signage, 
events and activation.

We are accessible at our branch 
office @ Delhi, Mumbai, Kolkata, 
Hyderabad, Bengaluru, Chennai, and 
Cochin.

If you have a brand let’s build it 
together.

BUILDING FUTURE 
BRANDS

Wall Street

LIQVD ASIA gave the wittiest 10 word 
acceptance speech.



digital

Blue skies, naked mountains, 
endless roads, and a lone 
cruiser — this is the standard 

visual recipe in many a bike ad. Now, 
throw in a rival bike brand into 
the same frame and you have Bajaj 
Avenger’s recently released digital 
film celebrating World Brotherhood 
Day (on September 11). The film 
features the Avenger cruising 
alongside the Royal Enfield Bullet, 
with the Bullet seemingly getting 
more footage, in at least, the first half 
of the ad.

Sumeet Narang, vice-president, 
marketing, Bajaj Auto, reveals that 
putting the bikes together was a bold 
move and had the team wondering 
whether to go ahead until the last 
minute. But, the team is now happy 
to have made the move.

“From the moment we went on 
air, the response has been great. 
People are appreciating it for going 
beyond the brand, and are viewing 
it as a magnanimous gesture. The 
film has riders tagging their rally 
groups, riders of other brands, and 
non-riders, too. It has connected at 
various levels with our customers,” 
says Narang.

Isn’t there a risk of the Enfield 
stealing the thunder?

“You give some, you take some - 
the Avenger is not some unknown 
brand that needs to add to its visibility. 
The ‘mileage’ is in our favour for the 
way we connected with the people. 
Both brands are beyond awareness 
and visibility - less or more of either 
brand will not really affect customer 
perception at this stage. It’s all about 
being a ‘positive riding’ brand,” says 
Narang.

This is Avenger’s second digital 
film under its ‘Liberation from the 
mundane’ campaign, following 
the one released on Social Media 
Day (June 30). Narang explains, 
“We’ve been periodically creating 
some kind of digital engagement 
with our customers as our digital 
audience is almost 80 per cent of our 
target group, and I don’t think we 
would’ve earned this kind of brand 
love on TV. So, while looking for the 
right avenues or events, our teams 
chose World Brotherhood Day on 
September 11 as an idea to work on 

since there’s a brotherhood prevalent 
among bikers.”

Narang adds that the mundane 
part here was the ‘rivalry among 
competitors’. “We wanted to celebrate 
that day by riding alongside our 
competitor, as both are committed 
to the above cause. For this one day, 
we wanted to keep aside our daily 
competitiveness,” he says.

Sriram Iyer, national creative 
director, Mullen Lintas, says that the 
film is a statement of stature where 
the brand Avenger is secure about 
acknowledging another bike brand, 
and ‘World Brotherhood Day’ was 
a great opportunity to showcase the 
‘riding as one’ idea.

“Avenger is a cruiser and not a 
speed bike — that territory is bold, 
and that’s how biking as a category is 
hardwired. It has to evoke edginess,” 
adds Iyer.

Explaining further, he says, “Bike 
marketing is as much about bikers 
as it is about biking. Bikers are seen 
as a large-hearted breed that looks 
out for each other on the road. In 
acknowledging both ‘fellow bike and 
biker’, you come across as a larger 
brand instead of one that is just hard-
selling.”

On the execution of the film 
(produced by Crazy Few Films), he 
adds, “It wasn’t about how much we 
show the Enfield versus how much 
of the Avenger. There’s equal status 
for both bikes. It begins with the 

Enfield, but we, of course, had to 
close it with the Avenger thought. 
Also, Bajaj allows us to work with 
terrain, and really go out there. 
Drone cameras make the experience 
that much richer.”

Biker dudes may have loved the 
film, but how well does this work for 
the brand?

