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Nestlé’s Chandru is friendly and approachable. Not half as intimidating as the 
room I interviewed him in: A brightly lit cabin in the middle of the marketing 

floor at Nestlé House at Gurgaon, with constantly moving screens instead of walls. 
Screens that displayed, among other things, live tweets, graphs, stats… and a Skype-
like window with a team of people looking at us from an office not far from the one we 
sat in. This is the room in which Nestlé receives and responds to consumer feedback.

Here’s the most fascinating part – the folks who’re wired into these screens are 
not employees of Nestlé; they belong to a firm called Gain Theory, which is part of 
GroupM. They’re trained to listen to and engage with Nestlé’s consumers in real time. 
On the same floor is another such room where a bunch of professionals from WPP’s 
design firm Fitch work on Nestlé’s product packaging. Interesting agency-client models, 
both.

Here’s an interesting snippet of information all this 24-by-7 consumer engagement 
has tossed up: Previously, the primary reason a consumer reached out to a brand 
in the space Nestlé operates in was to complain about something. Today, however, 
things have changed. While grievances are still very much around, the propensity of a 
happy consumer to give a brand positive feedback is higher today than it ever was. As 
Chandru points out in this interview, just like consumers punish a brand on platforms 
like Twitter when they’re offended, they also reach out through the same channels to 
positively reinforce something – a product, an ad, an initiative – that rubs them the 
right way. 

Product related queries are on the rise too. Such trends will fizzle out unless the 
brand keeps responding quickly and consistently. 

My biggest take-away from this interview was the fact that Chandru’s marketing 
fundas are crystal clear: Regardless of the message and the medium it’s on, the only prize 
that counts is – Sales.
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 advertising 

What comes to mind when 
you think of Thums Up? 
Probably the brand’s ex 

ambassador Salman Khan and the tag 
lines ‘Aaj Kuch Toofani Karte Hain’ 
and ‘Taste The Thunder’.

This time, last year, the cola brand 
had launched a TVC, starring Salman 
Khan with the tagline, ‘Main Hoon 
Toofani’. This year going ahead 
with the same tagline, the cola brand 
has recently released its new TV 
campaign, ‘Yeh Toofani Hota Kaun 
Hai?’ with Bollywood actor Ranveer 
Singh as its new brand ambassador.

In most of the previous 
commercials, Salman Khan would do 
some sort of daredevilry or ‘toofani’ 
stunts to get to his bottle of Thums 
Up. However, in this new TVC, 
Singh performs extreme stunts to 
save children from a school bus that’s 
lost control and is about to tip off the 
edge of a cliff.

Talking about the shift from 
being a Toofani guy to a Toofani 
guy with a heart, Sachin Das Burma, 
national creative director, Leo 
Burnett, says, “Strategy-wise, we 
are defining ‘Main Hoon Toofani’. 
‘Toofani’ doesn’t only mean picking 
up a bottle of Thums Up but doing 
something that makes people say, 
‘Yes, that’s Toofani!’. Else youngsters 
will do anything and call it toofani; 
we don’t want to say that. We want 
to say that when anybody stands up 
for something good and fights for 
something good that is Toofani. So 
this is just the beginning, we will 
keep defining what being Toofani 
means.”

In this ad, Singh being Toofani 
is being shown as a social cause. So 
we asked Burma if that aspect will be 
covered every time a new Thums Up 
ad is launched.

He says, “Being Toofani will 
not necessarily come with a social 
cause but something that will make 
a guy a hero. For example, if there 
is a football match and a player is 
going to take a penalty shot, there is 
too much of pressure and the only 
guy who comes forward in such 

conditions is a Toofani guy.”
Salman Khan has been associated 

with the cola brand for a very long 
time and with Ranveer Singh taking 
that spot with the new definition of 
‘Toofani’ we asked Burma if there is 
a risk involved in it.

He says, “Anything you try for the 
first time is called a risk. We wanted 
to talk to the youngsters who are 
taking risks and who think taking a 
risk is fine. It was about - let’s try 
something new. So we had to define 
that. A Toofani guy knows it is not a 
risk for him if he is going to win and 
he knows that he has it in him.”

He adds, “Of course Salman has 
a big fan following and a lot of years 
attached to him but that happens 
with all brands. Once you change the 
celebrity, somewhere there is a risk 
but people are going to love Ranveer 
so much because he is a Thums Up 
kind of a guy who tries new things, 
all his films are different and he is 
self-made guy with no Bollywood 
connections behind him. He stood 
up and now is successful, which is as 
good as a Thums Up guy. Ranveer 
reflects machismo completely now 
so hopefully he will be the face of 
Thums Up as long as Salman was.”

TOOFANI OR NOT?
According to Jaideep Mahajan, 

national creative head, Rediffusion-
Y&R, Singh is no match to Khan. 
“Ranveer Singh is a very popular face 
amongst the youngsters. But he is 
definitely not Salman. The strategy 
is fine however, the take is clichéd. 
Even the execution is a bad copy of 
a lot of what we have already seen 
in Bollywood. Not Toofani for me,” 
he says.

Pooja Rawat, vice-president, Lowe 
Lintas, says, “For the longest time, 
Thums Up communication has been 
about the bravado of the celebrity to 
get hold of a bottle of Thums Up, and 
a ‘toofani’ stunt is a part of his journey. 
The new ad is clearly different, and 
not just by way of celebrity but also in 
terms of the effort taken to consciously 
expand the territory of the brand. The 
communication is no longer about 
‘will brave all odds for Thums Up’ but 
instead about defining a ‘toofani’ man 
but then giving him, in my opinion, 
quite a different persona from the 
Thums Up man we’ve got to know - 
one who is rebellious, macho, impulsive 
and to whom nothing matters more 
than that bottle of Thums Up.” 

She adds, “This new Thums Up 
man is a man with a bigger purpose 
than a bottle of Thums Up. He is not 
rebellious without reason but uses 
his stunt potential to save the world. 
That isn’t exactly a new thought and 
seems to me like an over-stretched 
connect with the brand.” n

suraj.ramnath@afaqs.com

THUMS UP 

Beyond Daredevilry
The cola brand retains 
its adventurous, macho 
stance, but adds a heart 
of gold to the mix. A 
look at the new spot.  
By Suraj Ramnath 

“Ranveer Singh 
is a very popular 
face amongst the 

youngsters. But he  
is definitely not 

Salman.”
JAIDEEP MAHAJAN

“This new Thums 
Up man is a  
man with a  

bigger purpose  
than a bottle of 
Thums Up.”
POOJA RAWAT
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advertising

Where would you find 
the solitude you need to 
make the most important 

decisions of your life? Your home, 
car, office, or may be even the 
temple? What about the cleaning 
out your thoughts while taking a hot 
water shower?

Racold, a water heater brand, 
recently released a new TV campaign 
#PowerOfHotShower where a man 
has been shown taking the most 
important decision of his life — not 
sending his parents to an old age 
home — while taking a shower. The 
ad has been conceptualised by BBDO 
and has been produced by Cutawayy 
Films. The ad is currently being 
promoted through TV and digital 
platforms and of the total marketing 
spends, the brand is spending 40 per 
cent to promote this campaign.

The brand’s target audience is 
the male, between the ages 24-45, 
belonging to SEC A and B.

Interestingly, the man in the ad is 
shown wearing a ring on his finger 
which gives the impression that he 
is either engaged or married but 
there’s no supporting character of a 
wife or a kid. We asked Anil Bhamre, 
general manager, marketing, 
Ariston Thermo India, if this ad is 
specifically targeted at the current 
crop of youngsters (men) who fall 
under the sandwiched generation - 
those sandwiched between wives and 
parents?

He says, “No, that’s not the case. 
In this TVC, the protagonist doesn’t 
have a family of his own. He is just a 
guy in a dilemma; can he give ample 
time to his parents? He could be 

single or married; anybody.”
“It’s about guys who are struggling 

with time; not money. They are 
capable of taking good care of their 
parents, but don’t always have the 
time,” clarifies Bhamre.

We also asked him if water heaters 
as a product category have matured 
enough to move away from showing 
functional benefits and take an 
emotional route?

He says, “That’s partially true. 

The reason is, in this category, the 
functions of a water heater are very 
simple. The consumers know how 
to switch it on; what are its outputs, 
so you do not need to educate them 
because it is not rocket science. 
And since these functionalities have 
been covered long enough, this time 
around we chose the emotional 
route.”

Talking about the reason behind 
going the emotional way, Josy Paul, 
chairman and creative director, 
BBDO, says, “Last year we had done 
a TV campaign ‘Reborn With A 
Power Of Hot Water’ where we took 
a close look at a day in the life of an 
umpire. He takes a lot of crap on 
field for a variety of reasons and yet 
he comes back fresh to the field the 
next day after a nice hot shower. So, 
that was the product demo.”

