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The 13th edition of our Buzziest Brands poll was memorable for many reasons. 
Firstly, this is the second time in the history of the Buzzies that the top three 

brands are ‘Made in India’. The winners are Jio, Patanjali and Paytm, in that 
order. The only other time three Indian brands topped the charts since the poll began 
in 2006 was in 2008 when Airtel, Kingfisher and Reliance stood first, second and 
third, respectively.

Secondly, this was the first time the awards ceremony was accompanied by a series 
of panel discussions around the concept of ‘buzz’. As one of our panelists pointed 
out before going on stage, “We should have an academic discussion around brand 
buzz...” And so we did. We invited experts from both the marketing and media 
(platform, not buying) side of the business to dissect the concept of brand buzz.

To set the record straight, we asked them to define the word buzz: Is it reputation? 
Is it what people say about a brand when it’s not in the room? Is it just a frivolous 
word for publicity? Speaking of which, does buzz work like publicity does in that 
is there no such thing as negative buzz? Or is there a threshold beyond which buzz 
can turn harmful?

Also, does buzz come at a price? And when things go south as they often do when 
the wrath of the ‘tweeple’ strikes brands and their custodians, what’s the best way to 
curb negative buzz? Twitter brings me to another point – when it comes to creating 
buzz across media platforms, does the buck stop with digital? Can an advertising 
campaign be buzzy, if it is not spoken about on Twitter?

A three-letter acronym that’s been giving marketers nightmares in recent times 
is ROI. We also spoke about whether and how buzz, an intangible, effervescent 
concept, can be quantified and measured. It can.

Sit back, relax and enjoy this issue.

`100March 16-31, 2018 Volume 6, Issue 19

CONTENTS

Ashwini Gangal
ashwini.gangal@afaqs.com

7afaqs! Reporter, March 16-31, 2 0 1 8

The brand imitates a real-life 
hero in its new ad.

The Fukrey Returns cast makes 
its mark in Pepsi’s new ad.

Grappling with post partum 
depression.

16

1012

8
MAGGI
More Food for Thought

Why do brands trust this 
woman so much?

MALINI AGARWAL
Influential

18

Nestle invites food experts 
Rocky and Mayur to the  
Maggi factories. Why?

MOUNTAIN DEW
Reality Check

PEPSI
About Food & Friendship

PREGA NEWS
Out, Workplace Blues



For foodies who love watching 
culinary shows, Rocky Singh 
and Mayur Sharma, India’s 

favourite epicures and co-anchors 
of the cult TV show, ‘Highway On 
My Plate’, need no introduction. 
The duo’s quest for good food has 
taken them across the country — 
and the viewers on an unforgettable 
gastronomic journey.

Now the Rocky-Mayur duo is 
visiting the factories of Maggi, the 
Nestlé-owned noodle brand, which  
just turned 35. Through a four-part 
video series, the brand intends to 
proactively reach out to its consumers 
to give them a virtual walk-through 
of its manufacturing facilities. The 
communication is aimed at increased 
interactivity by showcasing the product 
journey, right from procurement of 
raw materials to the manufacturing 
and packaging of the product.

“This ‘farm-to-fork’ style of 
storytelling is aimed at eliciting 
consumers to voice their expectations 
and concerns from the brand which 
would, in turn, be addressed openly 
through owned social media and 
digital outposts,” says Maarten 
Geraets, general manager, food, 
Nestlé India, while elucidating about 
the recently launched campaign ‘Kuch 
Achha Pak Raha Hai’.

Created by Publicis India, the 
campaign recognises the changing 
status of women and also attempts 
to change the way it speaks to its 
consumers by making its advertising 
more inclusive. The narrative 
is reflected in the brand’s latest 
campaign film for its tastemaker 
Maggi Masala-ae-Magic, wherein the 
mother encourages her son to let his 
wife work after marriage, making the 
point — just as recipes are changing, 
so are relationships.

Another key initiative of this 
campaign is ‘From Our Kitchen To 
Your Kitchen’, where consumers 
will be invited to learn about Maggi 
products and how they are made.  
The campaign will leverage Maggi’s 
24x7 consumer engagement services 
team and the brand’s digital asset, 
www.maggi.in. This is where Rocky 
and Mayur step in. Two episodes are 
out and the third is ready to go live on 
Maggi’s YouTube channel.

‘What was the big idea behind 
such insights?’ afaqs! Reporter asked 
Bobby Pawar, managing director and 
chief creative officer - South Asia, 

Publicis India. Also, what made a 
brand like Maggi opt for this kind of 
influencer marketing?

“People,” explains Pawar, “are 
becoming conscious of the food they 
consume and its constituents. These 
videos will enable the consumers 
to have a better understanding of 
what they are eating and provide the 
context for deeper conversations and 
a deeper connect with the brand.” He 
goes on to add, “Rocky and Mayur’s 
vast experience and unique style of 
presentation lend a certain tonality to 
the messaging which resonated with 
the consumer.”

BAD MEMORIES?
The last time we saw product 

production films in a factory setting 
from any brand was by Coca-Cola 
and Cadbury when traces of pesticides 
were allegedly found in the former 
while Cadbury faced allegations of 
worms inside the product. Won’t the 
Maggi films look a lot like damage 
control (or in other words, an image 
rebuilding exercise)?

Is there some residual mistrust 
that still exists? According to Pawar, 
product production films are not 
necessarily a reactive measure. 
They are a potent way of instilling 
or deepening the consumer trust in 
a brand by adding an element of 
transparency. “The videos shot for 
this campaign only serve as a pretext 
for deeper conversations on the 
product. As far as trust is concerned, 
the brand enjoys unparalleled trust 
amongst its consumers and the robust 
market share in the category is an 
indicator of the same,” says Pawar.

2-MINUTE TAKES
As part of 35th-anniversary 

celebration campaign, Nestlé Maggi 
has changed its advertising track 
from being a traditionally taste-
based product (Maggi Hot Heads 
or Masalas of India) to influencer 
marketing. afaqs! Reporter asked the 
experts about what this shift will do 
for the brand? Could it backfire?

According to consultant MG 
Parameswaran (Ambi), Maggi was 
originally launched as a quick and easy 
snack for children. But over the last 
decade or so, Nestlé has moved away 
from focusing on kids to looking at 
the brand as a ready snack for anyone.