Viren Razdan, managing director, 
Brand-nomics, says, “These are two 
very different brands, and there 
is clear posturing on the part of 
Avenger. Frankly, this tribute to 
the Royal Enfield Bullet actually 
pushes the Avenger way down 
the ‘manhood’ hierarchy, and the 
whimpering, in fact, affects its ‘Feel 

like God’ positioning.”
Speaking about specifics, he 

says, “I’m surprised though that 
the Avenger rider has a fully-grown 
beard in the ad. This way it claims to 
be as mature as the Bullet - the rider 
should have had a spurt of a beard 
instead, as that would have rightfully 
projected a young boy looking up to 
a man, since this is all puppy love.”

Razdan adds, “Any biker knows 
Ladakh is Bullet country - you 
won’t really find an Avenger there, 
and in that sense, this is almost an 
assault on the DNA of the Bullet. 
Traditionally, challenger brands 
make bold statements and take on 
their rivals, but Avenger doesn’t fit 
here. It has completely precipitated 
the brand gap, and simply wants to 

place itself among the ‘men’.”
Amit Akali, managing director, 

What’s Your Problem, doesn’t agree. 
He says, “It’s a nice gesture, and in 
a way, the brand has risen above 
advertising. It’s bold for an advertiser 
to put in money into a video or a TVC 
where another brand is portrayed 
to this extent. This is exciting new 
thinking. You are respecting another 
brand, so this becomes more about 
the ‘act’ than the ad.”

Referring to a similar international 
campaign by Burger King, Akali says, 
“The McDonald’s-Burger King 
campaign was very ‘guerilla’ -- it also 
wanted to do something together, 
but McDonald’s would never agree, 
so in that sense, the Avenger creative, 
too, falls into the guerilla zone.”

Akali sums up saying that the 
Enfield is an iconic brand, and this ad 
has given it that respect. “It is surely 
a fresh approach, and will make both 
the Enfield and the Avenger rider 
feel good, and will bring in more 
affinity towards the Avenger.” n

 shweta.mulki@afaqs.com

BAJAJ AVENGER

This is Avenger’s second digital film under 
its ‘Liberation from the mundane’ campaign, 
after the one released on Social Media Day.
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The idea is to celebrate the brand-agnostic unity among all bikers, learns 
afaqs!, after speaking to the marketer. By Shweta Mulki

“From the moment 
we went on air, 
the response has 

been great. People 
are appreciating it 
for going beyond 

the brand, and 
are viewing it as 
a magnanimous 

gesture.”
SUMEET NARANG

Making New Inroads



advertising

Tried an Uber to reach that 
destination of yours? In case, 
you haven’t, check out the 

cab-hailing service’s latest digital 
campaign. You just may call for an 
Uber soon. 

Uber, the smartphone app that 
connects riders with drivers, recently 
released a digital film under its ‘Move 
Forward’ campaign. The digital film 
is conceptualised by BBH India and 
produced by the agency’s in-house 
production house Black Sheep Live. 

The film, which is inspired by 
stories and experiences of Uber 
riders and drivers during their trips, 
begins with a father dropping his 
daughter to school in a car. Once 
that’s done, he sets off for the day as 
an Uber driver. 

The brand plans to further release 
some more digital films as part of 
the ‘Move Forward’ campaign. The 
campaign will also be promoted 
through print and the OOH platform. 

Talking about the campaign, 
Ashwin Dias, general manager, Uber 
India, says, “The overall theme of the 
campaign is ‘Move Forward’. What 
we want to talk about is to empower 
people across various sections of 
society to achieve their goals and do 
their best to advance and build a better 
life for themselves. Uber is just one 
such sort of enablement mechanism 
for the various things that they do.” 

Dias says that the reason to start 
off with this film is to portray the 
impact that the brand’s riders have 
with its driver/partner community. 
“The film is based on real life stories. 
It is about giving our drivers an 
opportunity to earn a livelihood 
which is dignified and flexible. In 
addition, we also want to portray that 
our driver/partner’s interaction with 
passengers is very different from that 
of other drivers,” says Dias.

According to Dias, passengers talk 
much more with Uber drivers as 
compared to other drivers. “That 
was the main thing we wanted to talk 
about and at the end of the day, the 
quality of a passenger’s experience is 
paramount to us,” he says.