Paul adds, “The truth is that often 
in life there are some things you 
can’t discuss even with a friend. You 
need to find the answers on your 
own. There are no right and wrong 
answers here. So what we have 

shown, is that even a product like 
hot water has a role in society and 
life. It isn’t just about cleaning but 
also about clarity.”

“A lot of our decisions happen 
in the solitude of a shower and the 
bathroom is a very personal space 
for decision making. Some of the 
greatest decisions and inventions in 
the world have happened in there,” 
he quips.

We asked our ad experts to 

comment on the ad execution and 
what they thought would’ve been 
the most challenging part of shooting 
this ad film. Here’s what they had 
to say.

Santosh Padhi (Paddy), 
co-founder and CCO, Taproot 
Dentsu, says, “Loved the music, it 
goes well with the visual space and 
the production values are decent. I 
just feel the premise is not too fresh, 
it’s stretched a bit too much to make 
its point. I prefer the old umpire ad 
which is still very relevant and makes 
almost the same point as this one. 
Even if that film was shorter, it was 
impactful, loud and clear because 
they chose the right protagonist.”

Paddy adds, “Even if one is dealing 
with the premise of a relationship, be 
it any kind of cliché relationship, the 
chemistry, the story telling and the 

moments are what one remembers 
in such kind of TVCs. Somehow, I 
just felt this film falls short in terms 
of the overall impact.”

Sambit Mohanty, creative head, 
DDB Mudra, North, says, This ad 
touches upon a very pertinent issue 
in today’s fast and frenetic times - 
the abdication of care and concern 
for one’s parents - especially in the 
twilight of their life. Though the ad’s 
production values are good, I feel the 
protagonist i.e. the son, could have 
emoted better. There is no lump-in-
throat moment, especially during the 
flashback sequences, to make you 
identify with his sudden change of 
heart.”

Rohit Malkani, executive creative 
director (National), Law & Kenneth 
Saatchi & Saatchi, says, “In any TVC of 
this length and intent, there is always 
a struggle to balance verisimilitude 
with commercial obligations. How 
do you make it real? Make people 
feel what the protagonist is going 
through, yet cut away to shots of the 
product so that the marketing head 
is beaming and the cash registers are 
ringing. I think that’s where this film 
falls short.” n 

(Additional inputs by Ashee Sharma) 
suraj.ramnath@afaqs.com

RACOLD

Thinking in the Shower

The brand’s target audience is the male, between 
the ages 24-45, belonging to SEC A and B.

The water heater brand released a new TV campaign ‘#PowerOfHotShower’ that takes the emotional 
route and touches upon a problem the ‘sandwich generation’ is familiar with. By Suraj Ramnath

“It’s about guys  
who are struggling 

with time;  
not money.”

ANIL BHAMRE

“A lot of our 
decisions happen 
in the solitude of 
a shower and the 

bathroom is a very 
personal space for 
decision making.”

JOSY PAUL
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interview 

When Nitesh Tiwari joined 
Ulka as a copywriter in the 
mid-90s, he was touted as 

a ‘specialist Hindi writer’, not the 
coolest kind of adman at the time. 

Now, the former chief creative 
officer of Leo Burnett India is 
savouring the success of a Hindi 
feature film that he has written (along 
with Piyush Gupta, Shreyas Jain and 
Nikhil Mehrotra) and directed – 
‘Dangal’. The movie is based on the 
lives of wrestlers Geeta Phogat and 
Babita Kumari. Aamir Khan plays 
their father. How cool is that?

Though Tiwari has not written 
an ad for over two years, he has been 
directing ad films regularly; a few 
recent ones include ads for Flipkart, 
DHFL Home Loans and Star HD. 

Look in the archives for ads he has 
directed and one finds Sony’s KBC 
campaign right on top — it includes 
the Kohima, Hindu-Muslim and 
Loud Speaker films that were part 
of the channel’s 2014 campaign 
titled ‘Yahan paise hi nahi, dil bhi 
jeetay jatey hai’. Other movie titles 
Tiwari has to his credit include 
‘Chillar Party’ (written, directed), 
‘Bhoothnath Returns’ (written, 
directed), ‘Kill Dil’ (written) and ‘Nil 
Battey Sannata’ (written).

Edited Excerpts.
From copywriting to feature film 
writing – How has the transition 
been?

It’s unnerving... till you start 
seeing the results. 

In advertising, you know for sure 
that there’s a brief waiting for you. In 
films, you don’t know what’s going to 
happen next; you don’t know whether 
there’s an actor or production house 
waiting for you. If you’re on your 
own, you don’t know whether there’s 
an ad agency willing to give you an ad 
film (to direct) or not. 

So the first few months can be 
quite unnerving.

From 30-second ads to three-

hour-long films – Is it liberating 
to no longer be bound by the 
shackles of a brief? Or do you 
need to rein the creative juices in 
at times?

You’re absolutely right – it’s a 
mixture of the two feelings. It is 
liberating and intimidating. 

Liberating because it’s like getting 
an ‘open brief’ with the luxury of not 
worrying about fitting things into a 
fixed time frame. 

It can get scary because if you 
don’t do it with discipline, it can 
become counter-productive.

In advertising, you have an escape 
route for not doing good work – ‘We 
only got 30 seconds...’, ‘Client didn’t 
buy it...’, ‘Acche director ke saath 
karne ko nahi mila...’, ‘Achhi film toh 
research mein bomb ho gayi...’, but 
with movies, you have all the freedom 
in the world – there’s no escape route. 

Also – advertising gives you many 
chances. If you make an ad that 
doesn’t work, you can just make 
another ad. But there’s no second 
chance in feature films. If you make 
a feature film that doesn’t work.... it 
doesn’t work! That’s mighty scary. 

How has your advertising career 
influenced your sensibilities as a 
feature film writer?

Advertising has brought discipline 
to my film writing. The one thing 
I find lacking in Bollywood is the 
first thing we’re taught in advertising 
– you’re not writing for yourself; 
you’re writing for a TG. When you 
write knowing it’s for someone else, 
you keep their sensibilities in mind.

Advertising has also taught me to 
optimise my writing. You don’t need 
to be extravagant in your writing to 
make a point. You can be a miser and 
still make your point. 

Having dealt with consumers and 
consumer insights, I’m very aware of 
what people will relate to. This keeps 
me from writing superficially.

Advertising has taught me the 
importance of team work. That 
comes in handy while working on a 
feature film. 

While writing an ad, you have to 
be very precise; you have to write 
down the exact objective of each 
scene in the ad film. When you do 
this for a feature film, it becomes 
a very lengthy process. But I do it. 
It improves my writing. When you 
evaluate a screenplay with this lens, 
you end up either deleting or adding 
something. This discipline, only an 
adman can have.

That’s a long list of positive influ-
ences advertising has had on your 
movie career. Sure there must 
be an ‘adman switch’ you need 
to consciously turn off at times? 
Tell us about the ‘advertising 

baggage’ you’ve had to shed…
When you come to the world of 

movies from advertising, there is one 
thing you need to unlearn…

People are extremely forgiving 
of bad ads. They’re not seeking an 
appointment from you to watch your 
ads. Your ad comes in-between. They 
do not have any expectations from 
your ad. They don’t pay to consume 
your ad. So you can get away with a 
very bad 40-seconder.

But people are extremely 
responsive to films. They’re seeking 
an appointment from you to watch 
it, and they’re spending money and 
time on it. So they’re going to be 
extremely harsh. 

It’s easy to get away with a bad ad. 
It’s not easy to get away with a bad 
feature film.

When you write and direct the 
same movie, how do you balance 
the two roles? Which hat tends to 
be bigger?

For ads, I feel, at no point should 
the director take the front seat. It’s 
the creative guy who should take the 
front seat. The director is just telling 
the story... the director is translating 
the vision of the CD onto the screen. I 
apply this rule to movies as well – the 
director must do justice to the writer. 

What do you miss most about 
working at an ad agency?

I miss my team. In advertising, 
your team is with you through the 
year. In feature films, your team 
moves on after the film is over. n

ashwini.gangal@afaqs.com

“There’s no second chance in films”
MOVIES

With ‘Dangal’ creating 
waves, what could be a 
better time to chat with 
former adman Nitesh 
Tiwari, director and 
writer of the film?  
By Ashwini Gangal
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Nirma the washing powder 
brand, which is known for 
its jingles such as ‘Washing 

Powder Nirma’ and ‘Hema, Rekha, 
Jaya aur Sushma, Sabki Passand 
Nirma’ has recently come out 
with a new TV campaign featuring 
Bollywood actor Hrithik Roshan for 
its sub-brand Nirma Advance. The ad 
has been conceptualised by Boing!, a 
Mumbai based ad agency; the media 
duties are being handled by Purnima 
Advertising (the agency that has been 
associated with the brand for several 
years) and Every Media is handling 
the digital marketing.