“There was a wonderful film 
done two years ago where a mom is 
worried about how her daughter will 
manage alone in a strange city and 
the daughter assuages her mom by 
making her a bowl of Maggi noodles. 
That film said a lot about the brand 
and the independent mindset of 
today’s young Indian women. I think 
the latest ad featuring Neena Kulkarni 

and her son is a continuation of that 
stream of thought. The new Maggi 
ad is a good addition to this genre 
of what I call ‘NeoVisualisation’ of 
gender roles in advertising,” he says.

Ronita Mitra, former senior 
vice president and head of brand, 
media, digital and consumer insights 
Vodafone, who launched strategic 
marketing consultancy firm Brand 
Eagle, feels that Maggi is re-defining 
itself with a new strategy and launches. 
Mitra believes that the new brand 
purpose-led communication is a part 
of that exercise.

She says, “Given how established 
Maggi’s product credentials are, 
integrating brand purpose into its 
proposition is a natural and logical 
progression for the brand to take brand 
affinity to the next level. However, it 
is unclear whether the brand purpose 
is restricted to a single product - 
Masala-ae-Magic or Maggi, including 
the entire range of Maggi products.”

Ayan Banik, head - brand strategy, 
Cheil India, finds the timing of the 
campaign very interesting. He says, 
“The fact that this communication 
has appeared now, makes it appear 
more authentic and way more credible 
than had they appeared earlier (during 
the controversy). Then it would have 
appeared as a knee-jerk reaction 
from a brand desperately trying to 
do damage control through smart PR 
tactics. But now, the campaign looks 
like any other on-going consumer-
focused communication from a brand 
that really cares about its consumers 
and is keen to be a part of their 
everyday life.” n

sunit.roy@afaqs.com
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More Food for Thought
MAGGI

Nestlé invites ‘food influencers’ Rocky and Mayur to visit Maggi’s factories. Why? By Sunit Roy
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Remember Hunny (Pulkit 
Samrat), Choocha (Varun 
Sharma) and Lali (Manjot 

Singh)? They were last seen in 
Fukrey Returns the movie that 
released in December 2017. Pepsi 
India has released its new TV 
campaign ‘#KyunSookheSookheHi’ 
featuring the very same characters 
from Fukrey Returns. The ad has 
been conceptualised by JWT India, 
produced by Corcoise Films and 
directed by Prasoon Pandey.

The ad starts off with Hunny and 
Lali waiting at the railway station 
to see their friend Choocha off. 
Choocha, sitting in the train suddenly 
has a craving for Samosa. Hunny 
immediately rushes to the nearby stall 
and by the time he gets samosas the 
train starts moving; dodging people 
and obstacles and pulling off some 
super-balancing skills in the mix, 
Hunny manages to deliver samosa to 
Choocha who asks ‘Aise he sookhe 
sookhe he?’. As the train begins 
to speed up and Choocha puts his 
headphones on Hunny appears, huffy 
and puffing, tattered clothes and all, 
with a bottle of Pepsi.

Pepsi has also changed its 
packaging. The new Pepsi ‘Foodicon’ 
bottles will feature different 
interpretations of age-old street food 
favourites and will stand out on the 
retail shelves. The distinct visuals on 
each were interpreted in origami and 
crafted by Spain’s Raya Sader Bujana 
and design firm Cocktail Art. They 
created origami versions of foods such 
as Mumbai’s vada pavs, Delhi’s samosas 
and Chennai’s dosas.

The TV ad will also be supported 
by outdoor and digital campaigns. 
There will also be exclusive 
promotions with partners like KFC, 
Pizza Hut and Subway. The new 
PET bottles, featuring the different 
food inspired visuals, will be available 
to consumers across all modern and 
traditional outlets across the country.

When talking about why the brand 
chose these characters three months 
after the movie was released and 
the brief to the agency, Raj Rishi 
Singh, director marketing, Pepsi, 
PepsiCo India, says, “The idea was 
never about Fukrey Returns. We 
had great consumer insights on food 
and friendship and we wanted to 
activate that. While we were briefing 
the agency, we were very clear we 
will take actors who will bring out 

that friendship. That was the context 
of how do we get people to stand for 
real friendship and while we were 
evaluating the choices, the Fukrey 
cast came to mind. They are a set of 
people who are popular, of the right 
age, and the friendship between these 
guys is beyond the film. We wanted 
people to relate to the film and that’s 
what we have done in the ad.”

In the past, we have seen ads such 
as Bingo, where a girl tempts her 
boyfriend with the packet of chips to 
help her aboard a moving train. There 
has been a Fogg ad where a girl pulls 
the chain to help a stranger get on 
board a moving train. Well, this time 
around Pepsi has shown us a great 
example of ‘bromance’ in its new 
campaign.

Adding about the reason behind 
featuring this ‘bromance’ in this ad, 
Singh says, “This entire idea came 
out of a lot of consumer research 
that we did last year on what the 
occasions are where a consumer 
enjoys being young. The thing that 
came out was when they are among 
friends. The word ‘Friendship’ is very 
empowering for today’s youth and we 
wanted to capture that.”

In the past, Virat Kohli was the 
brand ambassador for the brand. 
afaqs! Reporter asked Singh how 
does the brief change while making 

an ad featuring Kohli versus that of 
the Fukrey characters. He says, “In 
both ads, neither Virat nor the Fukrey 
characters were the starting ideas. The 
starting point was always about what 
we want to communicate. Which stars 
work in each case comes at a much 
later stage when you finalise the idea 
and it is a part of the execution.”

FILMY CONNECTION?
Since Fukrey Returns released 

in December 2017, afaqs! Reporter 
asked the experts whether it was a 
good idea by the brand to choose 
these characters to make their new 
TVC and if the brand, going with the 
‘bromance’ angle, is a good idea.

Robby Mathew, chief creative 
officer, FCB Interface, says, “I don’t 
see much of a problem here. I really 
like the ‘Kyun Sookhe Sookhe Hi’ 
idea. Wash down yummy food with 
a Pepsi is a good space to be in. Very 
interesting executions can come out 
of it in the future. Running behind 

the train and bromancing are all just 
executions, I think. It’s a well-shot 
film. The acting is top notch. Even the 
samosas look fresh!”