Talking about the quality of drivers 
and technology, he says, “There are 
multiple elements like the quality 
of technology that we control, the 
quality of the car, and the kind of 
driver we provide that we wanted to 

talk about, as well as bridge the gap 
between the rider and the driver.”

In a country like India, educated 
individuals or entrepreneurs are 
respected, but the job of a driver is 
not exactly enviable. We asked Dias 
if through the campaign, Uber was 
asking people to treat the job of a 
driver as dignified and respectable.

Dias says, “The people who are on 
our platform are typically those who 
own their own cars. We are trying 
to project this as entrepreneurship. 

Someone who can buy his own 
car (drives for livelihood) is also 
an entrepreneur, and is equal to 
someone who owns a hotel, right?” 

Speaking about the campaign, 
Russell Barrett, managing partner 
and chief creative officer, BBH India, 
says in a press release, “Working on a 
brand like Uber has been an amazing 
experience. Given how ubiquitous 
the service has become, we had 
hundreds of ideas, but we decided to 

go with this concept because people 
will be able to relate it with their own 
Uber experiences. It’s a simple, yet 
powerful idea.”

Barrett tells us about the concept. 
“The idea: People are doing brilliant 
things across the country right now. 
People from every walk of life, from 
every strata of society are moving 
forward in fantastic ways and Uber, 
as a service, is right there, being 
the vehicle for their ambitions and 
dreams. The first film called ‘The 

Test’ is one such story. It’s a story of 
a driver, who we realise only later is 
an Uber driver and a dad. It’s a story 
that could very well be the story of 
any one of the thousands of Uber 
drivers across India. We hope, that 
as the campaign unfolds, we are able 
to tell more and more stories about 
people who are themselves moving 
forward,” says Barrett.

Arvind Krishnan, managing 
director, BBH India, says in a press 

release, “Uber came to us with a very 
clear challenge — create work that is 
true to Uber, but will drive a step-
change in adoption. To help scale the 
service in India (and possibly, beyond) 
we had to create an organising idea 
that will work for driver partners, as 
well as for riders. We worked hard 
on uncovering the voice of Uber and 
the rest of the campaign flowed from 
there. The team had to don many 
hats in this process and having an 
energetic, digitally native team made 
it a memorable one.”

We asked our digital expert 
Carlton D’Silva, chief executive 
officer and chief creative officer, 
Hungama Digital Services, if it is a 
good idea for the brand to show the 
driver’s perspective as compared to 
the rider’s perspective in the ad.  

“I believe it’s a refreshing thought 
from the conventional kind. The 
purpose for this communication is 
different, and to my mind, it solves 
two objectives — being an Uber 
driver is a respectable profession, and 
projecting the quality of Uber drivers 
as the differentiating factor from its 
competitors,” says D’Silva, who feels 
that trusting your driver is a big 
deciding factor during your travel. n

suraj.ramnath@afaqs.com

UBER

In the Driving Seat

“We are trying to 
project this as entre-

preneurship. Someone 
who can buy his own 
car (drives for live-
lihood) is also an 

entrepreneur, and is 
equal to someone who 
owns a hotel, right?”

ASHWIN DIAS
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Uber’s new ad film, created by BBH, gives you a peek into the life of your Uber driver. By Suraj Ramnath

Uber plans to release some more digital films 
as part of the ‘Move Forward’ campaign. 
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Following a DTR (direct-to-
retail) deal with the Future 
Group to sell the Warner 

Brothers portfolio merchandise 
throughout formats and across 
product categories, Anand Singh, 
the South Asia head of Cartoon 
Network Enterprises (CNE, the 
merchandising wing of Turner 
International) has embarked on a 
road show to highlight the company’s 
product range and plans.

Besides, the two-year deal with the 
Future Group, Singh also mentions a 
tie-up with Myntra for the sale of 
merchandise from the Hollywood 
blockbuster Suicide Squad, as well as 
the re-launch of the Powerpuff Girls 
franchise from the 1980s.

CNE, that mainly does licensing 
for merchandise, has been in India 
since 2003, and works either through 
mass distribution (traditional shops) 
or modern trade (helping licensees 
on various product categories), with 
e-commerce as the new platform.