This is not the first time though 
that Nirma Advance has come up 
with a TVC without the combination 
of ‘Hema, Rekha, Jaya and Sushma’, 
which is an iconic part of Nirma’s 
advertising. In the year 2015, the 
detergent brand had come up with 
its first TVC of a girl practising the 
move of standing upside down in a 
box filled with sand and scorpions and 
the tagline back then was ‘Jo Chahiye, 
Wo Chahiye’ and now the tagline for 
the new ad is ‘Naye Zamane Ke Ziddi 
Daagon Ke Liye’.

Talking about the brand getting 
Hrithik Roshan on board for Nirma 
Advance, Sunila Karir, founder and 
creative partner, Boing!, says, “Since 
parent brand ‘Nirma washing powder’ 
has never had a celebrity endorsement 
(Hema, Rekha, Jaya, Sushma already 
being the faces of the brand), it 
certainly made sense to explore a 
celebrity endorsement on ‘Nirma 
Advance’ as it is a relatively new 
brand with no deep-rooted customer 

perceptions.”
The new ad seems to be targeting 

the youth; mainly men/bachelors, 
who for a livelihood, stay in a different 
city away from their families and need 
to be independent when it comes 
to doing household chores such as, 
washing clothes, utensils and cooking 
food for themselves.

We asked Manan Soni, director, 
Purnima Advertising, if that was 

the right assumption and whether 
men the target audience. He says, 
“Of course men are the TG, albeit 
secondary, since the primary TG for 
any brand in this category would be 
female who is a buyer as well as a 
user.”

He adds, “Yes, there are bachelors 
who move to other towns for work 
and they too need to do their daily 
dose of washing clothes but the 

primary TG for this category will 
always be female because it is either 
your mothers or wives who decide on 
which product to use.”

When asked about Nirma Advance 
targetting a new TG than that of 
Nirma, Soni says, “We are definitely 
looking at a new TG since it is a new 
product and we want consumers to 
come and try it out. Basically these 
people are the ones who would like 

to try something new that we are 
offering.”

Nirma Advance’s core TG is 
female, 15-45, SEC B and C whereas, 
for the parent brand Nirma, it is 
Female, 15+, SEC B and C. 

We asked our ad and brand experts 
to watch the film and surmise the 
message.

Robby Mathew, chief creative 
officer, FCB Interface, says, “If you 

get rid of Hema, Rekha, Jaya and 
Sushma and also that iconic jingle you 
should have something equally strong 
in place. ‘Naye Zamane ke ziddi daag’ 
is definitely not it. Even a fabulous 
dancer like Hrithik cannot help you 
here. The only thing I get from the 
ad is that the brand is more ‘modern’ 
than before.”

According to Samit Sinha, 
managing partner, Alchemist Brand 
Consulting, the message that comes 
out from this ad is, “Nirma Advance 
makes it fun to wash out tough food 
stains.” n

suraj.ramnath@afaqs.com

advertising

Unconventional Moves
NIRMA 

Hrithik Roshan does what he does best in a new spot for Nirma Advance. By Suraj Ramnath

The brand has launched a new campaign 
featuring Hrithik Roshan for Nirma Advance.

“It certainly 
made sense to 

explore a celebrity 
endorsement on 
‘Nirma Advance’  
as it is a relatively 

new brand.” 
SUNILA KARIR

Twitter has announced that now anyone 
can broadcast live video directly from its 
apps. Powered by Periscope, live video 

on Twitter allows people to share and experience 
everything, all through a tweet.

“We started Periscope because we wanted 
to give people the superpower to share live 
video with an audience. Bringing this capability 

directly into the Twitter app is 
an important step because it 
brings that superpower to the 
hundreds of millions of people who 
use Twitter,” says Kayvon Beykpour, CEO of 
Periscope. 

“Twitter’s already the place where people go 
to see what’s happening. With this update, any-

one can now broadcast what’s 
happening, live,” he adds.

Members of the audi-
ence within a live video on 

Twitter can interact with the 
broadcaster by commenting and 
sending hearts to show their 

support. Tweets that contain live 
video can be retweeted, liked, and 

shared. 
Anyone on Twitter can now cre-

ate and tweet live video with the latest 
Android and iOS updates.

Users do not have to download Periscope to 
go live on Twitter with this update. They can go 
live straight from Twitter.n

  feedback@afaqs.com

Introducing Live Video
Users can now create and tweet live videos with the latest 
Android and iOS updates. By News Bureau

TWITTER
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advertising 

Nestlé India has come up with 
a new ad for its recently 
launched Nescafé Ready-

to-Drink range. The new coffee 
premix is available in three flavours, 
customised specifically for the Indian 
palate - Chilled Latté, Hazelnut and 
Intense Café.

The ad has been conceptualised 
and produced by McCann Erickson 
and Breathless Films, respectively. 
The crisp 20-second video delivers 
the message - ‘The cup that gets you 
going’ - in a jiffy, perhaps symbolic 
of the product’s instant nature. 

Arvind Bhandari, general manager, 
Dairy, Nestlé India, says, “Nescafé 
has always been at the forefront of 
coffee innovation. We continue our 
journey as pioneers by customising 
not just the taste, but also the mode 
of consumption to deliver ‘Anytime 

Coffee’ for today’s active lifestyle.” 
According to an official statement, 

the thick and milky Nescafé Chilled 
Latté captures the taste of the Indian 
cold coffee; Hazelnut brings the nutty 
indulgence of hazelnut for the youth 
and for those who love their coffee 
strong, Intense Café delivers the kick 
of cappuccino with every sip.

Priced at `30 for 180ml, this 
new product delivers the coffee 
experience in easy to carry packs. All 
three flavours of Nescafé Ready-to-
Drink Coffee are available across the 
country, both in-store as well as on 
e-commerce platforms.

IS INDIA READY?
While Nestlé is trying its best to 

change consumers’ preferences and/

or habits, will Indians lap up the new 
product format? Usually there is a 
perception of premixed coffee not 
being authentic, and therefore people 
prefer to brew their morning fix, just 
the way they want it, themselves. 
Moreover, the execution seems to 
present the product as a solution only 
for occasions when one is rushed. 
It does not talk of habit change 
or experience as such. And so the 
question - How effective will it prove 
to be? - remains. 

According to Harish Bijoor, brand 
expert and founder, Harish Bijoor 
Consults Inc., while the fleetingly 
done ad conveys the quickness of the 
format of a premix coffee for sure, a 
lot gets lost in the quick execution. 

“This is a relatively niche format 
for now. The ad could have been 
a wee bit longer just to establish 

the product that much more,” he 
says adding, “the weakness of this 
execution is that it does not establish 
the superiority of the premix format 
versus the close-enough instant 
coffee language, leave alone the 
very-distant filter coffee tone, tenor 
and decibel... The synthetic and 
too-quick-for-comfort issue is not 
addressed at all.”

Bijoor thinks that the ad being 
a ‘life-style piece of advertising’, 
positions the brand as just another 
instant coffee. Possibly, a quicker 
instant coffee than them all! “While 
the use case offered by the ad is 
niche, you are seldom in such a rush 
as the one portrayed. The instant 
premix coffee gets labelled by the 
manufacturer, albeit unwittingly, as a 

niche product for an extremely niche 
moment of need. It kills the success 
quotient of the communication and 
the brand,” he rues.

James Cornelius, associate 
creative director, DigitasLBi, 
partially agrees. “Most people use 
pre-mixed coffee/tea while travelling 
or on vacations. The new approach 
makes the product a back-up plan 
to have at home (always) in case 
you don’t have the time to brew. 
While that’s nice, the ad nowhere 
emphasises that a pre-mix is as good 
as brewed coffee, neither does it 
address the ‘synthetic’ issue,” he says 
adding that a few seconds could 
have been devoted to dispelling the 
notion. 

However, Cornelius does believe 
that after seeing the spot, consumers 
will surely want to stock up on 
pre-mixes for the month, thereby 
triggering behaviour change. He 
also appreciates the twist at the end, 
and the fact that the ad finds new 
consumption opportunities even as it 
reinforces existing notions. 

“The duration is perfect for a 
YouTube pre-roll, so I hope they 
use data to target the TG more 
effectively,’’ he adds. 

For Vipin Dhyani, founder and 
chief creative director, Thoughtshop 
Advertising & Film Productions, 
it is a simple, straightforward ad, 
appropriate for the intended target 
segment - people who are always in 
a hurry, yet they can’t afford to miss 
their coffee. However, he feels that 
it lacks the richness brand Nescafé is 
known for. 

Commenting on the execution, 
and whether it will get people to 
change their habits, he adds, “you 
win some, you lose some. Long-time 
back when cola came in takeaway 
bottles, there was a strong notion 
that compared to glass bottles, plastic 
ones had less fizz, but it was all 
compensated for with the portability 
factor. ‘Takeawayness’ won over fizz. 
In an impulse category like this, 
comfort does win.”