Vishal Mittal, group creative 
director, Dentsu One, says, “Fukrey 
is a pretty popular movie, these 
characters are well established and 
people are aware of them. So, I think 
it is okay to release the ad a few 
months later. And even if somebody 
isn’t aware of these characters, 
it wouldn’t come in the way of 
understanding the story. Nothing 
wrong with a guy running behind the 

train to do something for somebody, 
as long as the story is interesting 
enough and there’s nothing wrong 
with bromancing, romancing or any 
other ‘cing’, as long as the story is 
entertaining and interesting enough.”

Adding about the execution, he 
says, “It’s pacy, the actors are good, 
the chemistry between the actors 
comes out nicely... the idea of ‘Kyun 
Sookhe Sookhe Hi’ is nice.” n

suraj.ramnath@afaqs.com

About Food and Friendship
PEPSI

The soft drink brand released a new TVC after a gap of 11 months with the Fukrey Cast. By Suraj Ramnath

“The idea was 
never about Fukrey 

Returns. We had 
great consumer 
insights on food  

and friendship and 
we wanted to 
activate that.”

RAJ RISHI SINGH

The TV ad will also be supported by  
outdoor and digital campaigns. 
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Prega News, a pregnancy 
detection card brand, marketed 
by Mankind Pharmaceuticals, 

recently launched the second leg of its 
‘#YourSecondHome’ campaign. The 
ad has been conceptualised by ADK 
Fortune, directed by Vijay Veermal 
and produced by Chrome Pictures.

The first ad under 
‘#YourSecondHome’ focuses on 
the difficulties faced by pregnant 
women working in the corporate 
world. The current ad takes the 
conversation forward from pregnancy 
to post pregnancy, targeting an issue 
of postpartum depression. As per 
research provided by the agency, one 
in five new mothers in India suffers 
from postpartum depression. Most of 
the women return to work not having 

completely recovered from or are fully 
aware that they are suffering from 
postpartum depression making them 
prone to insecurity, irritability, loss in 
confidence and misunderstandings in 
workplace.

In this day and age, every brand 
seems to stand for a cause. In fact, 
every year brands come up with 
cause-based advertising. So, afaqs! 
Reporter asked Akashneel Dasgupta, 
ECD and Sr. VP, ADK Fortune, if it is 
necessary for brands to come up with 
a cause-based advertising?

He says, “Prega News created the 
platform of ‘Your Second Home’ last 
year because there is not much the 
brand can do to grow any more in the 
category. Right now, the brand leads 
with 80 per cent market share. The 
traditional advertising with Shilpa 
Shetty and Kareena Kapoor will carry 
on. This is an ad for the ‘Your Second 

Home’ website; an ecosystem the 
brand is developing for women and 
they are taking on one cause at a 
time.”

Dasgupta adds, “A lot of marketers 
are realising that there is nothing 
new to communicate and there is no 
scope, either because you are a market 
leader or you have nothing new to say. 
It is not as if people don’t remember 
the brand. The brand is omnipresent 
and recall is very high, so then it leads 
to goodwill advertising.”

The agency did a lot of research, 
went through the reports by Hindustan 
Times and spoke to women from the 
corporate world to understand what 
they went through after returning to 
work post pregnancy.

Talking about the lead character 

in the ad and the research the agency 
did, Dasgupta says, “We wanted to 
show a general manager or associate 
vice president kind of a profile, but 
she reports to someone else. More 
and more women are having children 
late and the older you are, the more 
insecure you tend to get. By design 
itself, we took a boss to play the 
main character rather than a junior 
employee. We interviewed a lot of 
women from the corporate world 
who are at this kind of stage in their 
career and a lot of them admitted it.”

EXPERT SPEAK
afaqs! Reporter asked digital 

experts if it is necessary for brands to 
come up with cause-based advertising 
every time there is an opportunity to 
do so. This is what they had to say:

Richa Khanna, director analytics, 
Isobar India, says, “In the era of 

information, brands compete on 
more than just price and value their 
socially conscious status in attracting 
the right consumers. With the right 
affiliation to a cause that resonates 
well with the brand and the audience 
to take a long-term view, brands can 
not only reach and persuade their 
targeted audience but can also raise 
awareness about their commitment 
to social responsibility. Brands should 
view cause-based marketing from the 
lens of being a force for good and 
making it a brand attribute rather than 
just a marketing tactic.”

Talking about the execution, 
Khanna says, “In a country where 
motherhood is one of the most 

romanticised experiences and is 
always pictured as an incredible and 
magical experience, prevalent issues 
like depression after childbirth are 
often brushed aside. It is indeed, great 
to see brands bring this issue to light 
in the time where new moms juggle 
with multiple roles and do the biggest 
balancing act of their lives on a daily 
basis. The cause synergises well with 
the brand and it is a good attempt 
to sensitise workplaces towards new 
moms. It does strike a chord with the 
relevant TG, creating awareness about 
the issue at hand that is a taboo.”

Siddhi Desai, associate creative 
director, DigitasLBi India, says, 
“Brands initiating social change 
is a positive outcome of marketing 
campaigns for both the brand and the 
consumer... In today’s digital world 
where every incident faces a public 
trial, there is an elevated need to 
sensitise people to issues and biases 
that exist. There are so many problems 
the general public is ignorant of, that 
it’s such cause-based advertising that, 
at the very least, starts a conversation. 
I believe more brands should indulge 
in socially relevant campaigns more 
often and not just wait for tactical days 
to do so.”

With regard to whether the brand/ 
agency has executed the purpose well, 
Desai says, “To be honest, I thought 
it was an ad about the life of a new 
mom coming back to work. What’s 
interesting is, in each scene you 
see a different challenge a working 
mother faces and then the message 
of postpartum depression comes up, 
putting everything into perspective... 
While I am sure the ad will touch a 
chord with working moms, I believe 
it’ll open up the minds of a lot of 
people.” n

suraj.ramnath@afaqs.com

Out, Workplace Blues 
PREGA NEWS

Prega New’s new campaign portrays an executive grappling with postpartum depression. By Suraj Ramnath

“Prega News created 
the platform of ‘Your 
Second Home’ last 

year because there is 
not much the brand 
can do to grow any 

more in the category.”
AKASHNEEL 
DASGUPTA

The ad has been conceptualised by ADK 
Fortune and directed by Vijay Veermal.
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Lately, it seems like Bollywood 
is getting a little obsessed with 
real-life inspired stories. A 

deluge of biopics — The Legend of 
Bhagat Singh, Paan Singh Tomar, 
Bhaag Milkha Bhaag, Dangal, Mary 
Kom, Rustom, M.S. Dhoni: The 
Untold Story and others brought 
the lives of real-life legends onto the 
silver screen, giving the audience 
goosebumps with gripping storylines 
and awe-inspiring narratives.