The kids (mainly character 
merchandise) market in India is 
almost close to `5,000 crore, and 
growing in double digits. Singh says 
that though the business may not 
add huge numbers to the Network’s 
topline, it’s a highly profitable one. 
He adds that online retail boosted 
by Cash On Delivery is driving the 
business in B and C class towns. 
Earlier, fans in small towns had the 
propensity to pay, but had no access.

“In the last three years, the 
contribution of e-commerce has 
risen from 0-30 per cent, and in the 
period 2014-2016, our business has 
grown three times,” he reveals.

Last year, CNE also started 
representing Warner Brothers, a 
portfolio that includes properties 
such as Tom and Jerry, Loony 
Tunes, Batman, and Superman, as 
well as movies and TV shows such as 
The Big Bang Theory and Friends.

Talking about popular characters, 
Singh says, “Since 2008, the character 
of Ben 10 has been the single biggest 
licensed character, and has even got 

us the Licensee of the Year Award 
by Franchise India for maximum 
products from one property.”

But, according to Singh, the biggest 
problem in this unregulated industry 
is still the counterfeit market. “There 
is no industry body to regulate this. 
Infringers just pick up pictures from 
Google Images and start printing. 
Our legal bodies keep identifying and 
notifying top e-tailers to constantly 
de-list products,” he says.

The unregulated business is 

estimated to be about seven times 
that of the legal business. “One can’t 
pick on retailers as a hundred of them 
would be sourcing from someone 
who has imported everything from 
China. Currently though, we are 
taking on someone in Indore who 
is selling confectionery using our 
branding.”

Speaking about the TG, Singh 

says, “The licensing business is 
driven by fans and ‘kidults’ (7-11 
year olds) who are emerging as huge 
influencers. A fan can be addressed 
easily through e-commerce and is 
willing to pay the premium. Kidults, 
on the other hand influence their 
parents’ purchase decisions in 
categories ranging from cars to 
quick-service restaurants.”

Elaborating on TG preferences, 
Singh says that Batman figurines 
are popular among grown-ups, 

too. Among the new categories 
deodorants, branded helmets and 
motorbikes (with graphics on them) 
are pretty popular. “The same 
character can work across ages, but 
young adults like logo-play and 
subtlety, while kids like imagery, that 
is, more action-driven stuff such as 
Superman flying,” says Singh.

Working with more than 48 product 

categories now, CNE has been aiming 
for manufacturers here to enter the 
business. Singh explains, “Until three 
years ago licensed bicycles were only 
imported from China, but today, that 
entire market has shifted to Ludhiana. 
It’s the same with school bags and kids’ 
scooties. Seventy per cent of our back-
to-school products are now sourced 
in India.”

He adds that paper products such 
as tissues, foils (which can get kids 
excited to open their lunch boxes), 
and wall art are some new non-
traditional categories. A deal with 
pharma giant Novartis has also seen 
Ben 10 appearing on its Calcium 
Sandoz tablets.

When asked about the popularity 
of Indian characters by other 
networks, Singh responds, “There are 
franchises and there are properties. A 
new launch can scale up suddenly, but 
can crash as suddenly. But, classics 
such as Tom and Jerry will always 
continue. Johnny Bravo T-shirts are 
doing well even today.” n

 shweta.mulki@afaqs.comcom

New Kid on 
the Block

CARTOON NETWORK ENTERPRISES

Anand Singh, South Asia head, CNE, talks to 
afaqs! about what currently drives the `5,000 
crore merchandising industry. By Shweta Mulki

“The same character 
can work across ages, 
but young adults like 

logo-play and subtlety, 
while kids like imagery, 

that is, more action-
driven stuff such as 
Superman flying.”

ANAND SINGH

A deal with Novartis has also seen Ben 10 
appearing on its Calcium Sandoz tablets.
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New campaigns across television, print, out-of-home and digital media.