While Dhyani agrees that this 
format is a good solution for the 
time-strapped, he believes that there 
will be also be those who would 
love to shift to the “lets quick fix 
this coffee urge instantly” space. 
“Consider this move as ‘more is 
merrier’ since you have two options 
for coffee lovers now, instead of just 
one,” he surmises. n
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Pre-mixed Fix
NESCAFÉ

The brand is looking to simplify the coffee drinker’s morning routine with a new ready to drink range. 
By Ashee Sharma and Suraj Ramnath

The new coffee premix is available in three flavours, 
customised specifically for the Indian palate.

“Consider this  
move as ‘more is 

merrier’ since you 
have two options  
for coffee lovers 
now, instead of 

just one.”
VIPIN DHYANI
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“We are not running an 
entertainment business” 

1 4 afaqs! Reporter, January 1-15, 2 0 1 7

W hen it comes to 
marketing, every 
MNC has its 
mantra. And, 
typically, it’s a 

textbook-ish one-liner that doesn’t exactly 
make a journalist grab her pen and jot 
it down. At Nestlé, they call it ‘Brand 
building the Nestlé way’. 

But during the course of an hour-
long interview at his Gurgaon office, 
Chandrasekar Radhakrishnan, head of 
communications and eCommerce, Nestlé, 
South Asia Region, brought this seemingly 
bland line to life by explaining what it 
means to market products the Nestlé way.

For one it means experimenting with 
interesting agency-client models. Two teams 
- one comprising GroupM employees and 
another comprising talent from WPP’s 
design consultancy Fitch - work on Nestlé’s 
online consumer engagement and product 
packaging, respectively. Both teams work out 
of the Nestlé office. 

It also means adapting the basics of 
marketing to new realities and keeping 
one’s eye firmly on the prize that 
counts - sales.   Over to Chandru, 
as he is fondly known.

Edited Excerpts:

What does the ‘eCommerce’ 
part of your designation mean? 

E-com is not something one 
readily associates with F&B...

For us e-commerce is not a 
channel; it’s a business. That means 
e-com has an impact on sales, market 
share and on the online and offline 
behaviour of consumers. If you treat 
e-com as a channel it will be just a 
sales-oriented effort but if you treat 
it as a business, then it has marketing 
at its core. 

A Google-Bain study (2014) talks 
about how almost 35 per cent of 
FMCG sales is going to be directly 
linked to a ROPO (Research Online-
Purchase Offline) Effect. FMCG 
is actually a destination centre for 
e-commerce players. When FMCG 
becomes an integral part of e-com, the 
consumer comes back again and again, 

as it’s a repetitive purchase, unlike 
consumer durables where a purchase 
is made once across years. 

The FMCG consumer is captive 
audience for e-com players. There 
will be a lot of back-end investment 
and new delivery models in this 
area; e-com players in India are 
trying to crack this. That’s why the 
Amazon Pantry and the Bigbaskets 
of the world have started becoming 
very big. Most of the purchases on 
e-com today are fresh vegetables and 
fruits. People have started associating 
grocery shopping with e-com. We see 
e-com as a marketing proposition, 
not a sales channel. That’s why it’s 
part of my role. 

How has the quantity and 
quality of your engagement with 
consumers changed?

We’ve moved from 2,500 annual 
contacts in 2012 to over half a 
million in 2016. What used to be a 
high percentage of complaints has 
become a high percentage of queries. 
Complaints have not gone away, but 
queries have gone up. This change 
has been propelled by digital media 
and technology.  

Just like consumers punish you on, 
say Twitter, when you’re not doing the 
right thing, the propensity to give you 
positive feedback is very high today.

When consumers ask tough 
questions or show tough love, they 
are doing us a favour. At Nestlé 
India, the Consumer Engagement 
Services (CES) front is a 24-by-7 toll 
free, online, omni-channel effort.

Nestlé’s Chandrasekar Radhakrishnan on 
what marketing products ‘The Nestlé Way’ 
means... By Ashwini Gangal

INTERVIEW
CHANDRASEKAR 
RADHAKRISHNAN
Head of Communications  
and E-commerce, Nestlé, 
South Asia Region 
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In a 2013 interview, Nestlé’s global 
digital head Pete Blackshaw 
expressed his reluctance to 
completely outsource consumer 
engagement duties. To what 
extent do you think this power 
should lie with agency partners? 

For us, digital is an operating 
principle, not just a communication 
medium for reach and engagement. 
The business principles, policies, and 
tone and manner of Nestlé have 
to be respected when we respond 
to consumers. You will respond 
differently to a query than I will. A 
brand will respond very differently...

...than an agency partner 
will? Is your in-house Digital 
Acceleration Team – comprising 
GroupM employees that work 
out of Nestlé – a way of capping 
the agency’s power?

We are not in the business of digital 
responses. Our Digital Acceleration 
Team (DAT) is a purposive, 
digitalised, team that’s modelled to 
respond to consumers online. It is 
an ‘outsourced-insourced’ team. 
Technically, the service is ‘outsourced’ 
because this team is run by Group M’s 
Gain Theory (GroupM’s Bengaluru-
based marketing consultancy). It is 
‘insourced’ because they sit in the 
Nestlé office. They’re given the 
freedom to listen to and engage with 
consumers online.

While GroupM employees handle 
your consumer engagement 
front, they don’t do your media 
planning and buying…

GroupM does not do media 
planning and buying for us. That is 
done through Publicis’ Zenith. We 
have kept this separate. 

 
While reading about the origins of 
DAT, words that jumped out at me 
are ‘VC model’, ‘entrepreneurial 
setup’, ‘hackathon’ and ‘mobile 
solutions in emerging markets’. 
Startups are in a rush to scale up 
and mammoths want to retain 
a boutique-like feeling. Do you 
struggle to balance the two 
cultures?

I think that’s an important 
question. We follow a test-and-
learn approach, which includes 
entrepreneurism. For complex 
structures like ours and other multi-
national organisations, you need 
to test, pilot, learn and scale, very 
quickly. And for that you need to 
have smaller teams.

A few years ago Mahindra re-did 
an ad film after netizens reacted 
negatively. Have you taken any 
tangible ad-marketing decision 
based on online feedback?

When Maggi went off the shelves, 
a set of consumers kicked up unrest 
online because they were missing it. 
We reciprocated with our ‘We miss 
you too’ campaign. 

YouTube and social media showed 
us that consumers across the world 
are viewing videos of things being 
unboxed. So when we launched 
HotHeads (Maggi), we made special 
gift packs and went to Snapdeal to 
market these. We sent them 
to TV celebrities, caught 
them opening the 
packs on camera 
and made a film. 
This pulled up 
awareness and 
consideration 
scores for the 
product, which 
was new at the 
time.

When people 
shop online, they 
use a shopping 
cart. We wanted to 
get consumers to associate 
Milkmaid with ice cream. So we 
partnered with an online marketplace 
and made an exclusive ice cream kit 
for them, which included Milkmaid.

A marketing executive at HUL 
recently told me how hard it 
is for him to stop looking at 
content ‘the TVC-way’. 
Historically, Nestlé too has been 
a TV-led brand. Does embracing 
online video involve suppressing 
instinct?

We’re not running an 
entertainment business here. We 
make our money selling noodles, 
coffee and milk. Content has to drive 

brand metrics and sales. Media is 
a platform for distribution. Digital 
has somehow blurred the difference 
between content and media.

When our stand-up comedian 
film for Nescafé was first released, 
we put it only on digital. It wasn’t 
on TV at all. Was it a TVC? Was 
it branded content? Was it online 
video?

The online video-TVC discussion 
is at the tail of what we do. And 

what do we do? We create 
content that drives 

sales. Packaging, 
for instance, 

can be a great 
communication 
tool. As part of 
our ‘Educate 
The Girl Child’ 
initiative, we 

changed our 
packaging - 

‘Maggi 2-Minute 
Noodles’ became 

‘Maggi 2 Minutes 
for education’, ‘It all starts 

with a Nescafé’ became ‘It all starts 
with education’, ‘Have a break, have 
a KitKat’ became ‘No break from 
education’. We changed 100 million 
packs. Would you be able to get that 
number of views on digital? 

How much ever you talk about 
change, the fundamental principles 
of marketing remain intact. We need 
to stay calm and understand this. If 
you do not obey the fundamentals 
of marketing, you’ll become an 
entertainment company. 

Isn’t TV still the biggest conduit 
through which products move 
from the supermarket shelf to 

the kitchen shelf? Does online 
video, then, have a purpose of its 
own, say, community building or 
something else, perhaps?

Let me make this clear - whether 
we call it content, advertising or 
online video, the sole purpose of 
media and information used for 
marketing purposes is to positively 
affect business metrics and sales. 