As films inspired by real-life 
characters and incidents continue 
growing, the trend seems to be also 
be slipping into adland.

Sample this: Mountain Dew, the 
beverage brand from the house of 
PepsiCo, has released it’s first-ever 
real life-inspired ad film based on 
the journey of a real-life hero, Arjun 
Vajpai (the third-youngest Indian 
to climb Mount Everest; having 
achieved this feat at the age of 16 
years) through its ‘Risk Takers of 
India’ campaign.

Hrithik Roshan, Mountain Dew’s 
brand ambassador, has essayed the 
role of the 24-year-old mountaineer 
and captures his attempt at climbing 
Mt. Cho Oyu — one of the most 
difficult summits to conquer.

Conceptualised and created by  
J. Walter Thompson (JWT), the ad 
film resonates with Mountain Dew’s 
philosophy of pushing boundaries, 
celebrating courage and showcasing 
real-life heroes.

Senthil Kumar, chief creative 
officer, JWT India says, “This year 
we are bringing in a brand new 
format in the form of a biopic TVC 
with the story of (Arjun) Vajpai. 
This also reflects popular culture of 
the recent biopics in Indian cinema. 
The film captures the epic terrain, 
vulnerability and the determination 
of the hero as he conquers the 
mountain within.”

The brand has also collaborated 
with VICE India to develop a series on 

Vajpai’s journey. Each of the episodes, 
produced in association with VICE 
India, will feature different chapters 
of Vajpai’s adventures and will be 
interspersed with his interviews.

“The 30-second TVC gave us a 
chance to set the context for Arjun’s 
story, while the long-format VICE 
India videos will give consumers 
a more detailed insight into his 
story and bring to fore his grit, 
determination and relentless spirit,” 
informs Naseeb Puri, associate 
director - Mountain Dew, PepsiCo 
India.

EXPERT SPEAK
The new ad from Mountain Dew 

doesn’t feature Vajpai. Also, the 
narrative of the hero being in trouble 
and taking a sip of the beverage for 

courage is not new and has been used 
many times before — most recently 
by Thums Up. afaqs! Reporter asked 
the experts why soft drink brands 
aren’t able to move forward from this 
tried and tested formula of narrative 
and if it’s sort of a shallow tribute 
paid by the brand to a real hero.

According to Bikram Bindra, 
vice-president and strategic planning 
head, Grey Group Delhi, the ad 
is executed powerfully and the key 
message that it is trying to deliver 
comes out well. “Both these brands 
— Thums Up and Mountain Dew 
— remain large players with a strong, 
young, male audience and they have 
built their considerable equity on the 
back of a consistent communication 
strategy. If this is working for them, 
why should they move to newer 

territory, especially since this space 
could be further leveraged,” says 
Bindra.

He, however, maintains, “If the 
brand really wanted to pay tribute 
to the star mountaineer, there could 
have been some way to walk the 
talk. Using their existing brand 
ambassador to leverage someone 
else’s heroic feat does seem like an 
opportunistic move.”

Agreeing with Bindra, Saji 
Abraham, executive director, Lowe 
Lintas, says, “The intent to salute 
(Arjun) Vajpai is noble. However, 
the brand does it in an extremely 
inauthentic way. To portray Hrithik 
Roshan as Vajpai takes away 
credibility immediately and makes 
it an ad.”

He adds, “The clichéd product 
shot defies logic. Simply put, in 
those sub-zero temperatures, how 
has the mountain dew not frozen?! 
Going a little deeper, does Arjun 
Vajpai take a swig of mountain dew 
before attempting to scale a peak? 
On any count you look at it, it seems 
incredulous.”

Abraham further says, “The need 
to stay in the action-oriented world 
seems to have got these brands 
repeating clichés. A good example 
of energy is Red Bull and their 
interpretation of what the drink 
can do. Most authentic. However, 
most of the other cola ads seem to 
fall back on inauthentic hyperbole, 
unfortunately.” n

sunit.roy@afaqs.com 
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Reality Check
MOUNTAIN DEW

While PepsiCo continues 
to position its cola brand, 
Mountain Dew, as a sip of 
courage for the adrenaline 
junkie, a new ‘biopic’ 
layer has been added to 
this narrative in its latest 
ad. By Sunit Roy 

Mountain Dew has released it’s first-ever  
real life-inspired ad film based on the journey  

of a real-life hero, Arjun Vajpai. 
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MissMalini Entertainment 
(formerly MissMalini 
Publishing), is a popular 

stop for brands looking to leverage 
digital video content; the platform 
publishes about 900 pieces of 
content, in the cinema, fashion and 
pop culture space, a month. 

We spoke to Malini Agarwal, 
founder and creative director, Mike 
Melli, chief revenue officer, and 
Nowshad Rizwanullah, CEO of 
MissMalini Entertainment to find 
out more. The firm has over 50 
employees. MissMalini.com was 
born in 2008 as a lifestyle, fashion and 
Bollywood blog. By 2009-10, barter 
deals began coming Malini’s way; 
the very first one, was a video camera 
brand. Brands like Maybelline, Red 
Bull, Blackberry and Levi’s followed. 

Soon, the team began to monetise 
content. It was the time barters were 
giving way to paid insertions and 
advertorials, especially for native 
content of the ‘How to use it?’ rather 
than the ‘Buy this product!’ kind. 
“So, instead of saying ‘Here are three 
lipsticks’ we went with ‘How to 
decide what lipstick suits your skin?’. 
That becomes useful and the brand 
is embedded. We tried to make the 
content relatable,” recalls Malini. 

Native advertising is a format she’s 
credited with helping scale up. The 
team’s ‘Home Invasion’ video series, 
in which celebs (Swara Bhaskar, Aditi 
Rao Hydari, Shibani Dandekar) take 
the anchor through their home decor, 
is a recent example; incidentally, it 
became Pepperfry’s first investment 
in a ‘digital-only content campaign’ 
with influencers. Here, MissMalini 
Entertainment played the role of a 
digital agency. “Heavily-branded 
advertorials and straight-to-product 
content is just not interesting for 
users,” says Malini.