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

campaigntrailpresents

SAFFOLA LIFE
As part of the World Heart Day initiative, edible oils brand 
– Saffola launched a campaign, ‘Chhote kadam, Dil ke bade 
kaam ke’ where the film urges viewers to take small steps 
everyday towards a healthy lifestyle with the lyrics, ‘Chhote 
chhote kadam, tara ram pam pam, roz roz uthaya karo’ 
playing in the background. The film ends with the fact that 
a small change in our daily lifestyle habits can help improve 
our heart health by 50 per cent.
Creative Agency: McCann Worldgroup

EBAY INDIA
eBay India has announced its brand new TV campaign 
#ThingsDon’tJudge which aims to inspire consumers 
to shop online from over 10 crore products available 
on ‘ebay.in’. The film shows different situations where 
people are seen breaking away from a certain prejudice 
that the society imposes upon them such as a man who 
wears anklets while dancing and the product (anklets) 
doesn’t judge him because of his gender.
Creative Agency: BBDO India

UBER 
The cab hailing service, Uber has launched a new film 
‘Uber Moves the Reddys’ which depicts how the endearing 
couple who are in their eighties, are able to travel during 
late night in the city because of the simplicity and ease 
of technology associated with the Uber app. The ad film 
conveys the message ‘Who says technology is only for the 
young? Uber is for everyone, everywhere no matter the 
time or the day’.

DIXCY SCOTT
Dixcy Textiles, an innerwear brand has rolled out its 
new advertising campaign ‘Fully Elastic, Fully Fantastic’ 
featuring actor Salman Khan. The humorous ad highlights 
Dixcy Scott’s fit and quality. The consumer-focussed 
campaign reinforces the thought that is borne out from 
customer feedback based on market surveys about high 
durability elastic of Dixcy Scott underwear and also the 
vests.
Creative Agency: Ogilvy & Mather

MAHINDRA TWO WHEELERS
Mahindra Two Wheelers Ltd has unveiled their new 
campaign celebrating the special edition Mahindra (model: 
Centuro) Mirzya motorcycle which plays a vital role in 
Rakeysh Omprakash Mehra’s upcoming movie ‘Mirzya’. 
The TVC starring debutant movie stars, Harshvardhan 
Kapoor and Saiyami Kher showcases the delight and joy 
that the actors take in riding the new Mahindra motorcycle 
across the beautiful landscape of Rajasthan.
Creative Agency: FCB Interface

VIDEOS

SHOPCLUES
ShopClues has rolled out its new TV ad campaign 
#ItneKumMein to usher in the joyous festive season 
with the right mood. The TVC aptly captures how a large 
assortment of products at never-before prices are being 
made available for ShopClues customers to add to their 
festivities in the period that leads up to Diwali as a young 
girl tells the same to one of her friend excitedly over a 
chit-chat session.
Creative Agency: Enormous
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DEL 
MONTE 
MAYO
The new campaign 
highlights  
everyday 
unexpected food-
related situations 
simplified by 
Del Monte Mayo 
such as early 
morning flights 
and midnight 
cravings where 
the product comes 
to the rescue of people. The products being advertised are 
Veggie Wrao, Aloo Tikki Burger, Bread Pizza on which the 
product offering can be applied for enhancing the taste of 
the respective eatables.

FEVICOL
The adhesive brand from Pidilite Industries shows a 
congregation of people with saffron coloured garlands 
adorning their necks. The copy reads, ‘Bonded By Faith. 
Fevicol – The Ultimate Adhesive’ where the adhesive 
brand has equated itself  as a metaphor to helping people 
bond together.
Creative Agency: Ogilvy & Mather

PRINT

AMUL
The butter marketer, in its latest print topical ad puns on 
the recent controversy surrounding Pakistani film actors 
like Fawad Khan and Mahira Khan. The Amul character is 
shown carrying a satchel with the word ‘Artist’ written on 
it while the character seems to be in a retreat mode. In 
the wake of the grim situation post the Uri terror attack 
in Kashmir, the Maharashtra Navnirman Sena (MNS) 
had asked these actors to leave the country immediately 
failing which their film shoots would be stalled.
Creative Agency: daCunha Communications
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Post: Creative Director ( Art )
Company: Janrise Advertising Pvt 
Ltd
Profile: The candidate should have 
min 10 years of experience as an Art 
Director.
Exp: 10 to 15 years 
Location: Hyderabad
Email: hr@janrise.in
...........................................................