The only difference between 
content and advertising is that thanks 
to digital and social media, content 
can attract consumers on its own 
merit, whereas traditional advertising 
can only gain your attention in an ad 
break.

There’s a lot we can learn from 
TV. When we used to make TV ads, 
we made people feel something... 
we used to drive emotions. If we 
apply the same principles – and not 
focus on metrics like ‘I have to make 
people click’ – to online as well, it 
will positively affect business. It’s 
about adapting basic principles of 
marketing to new realities. Message 
quality matters more than the 
platform. Of course, the platform, 
the spending level, GRPs, likes and 
engagement matter. But discussing 
YouTube vs Facebook vs Twitter vs 
Snapchat is missing the point.

Is there room for formal research 
in the era of social listening?

Social listening cannot replace 
formal research. Research can 
complement your judgment and give 
it nuances, not replace it.

How is the Indian consumer 
different from her Western 
counterpart?

For young people in India, the 
idea of a break is different from 
what it is in the West. There, a 
break is complete hiatus. But in 
India, youngsters don’t want to take 
a break. When they do so, they make 
sure they develop some other part 
of their personality. The cultural 
manifestation varies. That was the 
starting point of our KitKat film in 
which the announcer (at the airport) 
does a rap. 

In some parts of the world, 
coffee is about social bonding and 
camaraderie. In India, given the huge 
startup culture, the way people are 
struggling to make it big, and the 
feeling of optimism and hope all 
around, Nescafé decided to become a 
‘cup of resolve’ for youngsters (with 
its ads about the comedian, cartoonist 
and RJ). 

Keeping in mind such socio-
cultural realities, Nestlé believes 
in decentralising when it comes to 
creating marketing campaigns for 
different markets. n
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“Discussing 
YouTube vs 
Facebook vs 

Twitter vs Snapchat 
is missing
the point”



Dentsu Aegis Network has acquired Fractal 
Ink Design Studio, an experiential design 
studio in India. According to the press 

release sent by the agency, the firm will join the 
network’s digital agency - Isobar, and be rebranded 
as Fractal Ink Design Studio - Linked By Isobar.

Tanay Kumar, CEO, co-founder and creative 
director of Fractal, will join the Dentsu Aegis 
leadership team in India and will report to Ashish 
Bhasin, chairman and CEO, Dentsu Aegis Network 
South Asia. Co-founders Geeta Suthar, Hemant 
Suthar and Priyanka Agrawal will also continue in 
their roles as part of the management team.

Speaking about the acquisition, Bhasin says, 
“Fractal is the leading digital design studio in the 
country that provides not only the mobility and 
UI/UX design capability, but also has an ideal 
combination of technology and creative services. 
This unique skill set will add to the group’s status 

of being digitally ahead in India.”
Commenting on the move, Jean Lin, Isobar 

Global CEO, says, “To deliver immersive brand 
commerce experiences that close the gap between 
brand inspiration and transaction, we need 
passionate talent with strong in-market design 
capabilities... We are very excited to welcome the 
Fractal team on board as part of the Isobar global 
family.”

Expressing his views, Kumar says, “We have 
come a long way in the past six years in establishing 
ourselves as leaders in the digital design and 
strategy space. Its (Dentsu Aegis Network) strong 
presence around the globe as well as their shared 
vision towards the digital and connected world 
will allow us to tap into latest industry best 
practices and tools as well as scale our operations 
geographically.” n
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DENTSU AEGIS NETWORK

Dentsu Aegis Network has taken over Fractal. It will be rebranded as 
Fractal Ink Design Studio - Linked By Isobar. By News Bureau

The Family Expands

Advertising Agencies Association of India  
(AAAI) and The Advertising Club the 
organisers of the Goafest, have announced 

the dates for the 12th edition of the event. The 
festival will be held from April 6-8, 2017 at The 
Grand Hyatt, Bambolim.  

Ashish Bhasin, chairman of Goafest 2017 and 
vice-president of AAAI, says, “It is our endeavour 
to make Goafest 2017 more fascinating and 
rewarding for all stakeholders by providing an 
enriching, engaging and entertaining festival 

experience. The 
objective is to 
offer learning 
enrichment to 
participants through 
thought-leadership 
platforms, engaging with them through debates 
and discussions forums on relevant and industry- 
imperative topics. Keeping up the spirit and ethos 
of the Abby Awards, the three-day festival will also 
keep participants entertained though high decibel 

networking events. We are sure that Goafest 2017 
will help build synergies and add significant value 
to the learning curve of all participants.”

The three-day festival will include the Industry 
Conclave to be held on Day 1; the Knowledge 
Seminars on Day 2 and 3. Closing the festival will 
be the Leadership Summit to be held on April 8, 
2017. The Award shows for various verticals are 
tentatively scheduled as given below:

• April 6: Media & Publisher Abby Awards
• April 7: Radio, Radio Craft, Design, Direct, 

Brand Activation & Promotion, Public Relations, 
Out of Home & Ambient Media, Print Craft, 
Branded Content & Entertainment & Broadcaster 
Abby Awards

• April 8: Digital & Mobile, Print, Film, Film 
Craft & Integrated Advertising Abby Awards, 
Gender Sensitive, and Young Abby’s. n
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Dates Announced
The 12th edition of the festival will be held at The Grand Hyatt, 
Bambolim from April 6-8. By News Bureau

GOAFEST 2017

A year after introducing live video, social 
media network Facebook is adding an 
audio option. The company says that 

the feature has been designed to complement 
video streams with a low-bandwidth option. 
Currently the service is being tested with 
partners including 
Britain’s LBC 
radio, the BBC 
World Service, 
HarperCollins, 
and authors Adam 
Grant and Britt 
Bennett, and will 
be made available 
to everyone next 
year.

The new audio option 
will be a feature within 
its live video plugin that 
will enable broadcast 
audio directly to the social 
network. “We know that 
sometimes publishers want to tell a story on 
Facebook with words and not video,” explains 
Facebook’s blog post..

Facebook is also looking at live audio as 
a means to complement broadcast videos 
from areas with poor internet connectivity.  
Currently though, live audio is being tested 
as a standalone feature where you could listen 
to podcasts and radio-style programming. n
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Introducing 
Live Audio

FACEBOOK 

The service is being tested with 
partners like the BBC World 
Service and HarperCollins.  
By News Bureau
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 advertising 

From a Grand Effie (APAC 
Effie) to a Grand Prix (Spikes 
Asia); from a Cannes Lion 

to a Facebook Award, P&G India’s 
‘Ariel - Share the Load’ campaign 
won many accolades for the brand. 
Needless to say, this piece of work by 
BBDO India is one of P&G’s most 
successful creative properties. That 
P&G decided to extend the thought 
to its diaper brand, Pampers, where 
‘Sharing the Load’ finds a natural 
fit, only seems like the next obvious 
move. 

Pampers’ latest campaign, 
‘ItTakes2’ recognises the role 
that inclusive parenting plays in 
a baby’s holistic development. 
Conceptualised by L&K Saatchi & 
Saatchi, it is backed by a survey 
commissioned by Pampers in India’s 
top metro cities. 

The study, involving 432 parents, 
was done by AC Nielsen and it 
brings to light some interesting facts 
on parental behaviour - 97 per cent 
moms believe that ‘It takes 2’ to 
raise a happy; healthy baby, 90 per 
cent of them want their husbands 
to be more involved in baby care; 
88 per cent moms agree that their 
husbands hesitate to change diapers 
and 88 per cent dads believe that 
baby chores primarily need only the 
mom’s involvement.

Following the Nielsen research, 
Pampers also commissioned an 
independent research with IPSOS 
and spoke to Indian doctors. The 
research revealed that 97 per cent 
doctors agree that both parents must 
play an active role in baby care for the 
baby to develop happy and healthy. 

The campaign is targeted at new-
age parents in metro cities. “With 
changing times, we often see fathers 
heading to a supermarket buying 
diapers for the baby. So essentially 
the campaign is a call out largely 
for the fathers, and to an extent 
to the mothers as well, to be an 
advocate of inclusive parenting,” says 
an official response from the P&G 

spokesperson. 
Commenting on the brief and 

the challenges of executing this 
digital-led campaign, an agency 
spokesperson adds, “The diapering 
category is filled with choices and 
similar benefits, we needed to build 
a deeper emotional connection with 
the mom to make her realise that no 
other brand cares for her baby more 
than Pampers. Hence the challenge 
for us was to get moms to fall in love 
with Pampers.” 

While it’s evident that the Pampers 
#ItTakes2 movement is based on a 

strong insight, the resemblance to 
‘Ariel - Share the Load’ is difficult 
to miss. However, if the former 
campaign had happened first, would 
one be compelled to question the 
use of this concept for the laundry 
category? Unlike laundry which is 
usually one person’s ‘department’ 
in an urban household, the ‘share 
the load’ insight works better in case 
of parenting because taking care of 
a baby is a not a job/chore, but a 
responsibility that ought to be shared. 