“When we started, brands were 
starting to understand the value of 
influencer marketing.” Of course, 
it was yet to be jargonised. Malini 
points out that brands were starting 
to see value in the phenomenon of 
smaller, more niche kind of person, 
with an audience that seemed 
demographically right for them – 
an audience that was being engaged 
with regularly. “So, many brands 
that had a good experience with 

us for ‘barter content’ came back 
for more,” she says. Mike came on 
board, in 2011, when the business 
was incorporated and a monetisation 
strategy was put in place. “Mike 
identified that Maybelline (or was 
it L’Oréal?) would be a good fit for 
a larger scale project and gave me a 
recommendation for what we should 
charge them...” Malini narrates. At 
present, the ratio of the platform’s 
editorial to paid content is 95:5.

How has the client’s demand 
changed since? “The biggest 
difference is at the macro level. In 
2011, digital spends were one or two 
per cent of the marketing budget; 
now it’s 15 per cent and growing,” 
offers Mike. Advertisers, he says, 
are becoming more “sophisticated” 
- they’re willing to give up more 
creative control than they did 
previously. There’s a general move 
towards trusting the content creators 
a little more. The power started 
shifting from brands to creators 
around 2013-14, according to him. 

“Internet users and millenials 
are savvy enough to know when 
something is forced, when a brand 
name is plugged too often or when 
an influencer talks about something 
that they don’t seem to really use or 
care about...” Mike says.

Did they learn that the hard way? 
No, they claim. Malini recalls writing 
about a Pakistani kajal brand back 
then. Soon after, someone sent her 
a report about lead in the product. 

Malini then wrote a piece about it, 
to come clean. In the early years, the 
team turned down 90 per cent of 
the campaigns from advertisers, only 
because they didn’t seem authentic. 

Says Nowshad, “We’ve never 
been a site or content creator where 
someone can give us an article or 
video and pay us to put it up... Also, 
buying back-links and intrusive pop-
up ads were things that fuelled digital 
in the early days but we saw them as 
dying trends and stayed away...”  

The team also stays away from 
fairness-related products. Speaking 
of categories that associate with their 

content, while FMCG has been a 
consistent advertiser, entertainment/
OTT has been a segment that has 
increased spends over the last year; a 
‘surprise segment’ has been real estate, 
and among categories yet to take 
the leap are banking, insurance and 
airlines. “Within marketing teams, 
we see a lot of younger, fresher blood 
coming in,” says Mike, attributing 
the shift within segments like luxury, 
from print to online advertising, over 
the last 12-24 months, to this.

In the early years, the team 
worked mostly with middlemen – 
“the media buyer layer” – then with 
the PR leg of marketing companies, 
which, over time, gave way to more 
direct sales relationships with brand 
marketers. “That is sometimes a 
friction point with the agencies,” 
admits Mike, especially when it 
comes to TV programming content, 
the sponsorship slots for which 
media buying agencies almost always 
have full control over.

“But we’re not territorial,” he 
smiles, explaining how it began: 
team MissMalini began creating TV 

shows and started taking AFP-like 
slots from the channel and selling 
them to advertisers. TV channels 
they have worked with so far 
include TLC (‘MissMalini’s World’, 
2014) and Vh1 (‘Inside Access with 
MissMalini’, Season 2 is underway).

“Brands have started realising 
that content creators know much 
more about digital than the agencies 
tasked with finding them digital 
opportunities,” says Nowshad. 
The team regularly participates in 
brands’ ‘Content Days’ (Vodafone, 
Hindustan Unilever) to keep a direct 
line with marketing teams open. 

About the brand marketer’s 
biggest grouse, Malini says, “Brands 
still don’t understand the metrics 
and analytics of content – we struggle 
with this ROI term that’s been sitting 
on everyone’s heads...” Also, one of 
the push-backs the team still faces 
with brands is “... they don’t want us 
to reveal that it’s a commercial...”

A new area the team has forayed 
into is TVCs. A creative and execution 
team is being put in place, as a 
sister concern of MissMalini. Clients 
include names like Imagica, Saavn, 
India Gate Foods and UrbanClap.  
Presently, the team is beta testing an 
affiliate-led e-commerce business.n

ashwini.gangal@afaqs.com

Influential
MALINI AGARWAL

Why brands trust Malini Agarwal and her company 
MissMalini Entertainment. By Ashwini Gangal

Native advertising is a format she’s credited 
with helping scale up.
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FLIPKART

The Emperor penguin is your ideal candidate 
for dad goals. Fans of the movie ‘Happy 
Feet’ know that the father is an equal parent, 

nurturing its offspring right from the hatching of the 
eggs all the way up to adulthood.

Now, over a period of time, Indian e-tailer Flipkart 
observed that more and more men were shopping 
online for baby clothes and diapers, and based on 
this insight the company recently conducted a survey 
across 17 Indian cities, findings of which showed 
that 85 per cent of the 1,700 dads surveyed, were an 
active part of their child’s daily routine. Flipkart says 
— these are your ‘Penguin Dads.’

A spokesperson reveals that the first leg of the 
company’s new ‘progressive India’ campaign tackles 
the notion of ‘limiting beliefs’ — individual in 
nature, but based on conforming to society, these 
restrict us from crossing boundaries. The first leg of 
this campaign is about fathers for whom this belief 
has been pre-defined and role-dictated for ages, by 
gender and society norms. To celebrate dads who 
have disregarded that belief, Flipkart has released a 
3-minute-long digital film.

 
A TOAST TO HANDS-ON DADS

Though ‘involved participating fathers’ may not 
be a new breed, they are rapidly growing, says P.G. 
Aditya, senior creative director, Dentsu Webchutney.  

“Are we exactly where we want to be? No. Is dad 
buying diaper online, the only measure of active 
parenting? No. However, Flipkart understood that 
at some level there was change, and we wanted to 
push that as the new normal because if conformity 
has worked for patriarchy, it will work for feminism 
too,” he adds, when queried about the campaign 
launching in the times of ‘#metoo’ movements and 
women’s day messaging.

The film, shot by Ashwini Iyer Tiwari, shows dads 
as an active part of the ‘everyday of their children’, 
and is accompanied by a song (composed by Arjuna 
Harjai) that’s from the point of view of a child. The 
main film will also be sliced into smaller parts.

WAS THERE A PROFILE FOR THE  
‘REPRESENTATIVE DAD’ IN THE FILM?