Post: Client Service - Senior / 
Middle level
Company: Adgear Media Pvt Ltd
Profile: An aptitude for planning 
and execution. The ideal candidate 
should believe in 24x7 work 
cultures, and have dedication 
and high level of credibility. S/he 
must have serviced two national 
accounts. S/he will have to 
ideate communication strategies 
for the clients, and build client 
relationships and inter department 
skills and crisis management.
Exp: 5 to 10 years
Location: Bangalore
Email: suganyab@adgearmedia.in
...........................................................

Post: Business Development 
Manager
Company: Coconut Media Box LLP
Profile: Generating new clientele 
for the company. The candidate 
should be able to understand 
clients and their needs; present new 
products and services and enhance 
existing relationships; create new 
business opportunities with existing 
clientele; build relations with 
potential clients and pitch them for 
business; follow up with the client 
for the plans; should be able make 
presentations to client, and prepare 
case study of the activity.
Exp: 1 to 3 years
Location: Mumbai
Email: hr@coconutmediabox.in
...........................................................

Post: Social Media Executive 
(Digital Guru)
Company: Guru Media And 
Entertainment
Profile: The candidate will have 
to build and execute social media 
strategy through competitive 
research, platform determination, 
bench marking, messaging and 

audience identification, generate, 
edit, publish and share daily content 
(original text, images, video or 
HTML) that builds meaningful 
connections and encourages 
community members to take action.
Exp: 2 to 4 years
Location: Mumbai
Email: hr@digital-guru.in
...........................................................

Post: Social Media Account 
Manager
Company: Adworth Media Pvt Ltd
Profile: The candidate will have 
to develop relevant content topics 
to reach the company’s target 
customers. S/he will monitor, listen 
and respond to users in a ‘social’ 
way while cultivating leads and 
sales; conduct online advocacy and 
open a stream for cross-promotions; 
develop and expand community 
and/or influencer outreach efforts.
Exp: 2 to 5 years
Location: New Delhi
Email: info@adworthmedia.org
...........................................................

Post: PR Manager
Company: Vipra Dialogues
Profile: Recruit, hire, train, and 
manage PR specialists. Evaluate 
and implement sales promotion 
programs. Develop PR strategies, 
campaigns, and initiatives to 
improve pubic perception of 
company. Develop a marketing 
communications plan including 
strategy, goals, budget and tactics.
Exp: 3 to 4 years 
Location: New Delhi
Email: hr@vipradialogues.com
...........................................................

Post: Senior Art Director
Company: Quotient 
Communications Pvt Ltd
Profile: The candidate will be 
responsible for running an art 
team of around 4-5 people and 
supervising all creative output of the 
team. S/he will need to handle large 
projects and work with the team 
independently, to come up with 
great ideas for various briefs. The 
candidate will also need to handle 
photo shoots — photographer 
selection, creative briefing, art 
direction of the shoot, etc.

Exp: 5 to 8 years
Location: Mumbai
Email: team@quotientcomm.com
...........................................................

Post: E-commerce Copywriter
Company: The Bronet Group
Profile: Understand online traffic 
and shopping metrics. Create, write 
and edit informative, engaging 
and relevant product copy. 
Review, edit and improve existing 
product descriptions. Maintain an 
appropriate and consistent voice 
across all site copy. 
Exp: 2 to 5 years
Location: New Delhi
Email: hr@primelitetech.com
...........................................................

Post: Senior Visualiser
Company: Thoughtrains Designs 
Pvt Ltd
Profile: The candidate will have to 
bring creative ideas to life either 
digitally or in print, by working 
from a verbal brief or from a rough 
scamp scribbled down by a designer. 
They have to use their technical or 
artistic skills to create a ‘visual’.
Exp: 2 to 3 years
Location: Navi Mumbai
Email: hr@thoughtrains.com
...........................................................