Take for instance, the Nestlé 
Everyday Masala Fusion ad with 
actor Nimrat Kaur which shows 
how household chores are clearly 
divided among urban couples. And 
with all the ease of automation today, 
is laundry something that requires 
two people in the first place? Or is it 

the other way around? Is it that ‘share 
the load’ has more salience when 
talking of laundry, since that is not a 
conventional role for men?

Jaibeer Ahmad, executive business 
director and vice-president, J. Walter 
Thompson, thinks that while fathers 
have always been shown as caretakers 
or protectors in ads, Pampers’ 
portrayal as a nurturer is a first. 

“The idea is more about 
acknowledging the role of fathers in 
what has traditionally been classified 
as a mother’s domain. The execution 
is good and captures a few endearing 

moments, but the emotional quotient 
could have been dialled up a bit more. 
Unlike laundry, men, especially the 
new age fathers, have always done 
their bit in bringing up kids. But this 
has not been reasonably represented 
in advertising. This ad does that and 
stops there,” he says.

However, according to Ahmad, 
the ad will definitely resonate with 
fathers and persuade them to pick up 
a pack while pushing the shopping 
trolley in a store.

Ayan Banik, head - brand strategy, 
Cheil India, feels that although 
at a superficial level it seems that 
both Pampers #ItTakes2 and Ariel 
#Sharetheload operate in the same 
space of husband and wife needing 
to share every responsibility equally, 
if one deep dives into the hidden 

motivation, it will appear that both 
are operating in completely different 
spaces, with different motivation.

“Not just today’s modern day dad, 
but most dads usually get involved 
in the entire process of bringing 
up a child, right from changing 
diapers to spending quality time 
after coming back home however 
tired they may be. And this is not 
today’s phenomenon. It has been 
in existence for quite some time,” 
insists Banik. 

He quotes the example of Dove 
Real Dad Moments, ‘It’s time we 
celebrate dads’ and Raymond’s ‘The 
Complete Man’ campaigns to make 
his point. 

Commenting on the motivation 
behind this behaviour, he says, “It’s 
a selfish one. It’s their only way to 
bond with their kids. Because moms 
are with the kids even before birth, 
there’s a natural attachment, but dads 
are the outsiders and they know that 
well. So as to not remain this stranger 
to their own kids, they try to share 
all loads in the child’s upbringing. 
This is the insight on which the 
‘Robinsons Juice- It’s good to be a 
Dad. It’s even better to be a friend’ 
ad was based, and this is quite an old 
one.”

So, while Banik finds the 
Pampers#ItTakes2 a “nice, cute 
ad”, in his view, it shows something 
that has always been happening, 
particularly so now with more 
working mothers. n
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Fathers’ Day Out
P&G

After Ariel said 
‘#ShareTheLoad’, 
Pampers says ‘#ItTakes2’. 
The message is loud  
and clear - men, please 
get off the couch.  
By Ashee Sharma

‘ItTakes2’ recognises the role that inclusive 
parenting plays in a baby’s holistic development. 
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digital

In a category where most ads 
remind people of the near-
catastrophic possibilities in life, 

coming up with some interesting 
communication is a big challenge. 
While in the recent past, several 
insurance brands did try to take the 
emotional route, light-heartedness 
was still missing. And this gap is 
what the online marketplace for 
financial products - BankBazaar’s - 
new campaign seems to fill. 

Conceptualised in-house, the dig-
ital campaign ‘#ItsBeenAGoodYear’, 
celebrates some of the brand’s biggest 
fans on social media with person-
alised musical messages. The songs 
thank followers for their support and 
appreciation throughout the year. 
The month-long activity is being 
executed on Facebook, Instagram 
and Twitter. 

Commenting on the insight 
behind the campaign, Prince 
Thomas, assistant vice-president - 
brand marketing, BankBazaar.com, 
says “This year has been very good 
for us in terms of overall engage-
ment, which saw 3x growth. So, we 
wanted to thank our fans for their 
support.”

Thomas shares that last year 
around 80 per cent of the brand’s 
promotional budgets were allocated 
to digital, with the focus being - dig-
ital content. Some of the campaigns 
that BankBazaar came up with 
include ‘#DearMe - What Advice 
Would You Give Your Younger 
Self?’, ‘#WhatsInYourWallet - 
Every Wallet Tells A Story. What’s 
Yours?’, ‘The New Indian Wedding 
- #PlayYourPart’, ‘Diwali Bonus 
Wali’ and ‘#ThankYouDad’. 

In the BFSI sector, communica-
tion has always been very unexciting 
and at times tedious because of 
the apparent/perceived need to 
be informative. But BankBazaar, 
informs Thomas, has strategically 
chosen to take the emotional route. 
“Our aim is to identify progressive 
topics and communicate them in an 
emotional manner,” he adds.

THUMBS-UP?
Appreciating the campaign, 

Bikram Bindra, vice-president 
and strategic planning head - Grey 
Group Delhi, says, “The power of 
the digital medium is that it allows 

brands to have varied conversations 
with their audience, and this is a 
great example of that. Imagine get-
ting a personalised thank you from a 
brand that you’re loyal to; it’s like a 
reciprocation of your love.”

“For a lot of brands today, the 
focus is on customer acquisition, 
and once that is done - well the 
consumer be damned! This is a great 
example of how some of them are 
thinking of long standing relation-

ships and through this leveraging the 
powerful role that positive word of 
mouth plays today,” he adds.

While Bindra agrees that the 
BFSI sector has been fairly banal 
and functional in its communica-
tion, he thinks that this campaign is 
quite an attempt to bring some light 
hearted fun to it. “I find the execu-

tion quite endearing, and the best 
part - it comes minus the usual fancy 
trappings that we love to layer our 
work with. It’s a clean, simple and 
thoughtful concept,” he remarks.

Shibu Shivanandan, founder 
and MD, PivotRoots also finds the 
idea refreshing because it breaks the 
clutter of brands trying to hardsell 
products, push the USP or get peo-
ple to their website. “The market has 
been talking about personalisation. 

BankBazaar, I think, has been able 
to crack that in a much simpler for-
mat,” he notes.

Commenting further on the 
insight, he says, “consumers would 
have a got a ‘Wow’ experience as 
they would never have imagined a 
brand talking to them on a one to 
one basis.”

Shivanandan believes that the 
future of hyper personalisation lies 
in data and analytics which will ena-
ble brands to communicate better 
to consumers if they have the right 
consumer data available.

Jagdish Acharya, founder and cre-
ative head, Cut The Crap, says that 
while it’s a “done and done again 
idea internationally”, the campaign 
still qualifies for the ‘it’s different’ 
tag in India. “However, since the 
videos look the same and the lyrics 
hardly vary there isn’t much fun 
in listening to the spots for any-
one other than the addressees. It’s 
sweet, but more cutesy than cute,” 
he states. 

According to Acharya, it’s erro-
neous to judge each digital video 
independently based on the likes, 
shares and such. “Digital is the most 
cluttered place with no memory 
space,” he remarks, adding, “In that 
context, the overall campaign is like 
a meteor that burns away on enter-
ing the atmosphere.” n

  ashee.sharma@afaqs.com

BANKBAZAAR.COM

Conceptualised in-house, the campaign 
‘#ItsBeenAGoodYear’, celebrates some of 
the brand’s biggest fans on social media.

Singing to their Fans

“This year has  
been very 

good for us in 
terms of overall 

engagement, which 
saw 3x growth. 

So, we wanted to 
thank our fans for 

their support.”
PRINCE THOMAS

The digital campaign, ‘#ItsBeenAGoodYear’, celebrates some of the brand’s biggest fans on social 
media with personalised musical messages. By Ashee Sharma
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digital

Try a simple Google search 
using the search terms 
‘ B a n g a l o r e / B e n g a l u r u ’ , 

‘Garden City’ and ‘Lake City’. 
Unfortunately, the results that pop 
up will be news articles/studies such 
as ‘Bangalore: from garden city to 
garbage city’, ‘The shocking story of 
Bengaluru’s dried up ‘1000 lakes’, and 
the most distressing one, ‘Bengaluru 
won’t die in five years; it’s already 
dead’. While the media is guilty of 
exaggeration, it is also true that no 
conversation with a Bangalorean 
today is complete without a mention 
of this painful reality. 

But this does not change the 
fact that Bengaluru is a beautiful 
city, albeit neglected. So, while the 
government and civic authorities do 
their jobs, The Hindu has launched 
an initiative - #spiritofbengaluru - 
to invoke the residents’ love for the 
city and invite them to do their bit 
every day to preserve its beauty and 
tranquillity. 