The team wanted this to be an ‘overall diaspora 
story.’ “There is bit of shyness when it comes to 
fathers showing love. We wanted to tell ‘penguin 
dads’ out there that there are many like them — 
beyond income, tiers and urban-rural divides, doing 
this in their own way, and bust the notion that 
progress happens in metros first,” Aditya asserts.

 The team wanted to choose a mix of activities 
that one can’t automatically excel at. “You can’t just 
go and braid hair after watching the film, but it can 
get easier if one has the will,” he adds.

 
‘NOT HEROES’

Aditya reveals that one deleted scene in the film 
had a father disconnecting a phone call to watch his 
daughter play the guitar, but it wasn’t used because 
it had a congratulatory element to it. “Motivation 

is preceded by guilt and congratulating doesn’t 
enable guilt - we needed to show that this is the new 
normal,” he explains.

CALLING OUT THE NORM IN  
POP CULTURE

The team notes that in Indian movies, any time 
an involved father is shown in similar situations, he 
would either be a widower, a divorcee or his wife 
is out of town. “Progressive meant ‘I’ll step in only 
when my wife isn’t around”, notes Aditya.

 
BRAND CONNECT: ‘IF WE TELL A  

GOOD STORY, WE WILL BE FOUND’ 
The film has only one and half shot of Flipkart’s 

mobile app. Aditya admits that the usual business 
insecurities come into a campaign when one goes 
purely for an emotional connect with a compelling 
message. “But we trusted ourselves because ‘if you 
hear a good story, you always want to know the 
author’, he says.

“Keeping in mind the proportion of the role we 
play, we wanted to emphasise that we are only a part 
of the process of this change in parenting. Assuming 
50 per cent real estate in the film would be a bit 
arrogant on our part, because the consumer is doing 
so much more.”

 
IS IT A GOOD IDEA AND  

IS IT WELL TOLD?
Sumanto Chattopadhyay, chairman and chief 

creative officer, Soho Square, The Ogilvy Group: 
“I welcome any film that tries to break gender 
stereotypes. By holding up fathers who ‘mother’ 
their children as role models, Flipkart takes a step 
in the right direction. Identifying with a positive 
change in our society, the brand helps encourage 
it. The parallel drawn with the Emperor Penguin 
is relevant and smile-inducing. The execution is 
simple and sweet - with the song helping to enhance 
the emotional impact. In the future it would be nice 
to see Flipkart explore individual stories that take a 
deeper look into these developing social dynamics. 
That way, the brand could truly become a beacon for 
meaningful change.”

 Raj Nair, CEO and chief creative officer, 
Madison BMB: “Being a parent of two teenage girls 
myself, it’s heart-stirring to see an ode to papas. It 

Meet Flipkart’s ‘Penguin Dads’
The e-commerce platform conducted a survey, which finally led to a film on active dads. By Shweta Mulki  

immediately reminds me of all the times I 
have done the right thing. And obviously, 
of all the times I have not, as well. The 
insight and research is great. The idea and 
execution is sweet. The song, if at all, is 
not the most memorable that I have heard 
but it passes muster. I particularly loved 
the humanness in two situations: the water 
bottles forgotten around the neck and the 
stone throwing that doesn’t skip even once. 
Overall, it’s really good.” n

shweta.mulki@afaqs.com
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Chandramouli Venkatesan, 
corporate veteran who has 
spent over 25 years in the 

Indian consumer industry, recently 
released a book titled ‘Catalyst’. It’s 
a simple, non-threatening, ‘first 
principle’-based series of lessons on 
career management and professional 
success. In the author’s words, the 
book is “a tool-kit and guide from a 
practitioner’s point of view”.

Over coffee in the very room he 
wrote most of the book (Indus Club, 
Bandra Kurla Complex, Mumbai), 
I spoke to Mouli, as he is fondly 
known, about his debut literary 
venture and its application in the 
advertising and marketing world.

Advertently industry-agnostic, the 
book is not angled to address any 
one kind of professional. Even so, 
given his career-long involvement 
with the advertising and media side 
of things, we asked Mouli to wear 
his ad-marketing lenses and talk 
about the lessons his time at Asian 
Paints, Onida, Cadbury/Mondelez 
and Pidilite (current; he’s focused 
on creating new businesses and 
mentoring some of the company’s 
existing businesses) taught him. 
Interestingly, though he worked 
across four different companies, 
they all, for the most part, worked 
with the same agencies. “I ended 
up working with a group of Ogilvy, 
Mindshare, Madison and Contract 
execs...” he recalls with a smile.

Though he has been responsible 
for around 150-200 commercials 
across these companies, he has 
attended no more than one ad shoot. 
“If as a client you’re on the shoot, you 
just complicate people’s lives, without 
any value addition... on that day you 
have to let them lose; you can’t come 
in their way and waste their time,” 
says Mouli. The shoot he did attend 
was for Asian Paints Royale, back 
when the Nawab of Pataudi Mansoor 
Ali Khan was the brand ambassador; 
it was shot at his palace.

He shares a few advertising lessons, 
“The simplest learning in advertising 
is – be very clear in your mind. 

What I find in a lot 
of advertising is – 
people are not clear 
what they want 
to achieve. One 
should start with 
‘What is the change 
we want to bring in 
the consumer as a 
result of the ad?’... 
you should never 
do advertising if 
as a consequence 
of seeing the ad, 
there’s nothing 
different you want 
the consumer to 
do. You either 
want a non-user 
to start buying the 
product, or you 
want a user to buy 
a more expensive 
version, or maybe 
use it more often. 
Be crystal clear on 
this right at the 
beginning. Don’t 
think of advertising as ‘brand-out’; 
think of it as ‘consumer-in’. There 
should be clarity of thought starting 
with the consumer, not the brand.”

Mouli started his career in an era 
when print was dominant, then he 
saw television emerge, and now he is 
part of the digital era. “Today, there’s 
tremendous change in the science 
of buying media – from measuring 
‘cost of buying’ we’ve moved to 
measuring ‘cost of creating impact’. 
As an advertising and marketing 

ecosystem, we must 
learn from these 
transitions,” he says, 
drawing on his own 
literary experience 
for an example: “Had 
I written this book 
15 years back, when 
the digital world 
wasn’t there, I’d have 
struggled because I 
can’t spend money 
marketing it. I have 
powerful content but 
I’m not a brand owner. 
Today the digital 
world lets me market 
the book with a very 
marginal spend.”