Post: Administrative Assistant /
Computer Operator
Company: Centum Advertising & 
Marketing Pvt Ltd
Profile: The candidate will have 
to handle administrative work 
for government clients like filling 
e-tenders, tender documentation 
preparation, bills, e-mails, etc. Good 
knowledge of computer hardware 
and software is required. English /
Hindi typing is a must.
Exp: 3 to 4 years
Location: New Delhi
Email: hr@centumad.com
...........................................................

Post: Management Trainee
Company: Adsyndicate Services Pvt 
Ltd
Profile: The candidate must be an 
MBA in marketing from a reputed 
college, with a minimum of 60% 
marks and good communication 
skills, both written and spoken.

Exp: 0 to 1 year
Location: New Delhi, Bengaluru, 
Mangaluru
Email: hr@adsyndicate.in
...........................................................
Post: Art Director
Company: Collateral -The 
Storytellers
Profile: The candidate will have to 
creating concept and strategies as 
per the brief understanding; ensure 
that the desired client timelines 
are being met. S/he should be able 
to work / think independently, 
and lead a team, and should have 
ideation qualities, and is passionate 
about delivering solutions.
Exp: 5 to 7 years
Location: Mumbai
Email: nandini@collateral.co.in; 
prasad@collateral.co.in
...........................................................

Post: Graphic Designer / Visualiser
Company: Tempest Advertising Pvt 
Ltd
Profile: Visualise and execute 
campaigns; work closely with the 
creative and servicing team to 
develop campaigns; experiment 
with new ideas and mediums. 
Exp: 3 to 5 years
Location: Hyderabad

TO ADVERTISE, CONTACT:

Abhilash Singh  
Ph: 09999989454 

Email: abhilash.singh@afaqs.com

Aakash Bhatia  
Ph: 09650544122 

Email: aakash.bhatia@afaqs.com

Sumeet Chandiramani  
(Mumbai)

Ph: 09820590172 
Email: sumeet.chandiramani@afaqs.com

jobswitch@afaqs.com

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

www.jobswitch.in
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EVEN GOOD CAN 

GET BETTER!
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A round up of some major people 
movements in the last fortnight>>        MOVEMENTS/APPOINTMENTS<<

IAA 
At its Annual General Meeting (AGM), the 
India Chapter of the International Advertising 
Association has elected Neeraj Roy, managing 
director and CEO, Hungama Digital Media, as 
its president. Roy replaces Srinivasan Swamy, 
chairman of R K Swamy Hansa Group. Swamy 
was elected president of the India chapter for four 
consecutive terms. Roy becomes president after 
being vice-president for three consecutive terms.

Culture Machine 
Culture Machine, the 
digital media company, 
has announced the 
appointment of Ruchir 
Joshi as content head. 
Joshi, who will handle 
the content division 
across all channels 
owned and operated by 
the company, will be 
based in Mumbai and 
will report to Sameer 
Pitalwalla, chief executive officer (CEO) and 
co-founder, Culture Machine.   

The Social Street  
The Social Street, a marketing communications 
agency, is making significant investments in its 
senior leadership team. The agency has roped 
in Shonali Sharmaa as managing partner for the 
experiential business vertical and Shilov Mani 
as senior vice-president, planning. Sharmaa and 
Mani will be based in Mumbai and will report to 
Mandeep Malhotra, founding partner and CEO, 
The Social Street.

C1X  
The Silicon Valley-based advertising and marketing 
technology company C1X (C1Exchange) recently 
announced the appointment of adtech veteran 
Rammohan Sundaram as its managing director 
and senior vice-president for APMEA (Asia-
Pacific, the Middle-East, and Africa) markets. 

iProspect India  
iProspect India, the 
digital performance 
agency from Dentsu 
Aegis Network, 
has announced the 
elevation of Muddassar 
Memon as associate 
vice-president (AVP), 
creative and social. In 
his new role, Memon 
will report to Brijesh 
Munyal, executive vice-
president (EVP), operations, iProspect India. He 
will head social media and creative services for the 
company on a pan-India basis. 