The mobile-first campaign, 
conceptualised by JWT India, 
consists of a ‘switchable video’ which 
can be viewed on an exclusive site, 
spiritofbengaluru.com. The video 
shows two different sides of the 
city. The execution of the campaign 
is interesting particularly because 
of the digital innovation which 
allows desktop viewers to switch 
perspectives by clicking on a switch 
icon. Mobile users can use auto-
rotate to ‘see the change’. 

Senthil Kumar, chief creative 
officer, JWT India tells afaqs! that 
while the target audience for this 
campaign is everyone who resides 
in Bengaluru, the decision to go 
ahead with a mobile-first approach 
was taken to appeal to the youth.

“The digital landscape has put 
the consumer empowered with the 
mobile phone at the center and that’s 
the key to engagement today. It no 
longer becomes advertising but a 
case of creating a relationship with a 
consumer. That’s why participative 
campaigns always do best. The JWT 
team along with the marketing head 
of The Hindu, Dr. Sathya Sriram 
and her team decided to break the 
campaign as a mobile first initiative 
followed by digital, and finally reach 
out to this audience through the 
mainstream television campaign via 
news channels, radio reminders, 

postcards in print and musicals to 
captive cinema audiences across the 
city,” he shares.

The insight behind the execution 
was derived from another campaign, 
#whatsyourissue, where The Hindu 

readers and people in general were 
asked to share their thoughts on the 
city and the issues that they think are 
important. 

The reactions were mixed. While 
there were complaints on one hand, 
on the other, people were talking of 
the good things about Bengaluru, for 
example the greenery that should be 
preserved. That was the origin of the 
idea behind this ‘switchable video’ 
which has been directed by Ayappa 
KM of Early Man Film. 

“The video is a ‘tale of two cities’. 
While Bengaluru has its own woes, 
if you look at it positively, it has 
beautiful landscapes too. Hence, in 
the video, we kept the landscape 
view positive, and the portrait view 

negative,” explains Kumar. 
Taking us through what conspired 

on the tech-end of making the video, 
Kumar shares that the agency put 
together a team of young coders to 
build this mobile technology because 
no such app or technology existed. 
After the code was cracked, the next 
challenge was to find a platform to 
host this kind of a video. Through 
its digital agency Mirum, JWT 
collaborated with Vimeo to host this 
‘experience’ of playing two videos at 

the same time on one platform in a 
seamless manner. 

“I have a strong belief that 
technology is the true enabler of 
ideas to come to life as mind blowing 
executions. It all begins with wanting 
to create something that’s never been 
done before. That’s why it’s called a 
creative solution,” he insists. 

The background score is also 
a result of a similar collaboration. 
The song is originally a poem called 
‘Baro Sadhanakerege’ by celebrated 
Kannada poet, Late Dr. Da Ra Bendre. 
He penned it down on returning to 
his village. The song was rewritten in 
a new avatar for Bengaluru by Vasuki 
Vaibhav. Finally, for this video, it was 
composed, performed and produced 
by Kannada folk-rock singer Raghu 
Dixit.

Kumar calls it the voice of the 
Spirit of Bengaluru. “It is the soulful 
cry of mother nature,” he says.

The campaign comprises a full 
three-minute-long video which will 
be played in theatres. There are 
two 30-second videos showing each 
sides of the city. Additionally, there 
are 10-second videos showcasing 
Bengaluru’s evergreen destinations 
including Ulsoor Lake, IISc 
Campus, Nandi Hills, Cubbon Park, 
Manchanbele Dam, Malleswaram, 
Hebbal Lake, Lal Bagh, Chitra Kala 
Parishat, Basavangudi, Freedom 
Park, and Central College. n

ashee.sharma@afaqs.com

The Other Bengaluru 
THE HINDU 

The Hindu shows two sides of Bengaluru, with a mobile-first innovation. By Ashee Sharma

The Hindu has launched an initiative 
- #spiritofbengaluru - to invoke the 

residents’ love for the city.
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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

LAYER’R SHOT BULLET
Ahmedabad-based Layer’r Deodorant (deo’s) and  
Perfumes has rolled out a new TVC with actor Akshay 
Kumar for its latest offering — Layer’r Shot Bullet.  
Crafted to appeal to the masses, the film has all the 
makings of a Bollywood blockbuster. It has been directed 
by filmmaker Puneet Malhotra. Targetted at the 18-30  
year-olds, the film tells men to ‘wear their masculinity 
wherever they go’.
Agency: The Co. Integrated

ROYAL CHALLENGE
United Spirits has released a new campaign for Royal 
Challenge Sports Drink. Featuring Virat Kohli, the ad 
encourages the youth to make bold moves by giving 
out the message "Agar Bold Nahi Khelenge, Toh 
Kabhi Na Jaan Paayenge". It is built on the insight 
that the millennials today are becoming increasingly 
individualistic, and on this bold journey if they manage to 
overcome the fear of failure, nothing can hold them back. 
Agency: DDB Mudra Group

JET AIRWAYS
Jet Airways released a new ad titled ‘Celebrate Christmas, 
Celebrate the #JoyOfFlying’ as part of the airline’s ‘Think 
Home, Think Jet Airways’ campaign. Using a ‘live’ video 
conversation between a mother and her daughter, the 
short film illustrates the lives and times of the millennial 
generation, reflected in their overbearing dependence 
on technology for everyday communication which more 
often than not tends to overshadow the effects of physical 
presence, warmth and security.
Agency: Cheil 

BHARATMATRIMONY
Matchmaking brand BharatMatrimony has launched  
a new TVC, Nazar Nahi, Nazariya Badlo which  
encourages people to look beyond the family  
and friends circle to find a match. The concept  
is centered around the limited choices that family  
and friends can come up with when it comes to  
searching a life partner. The TVC proposes the  
concept of ‘self-arranged marriages’.

BAJAJ ALMOND DROPS
Titled ‘Load Mat Lo’, the new campaign for Bajaj Almond 
Drops Hair Oil features Bollywood actor Parineeti 
Chopra. The film is based on the insight that in today’s 
fast-paced world people have a tendency of taking a 
lot of load in their lives, and so the unnecessary load 
of a heavy and sticky coconut oil on one’s head can 
be avoided. The film urges people to use Bajaj Almond 
Drops Hair Oil, which has a light formulation.
Agency: Mullen Lintas

VIDEOS

PEPPERFRY.COM
Online furniture and home marketplace Pepperfry.com 
launched a new marketing campaign encouraging  
Indians to celebrate the festival of Christmas  
with everyone, irrespective of age and community.  
In the video, Pepperfry furniture acts as a catalyst  
in the relationship between an elderly woman and  
her son.
Agency: Law & Kenneth Saatchi & Saatchi

KINDLE
Kindle’s new print ad 
‘Gift your loved ones 
the joy of reading’ 
informs customers 
that they can now 
read Hindi books on 
their Kindle devices. It 
also tells them about 
the festive discounts 
wherein the  Kindle 
Paperwhite can be 
purchased for `8,999 
instead of `10, 999 
and Kindle for `4,999 
instead of `5,999. 

PATANJALI
Patanjali has released 
a print ad to promote 
the brand’s range of 
products, and inform 
customers about the 
various outlets where 
they are available. 
The copy reads, ‘Bring 
home Patanjali’s pure 
swadeshi food, protect 
your children and 
family from the poison 
of adulteration.’

PRINT
JEEP
American 
manufacturer Jeep 
has come up with 
a new print ad for 
its mid-size luxury 
SUV Jeep Grand 
Cherokee. The ad 
featuring a bright 
red Jeep against a 
hilly backdrop reads 
— For there’s only 
one you, and there’s 
only one, Jeep. 
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jobswitch

Post: Creative Director
Company: Alaukik Group
Profile: The candidate should belong 
to design background and be able to 
operate software such as Photoshop, 
Illustrator, InDesign, CorelDraw, 
Flash, etc. S/he will work on 
campaign ideas, strategies and 
allocate work for a project, and on 
strong pitch presentations for new 
business. S/he will coordinate with 
internal teams for best final output.
Exp: 5 to 7 years  
Location: Mumbai
Email: career@alaukik.in
...........................................................

Post: Video Editing
Company: Moving Pixels Pvt Ltd
Profile: In-depth knowledge of video 
editing software with the ability to 
evaluate a video footage is required. 
The candidate will have to make 
decisions on choice of clips or as per 
client preferences, and assembles 
them into a coherent video output 
that tells a story or presents a 
viewpoint as per the brief.  
Exp: 2 to 7 years
Location: Mumbai  
Email: hr@movingpixels.in or 
careers@movingpixels.in
...........................................................

Post: Sales Manager
Company: Attri Events Pvt Ltd
Profile: Formulating and 
implementing research strategies to 
capture the new clients.Developing 
strategies to retain the existing 
clients. Doing research and construct 
cost cards. Define route-to-market; 
manage and build relationships with 
distributors and their teams. 
Exp: 3 to 5 years
Location: New Delhi
Email: accounts@attrievents.com
...........................................................