In the book, Mouli 
divides the typical 
career into ‘first half’ 
and ‘second half’, 
something that’s 
likely to hit home for 
advertising folks, who 
often get ‘discovered’ 
in the agency system 

after many years of being in it. “It’s 
a universal phenomenon, across 
industries, including medicine and 
sports even,” he clarifies, going on 
to explain the target-measure-review-
reflection (TMRR) principle in the 
context of adwomen and men: “People 
in the advertising industry are so 
frenetic in moving from one activity/
campaign to the other that they don’t 
pause and learn from what they have 
done.” The lack of reflection is in part 
due to the nature of the business – 

when you release an ad, what do you 
reflect on, exactly? Just ‘Did people 
like the ad?’ or ‘Was there impact on 
brand performance?’ instead?

The process of selling advertising 
to the client, he points out, is a 
subjective one. “As a client, when 
I buy advertising, I am buying the 
output sold to me as well as the 
person who is selling it. Sometimes 
I tend to go against my judgement 
because I believe in the person at 
the agency who stands up for the 
work...” he says, underscoring the 
importance of individual credibility 
in the client-agency dynamic, one 
arguably hinged on trust.

As far as today’s brand 
marketers, who no longer exist in a 
“broadcast construct”, but do so in a 
“community construct”, go, Mouli is 
hoping the book teaches them the art 
of “converting time to experience”. 
He explains, “the important activities 
that a brand manager does – say, 
big campaigns, products launches – 
take pace at a very low frequency. If 
you miss learning from one activity/
event, you have to wait a year or two 
before you get that chance again. So 
your need to learn from everything is 
that much higher...”

Mouli says, towards the end of 
our chat, by which we’re discussing 
his view on ads in general, “Bad ads 
are almost always the result of a poor 
brief. Seldom is an ad bad because of 
a bad agency. But a good brief can 
lead to an average ad... that is often 
because of the agency.” n

ashwini.gangal@afaqs.com 
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Practitioner’s Point of View 
CHANDRAMOULI VENKATESAN

A quick chat with Mouli, 
former MD, Mondelez 
International, about  
his book on winning  
at work and life.  
By Ashwini Gangal

“As a client, when 
I buy advertising, 
I am buying the 
output sold to 

me as well as the 
person who is 

selling it.”
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With `500 crore projected as 
the current year’s turnover, 
almost twice that of the 

previous year’s figure, Byju’s is 
confident that the online-education 
company will most certainly not 
require advertising to meet its next 
year’s “number”. Mrinal Mohit, chief 
operating officer at Byju’s, shares, 
“If I have to meet or cross my 2018 
number, then I don’t need to release 
any ads. In today’s day and age, 
advertising is not the main fuel to run 
businesses.”

Mohit, however, is quick to add 
that advertising spends incurred now 
will be justified three to four years 
down the line. “This is not a short-
term investment, it is a long-term 
one. Please remember, I am creating a 
segment which never existed before,” 
he states.

Byju’s tryst with advertising began 
in 2015 when the ed-tech company 
launched its ‘learning’ app. The brand 
released its first TVC for the Indian 
market which was relatively alien to 
the online-education model with only 
‘Khan Academy’ as the Western point-
of-reference. However, unlike Khan 
Academy, which provides its services 
free of cost, Byju’s has its monetisation 
policy attached to subscription fees. 
Interestingly, both companies are 
backed by high-profile investors - 
Khan Academy by Microsoft’s Bill 
Gates and wife Melinda Gates; Byju’s 
by Facebook’s Mark Zuckerberg and 
his wife Priscilla Chan, among other 
key investors.

Byju’s was incorporated in 2011 by 
Byju Raveendran and the company 
initially provided online video-based 
CAT classes; word-of-mouth being 
the primary source of advertising.

Divya Gokulnath, director and 
co-founder, Byju’s, says, “Before 
2015, we were busy creating the 
product. In current times, launching 
an app was important as around 70 
per cent of the students in India 
have access to smartphones. Probably, 
we might find a different platform 
tomorrow. Nevertheless, we wanted 
to work on the product for at least 
four-five years so we could justify 
investment in mass media. Hence, 
when we made our debut on TV, it 
was mainly because we had a product 
(app) which covered a wide range of 
topics from class four onwards.”

Byju’s chose TV as its lead 
advertising medium since the 
product’s visual nature was its unique 
selling point. Mohit informs, “When 
we released our first campaign, we 
assumed that it will appeal only to 
parents in the metros. We thought 
that it will take some time before we 
reach out to tier two and three cities. 
On the contrary, we saw that roughly 
75 per cent of downloads were outside 
the metros and the important thing 
was that the users were also paying for 
the course.”

In an attempt to leverage the then 
newly-found target audience, Byju’s 
squeezed-in print ads into its media 
pie to ensure that parents from non-
metro regions are made aware of the 
app. The company felt a need to 
interact with parents who, as Mohit 
describes, are “strong influencers” in 
his business model. Moreover, the 
brand released 40-second-long videos, 
featuring Raveendran, explaining the 
‘Pythagoras Theorem’ in order to 
create blanket awareness for the app.

Mohit shares, “We use TV mainly 
to reach out to students, which can also 
be termed as customer acquisition. So, 
once the primary audience is received 
i.e. the students have downloaded 
the app, we have to reach out to the 

parents and we do that through print 
ads. The print medium is mainly for 
parents, not for kids.”

Byju’s intentions are clear, they 
do not want to route their message 
through parents or teachers. “In fact, 
it works the other way,” explains 
Gokulnath and adds, “Today, even if 
I can convince the parent/ teacher and 
not the student, then the student will 
not use the product. But, if students 
download the app and use it, then 
parents/ teachers automatically get 
involved.”

Last year, Byju’s signed actor Shah 
Rukh Khan for it’s new ad. The idea 
now was to engage both parents and 
students on one platform and the 
company intended to leverage Khan’s 

popularity across age groups. The 
ad was crafted by Lowe Lintas, who 
Byju’s has been associated with since 
2015.

“When we started advertising, 
none of us knew anything about it,” 
confesses Gokulnath adding, “We are 
not from this industry, so we went 
after the top five or six agencies and 
had multiple meetings with them. 
The idea was to go for mainline 
agencies.”

While briefing agencies, Byju’s 
made it clear that the brand’s line of 
communication will hover around 
the concept of ‘love for learning’. 