Langoor 
Langoor, a digital agency, has announced new 
additions to its leadership team. Vignesh Iyer 
joins the agency as executive creative director. 

He joins Langoor 
from Push Integrated 
C o m m u n i c a t i o n s 
where he worked as 
creative director. In 
another appointment, 
Ramprasad Srinivasan 
comes on board as 
senior vice-president 
for the agency’s India 
operations. He was 
previously senior 
delivery manager at Wipro Technologies.   

Liqvd Asia  
Liqvd Asia, a digitally-driven marketing 
communications agency has announced the 
appointment of Vijeeth Shetty as president - 
business and services. In his new role, he will 
oversee expansion of the agency’s growth plans 
with respect to the Indian market. Shetty will be 
based in the agency’s Mumbai office, and will 
report to Rashmi Putcha, co-founder and director, 
Liqvd Asia.   

Havas 
Havas, formerly known as Havas Worldwide, 
recently hired Vivek Dhyani as Group creative 
director for its Gurgaon office. Dhyani has moved 
in from August Communications where he was 
one of the founder-directors. Dhyani, who was 
with August Communications since 2011, started 
off as a scriptwriter with the All India Radio, 
Najibabad. 

GREY group India 
GREY group India 
has appointed Aritra 
Chaudhuri as senior 
creative director for 
its Bengaluru office. 
Chaudhuri joins 
GREY from Leo 
Burnett, Delhi, where 
he worked as creative 
director and helped set 
up the creative team. 
Chaudhuri brings 
with him 10 years of extensive experience across 
various sectors including strategic planning, 
advertising, integrated campaign design, trans-
media storytelling, digital marketing, social media, 
art direction, and graphic design. 

The Advertising Club 
Members of The Advertising Club unanimously 
elected Raj Nayak, chief executive officer, Colors, 
as its president at the annual general meeting held 
in Mumbai. Also elected were Vikram Sakhuja 
(Group CEO, Media and OOH, Madison 
Communications) as vice-president, Ajay Kakar 
(CMO, financial services, Aditya Birla Group) as 
secretary, Bhaskar Das (Group CEO, Zee Media 
Corporation) as joint secretary, Sashi Sinha (CEO, 
IPG Mediabrands) as treasurer, and Ashish Sehgal, 
(COO, Zee Unimedia) as office bearer.

Havas Media Group
Havas Media Group India has appointed  
Nitin Karkara as head of digital. In his 
new role, Karkara will promote and drive 
growth for the 360-degree digital offering of  
Havas Media in India for existing and new 
clients. Karkara was previously, general 
manager and head of HHP Division at  
Cheil Worldwide and prior to that, he worked 
as digital marketing lead - India and South 
West Asia, The Coca-Cola Company.  

BC Web Wise 
The full-service 
digital agency BC 
Web Wise has 
announced the 
appointment of 
Jaydeep Savant as 
director - strategy 
and Innovation. 
In his new role, 
Savant will be 
based in Mumbai 
and report to 
Chaaya Baradhwaaj, 
founder and managing director (MD), BC 
Web Wise. As part of his mandate, Savant will 
lead digital analytics and oversee the expansion 
of the agency’s service portfolio to support key 
technology trends. 
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Mindshare
Mindshare, the 
flagship media 
agency of GroupM, 
has appointed John 
Thankamony as head 
– programmatic. 
Thankamony, who 
will operate from the 
agency’s Mumbai 
office and be regularly 
involved with the 
Bengaluru and 
Gurgaon office, will report to Vinod Thadani, 
chief digital officer, South Asia, Mindshare.  
In his new role, Thankamony will focus 
on driving programmatic adoption and the 
embracing of programmatic tools by Mindshare 
clients.  

BARC India 
The Broadcast Audience Research Council 
(BARC) India has announced the appointment 
of Jamie Kenney as business head - digital.  
An International Business Management 
graduate from the University of South Florida, 
Kenney has a distinguished career in digital 
measurement product rollouts from 18 
countries (which include New Zealand, Japan, 
China, India, and Singapore) across Asia, EU, 
and Latin and South America. 
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