Post: Copywriter
Company: Thoughtrains Designs Pvt 
Ltd
Profile: The candidate has to 
interpret account briefs, researching 
clients, their competitors and the 
target audience; produce original, 
clear and credible ideas, messages, 
scripts, and presenting these to 
clients and colleagues. S/he will 
monitor campaign effectiveness 

liaising with clients and colleagues, 
and meeting project teams to 
consider advertising requirements.  
Exp: 3 to 4 years
Location: Mumbai
Email: hr@thoughtrains.com
...........................................................

Post: Branch Head / Head Business 
Development
Company: Adgear Media Pvt Ltd
Profile: The candidate will be 
responsible for profitability and 
overall operation of the northern 
region. S/he should be team player 
with excellent communication 
skills and be a strong link between 
the clients and creative / media 
department. Preference would 
be given to the candidates from 
advertising /media industry. 
Exp: 5 to 10 years
Location: Bangalore
Email: suganyab@adgearmedia.in
...........................................................

Post: Business Development 
Executive
Company: Classic Advertising 
Group
Profile: An ambitious individual, 
willing to pitch/drive new business 
for the agency. S/he should have 
good communication, be fluent 
in English; be able to locate or 
proposes potential business deals 
by contacting potential partners; 
discovering and exploring 
opportunities. Fresher will also do.
Exp: 0 to 3 years  
Location: New Delhi
Email: classichrd@gmail.com,ceo@
advertisingindia.net
...........................................................

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

Post: Content Writer
Company: Boch & Fernsh Inc.
Profile: Writing content for websites 
and portals with limited inputs 
from the client. Editing and proof 
reading the content provided by 
the client and making sense out 
of the information; provide short 
and quirky headers for banners; 
understanding client requirements 
and making a site-structure.  
Exp: 2 to 7 years   
Location: Mumbai
Email: careers@bochmail.com
...........................................................

Post: Executive: Client Servicing
Company: 3Dots Design (Pune)
Profile: A dynamic go-getter 
individual who sincerely understands 
‘service’ in advertising context and 
the significance of the role s/he 
plays. An experience of working 
in similar capacity in a renowned 
advertising agency is a must. Good 
communication & presentation 
skills, fair knowledge of Pune market 
and the ability to retain accounts by 
consistently generating new business, 
are other prerequisites.
Exp: 3 to 4 years  
Location: Pune
Email: contact@3dotsdesign.in
...........................................................

Post: Client Servicing / Account 
Executive
Company: Quotient 
Communications Pvt Ltd
Profile: Sales driven strategising, 
day-to-day interaction with clients, 
understanding briefs and executing 
them in the most creative, yet 
solutions-oriented manner possible. 
Exp: 1 to 2 years
Location: Mumbai
Email: team@quotientcomm.com
...........................................................

Post: Art Director
Company: Collateral - The 
Storytellers  
Profile: The candidate must have 
knowledge of print and designing 
softwares; creating concept 
and strategies as per the brief 
understanding; ensuring that desired 
client time lines are being met; 
ability to work /think independently, 
and lead a team, as well as ideation 

qualities.  
Exp: 5 to 7 years
Location: Mumbai
Email: nandini@collateral.co.in, 
prasad@collateral.co.in
...........................................................

Post: National Head Sales & 
Marketing
Company: Wall Street Marcom
Profile: The candidate should 
believe in 24x7 work cultures. S/
he needs to develop business for 
the company by generating leads by 
tracking the prospective clients and 
fixing appointments and then giving 
proper presentations to the client. 
Exp: 7 to 8 years
Location: Mumbai, New Delhi, 
Hyderabad, Chennai
Email: hr.wallstreetoutdoor@gmail.
com
...........................................................

Post: Junior Visualiser
Company: Nuts N Bolts 
Communications
Profile: The candidate should be able 
to conceptualise and create ideas that 
can actually make a brand bigger.  
Exp: 2 to 5 years  
Location: New Delhi
Email: suren@nutsnbolts.co.in

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

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<<
ADVERTISING

Law & Kenneth Saatchi & Saatchi 
Law & Kenneth Saatchi 
& Saatchi has appointed 
Rohit Malkani as exec-
utive creative director 
(ECD) national. 
According to the press 
release, Malkani will 
be based in Mumbai. 
He joins from Minority 
Brand Creation and 
Management where he 
was working as chief 
creative officer (CCO). 
Malkani has over 22 years of experience across 
agencies such as Rediffusion DY&R, JWT, Grey 
Worldwide, Planetasia.com, Publicis Ambience 
Advertising, Bates 141, Publicis Singapore & 
Minority Brand Creation and Management. He 
has worked on brands such as Kingfisher, Van 
Heusen, Unilever, Sony Music, P&G, Reliance 
Telecom, Killer Jeans, Parle, Virgin Mobile, ICICI 
Bank, Citibank, Legrand, and Siemens.

Dentsu Impact 
Dentsu Impact, the 
creative agency from 
Dentsu Aegis Network, 
has strengthened its 
account management 
team by roping in 
Megha Jain Sadhwani 
as vice-president. She 
will report to Amit 
Wadhwa, president, 
Dentsu Impact. This 
is Sadhwani’s sec-
ond stint with Dentsu 
Impact. She worked with the agency for four 
years before moving to Australia last year. Prior to 
joining Dentsu Impact, she worked with Saatchi 
& Saatchi in Sydney where she was responsible 
for the Mondelz business - Cadbury chocolates, 
The Natural Confectionery Company and Sour 
Patch Kids. The other agencies that Sadhwani has 
worked with include JWT and Publicis, where she 
handled communication for Pepsi, Nestlé choco-
lates and Nestlé Maggi. She also worked at adidas 
India before making her return to advertising.

Publicis Communications India
P u b l i c i s 
Communications has 
announced the appoint-
ment of Saurabh Varma 
as CEO of Publicis 
Communications India. 
Based in Mumbai, he 
will continue to be chief 
executive officer of Leo 
Burnett, South Asia. 
Varma, as well other 
country leaders Nakul 
Chopra and Praveen 
Kenneth, will continue reporting to Loris Nold, 
global COO of Publicis Communications, in 
charge of the APAC and MEA region. Varma was 
appointed chief executive officer of Leo Burnett 
India in 2013, and a year later, he was elevated 
to a South Asia role. He has around 20 years of 
industry experience, seven of which were spent as 
Leo Burnett’s chief strategy officer for South Asia, 
in Singapore.

J Walter Thompson
J Walter Thompson 
(JWT) India has 
announced senior man-
agement changes. Joy 
Chauhan takes over as 
the head of JWT’s Delhi 
operations. Chauhan is 
a seasoned professional 
with over 20 years of 
experience in advertising 
and communications.  

Kishore Tadepalli 
takes over from 
Chauhan as head of JWT Bengaluru. Like Chauhan, 
Kishore has over two decades of experience in 
advertising and communications. He is currently 
senior vice-president and global brand director on 
Radiant (Rin in India). 

Babita Baruah gets an independent charge of 
JWT’s business unit - Power of One (PO1) - 
that handles a large number of PepsiCo’s flagship 
brands. Another Thompsonite with over two dec-
ades in the business, Baruah has worked in JWT’s 
Kolkata, Mumbai and Delhi offices. 

ROHIT MALKANI SAURABH VARMA 

MEGHA JAIN SADHWANI 

Sakal Media Group
Sakal Media Group, 
an independently 
owned media busi-
ness in Maharashtra, 
has appointed Krishna 
Menon as chief mar-
keting officer (CMO) 
for the group’s media 
business. He will be 
based in Mumbai, and 
will report to Pradeep 
Dwivedi - CEO, Sakal Media Group. Menon 
will be responsible for all brand marketing 
activities for trade and readers, marketing 
communications, Sakal Labs solutions and 
activations for media business including print, 
TV, digital and events. 

MEDIA

KRISHNA MENON

BABITA BARUAH

Sniper 
Digital-first communications and content 
company, The 120 Media Collective has 
brought in former Mindshare principal part-
ner, Anita Karnik, as senior vice-president and 
business head for Sniper, the commercials 
and content production arm of the company. 
She takes over from Chahna Rupani, and will 
report to Roopak Saluja, founder and chief 
executive officer, The 120 Media Collective. 
Prior to her 15 years with Mindshare, Karnik 
also worked with Rediffusion Y&R and Lintas. 
She has over 20 years of experience in media 
and communications management, apart from 
driving content, activation and entertainment 
across various sectors.

Monk Media Network
Digital marketing agency, Monk Media 
Network has appointed Prashant Tekwani as 
senior vice-president to strengthen its leader-
ship team. Tekwani, who was until recently 
associate vice-president at iContract, heading 
accounts such as Google, YouTube and HSBC 
will be spearheading the business manage-
ment and brand strategy unit at Monk Media 
Network.

DIGITAL
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