“We were very clear not to talk about 
our success rate or say that we will 
make your kid score more. On the 
other hand, in the entire education 
segment, no one says, ‘I will make 
your child fall in love with learning.’ 
Imagine, most parents might say 
that they are not interested in the 
‘falling in love part’ and would rather 
have their kids score high in exams. 
Promising something like this was 
a very risky bet. However, we were 
very convinced about this being our 
tagline. So, when we met Arun Iyer 
(chairman, chief creative officer, 
Lowe Lintas, India), he was able to 
understand what we were talking 
about and was ready to take that risk,” 
Mohit shares.

Presently, the company sets 
aside 20 per cent of its revenue for 
advertising, a 10 per cent decline from 
what it was three years ago. Rising 
word-of-mouth is the reason behind 
Byju’s reducing dependence on 
commercial advertising. “If you look 
at the organic reach, I see an increase 
of 10-12 per cent month-on-month,” 
says Mohit. Within the advertising 
budget, 50 per cent is reserved for 
TV, 25 per cent for digital, 15 per 
cent for print and the remaining is 
divided between ATL/ BTL activities 
including theatre advertising. n

sankalp.dikshit@afaqs.com
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Playing it Smart 
BYJU’S

Last year, Byju’s signed actor Shah Rukh Khan 
for it’s new ad.

“In current times, 
launching an app 
was important as 

around 70 per cent 
of the students in 

India have access to 
smartphones.”

DIVYA GOKULNATH

A look at the ed-tech company’s advertising 
journey so far... By Sankalp Dikshit 
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c o m p a n i e s  d o  t o  p u t  t h e i r  b e s t  f o o t  f o r w a r d  i n  t h e  m a r k e t ,  a t  t h e  e n d  o f  t h e  d a y  ( o r  y e a r )  -  i t  a l l  b o i l s  d o w n  t o  o n e  

s m a l l  f o u r - l e t t e r  w o r d ,  r e a l l y :  B u z z .
a f a q s ! ’ s  l a t e s t  l i s t  o f  I n d i a ’ s  B u z z i e s t  B r a n d s  h a s  a  f e w  s u r p r i s e s  a t  t h e  t o p  o f  t h e  t a b l e .  T h i s  t i m e ,  m o b i l e  n e t w o r k  

o p e r a t o r  J i o  h a s  d e t h r o n e d  l a s t  y e a r ’ s  w i n n e r  P a t a n j a l i  t o  c o m e  o u t  t o p s  ( J i o  h a d  f i n i s h e d  t h i r d  l a s t  y e a r  i n  i t s  v e r y  
f i r s t  o u t i n g  a t  t h e  B u z z i e s ) .  P a t a n j a l i ,  t h e  b r a n d  r e s p o n s i b l e  f o r  s i n g l e - h a n d e d l y  b r i n g i n g  a b o u t  a n  A y u r v e d a  t s u n a m i  
i n  t h e  m a r k e t  o v e r  t h e  l a s t  1 2  m o n t h s  h a s  s l i p p e d  o n e  r a n k  t o  N o  2 .  M o b i l e - f i r s t  t e c h  b r a n d  P a y t m  i s  a t  N o  3 .

O n  t h i s  y e a r ’ s  l i s t  o f  t o p  1 0  b r a n d s ,  e i g h t  a r e  d i r e c t l y  o r  i n d i r e c t l y  m o b i l e - r e l a t e d ,  o n e  b r a n d  ( P a t a n j a l i )  b e l o n g s  
t o  t h e  F M C G  s e g m e n t  a n d  o n e  ( M a r u t i  S u z u k i )  i s  a n  a u t o  b r a n d .

T h e  e i g h t  m o b i l e - d r i v e n  n a m e s  i n c l u d e  s m a r t p h o n e  b r a n d s  O p p o ,  X i a o m i ,  V i v o ,  c o n s u m e r  e l e c t r o n i c s / s m a r t p h o n e  
b r a n d  A p p l e ,  t e l c o s  J i o  a n d  A i r t e l ,  e - c o m m e r c e  p l a y e r  A m a z o n ,  a n d  m o b i l e  w a l l e t - t u r n e d  e - c o m m  b r a n d - t u r n e d  
p a y m e n t s  b a n k  P a y t m .

T h e  a w a r d s  w e r e  g i v e n  a w a y  a t  a  g l i t t e r i n g  f u n c t i o n  a t  L e  M e r i d i e n ,  G u r u g r a m  o n  M a r c h  1 4 .  A n d  n o w  f o r  t h e  f u n  
p a r t :  a  s l i g h t l y  m o r e  d e t a i l e d  l o o k  a t  t h e  T o p  1 0  B u z z i e s t  B r a n d s  o f  2 0 1 8 .
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In the 13th edition of India’s Buzziest Brands, Jio has emerged as the  
winner, followed by last year’s topper Patanjali at No 2. Mobile-led brand 
Paytm is at No 3. By Ashwini Gangal

I  IS INDIA S  
BUZZIEST BRAND



Last year, when we wrote about Jio (it stood 
third) we asked our readers whether the 

brand would be able to retain its buzz or 
whether it was just a case of ‘beginner’s buzz’. 
Jio sure seems to have kept it buzz going. 
Though the brand’s initial popularity was 
largely due to its ‘free data’ carrot, its top-of-
the-mind recall continues to be high.

Outside of its voice and data related offering, 
and the freebies therein, other popular segments of 
the Jio universe include JioTV, JioCinema and JioMusic, among others.

A few months ago, Jio inked a long-term deal with Siddharth Roy 
Kapur’s media production venture ‘Roy Kapur Films’, that will now 
curate, develop, commission and produce original digital video content 
for the Jio platform.

Just last month, Jio was in the news for issuing a defamation notice 
to the Cellular Operators Association of India (COAI) accusing the 
industry body of discriminating against Jio and unfairly supporting 
other telco brands. This came on the back of a recent statement that the 
body had issued about its view that the Telecom Regulatory Authority 
of India’s (TRAI) latest tariff order appears to favour Jio at the expense 
of other telecom operators like Vodafone, Idea and Airtel. But buzz, 
after all, is neither positive nor negative. It’s simply buzz.

A A A

Baba Ramdev-led FMCG marketer 
Patanjali has been riding a wave of 

popularity this past year and has been in 
the news consistently.

Earlier this year, it was talked about for its plans to up its distribution 
game by increasing its investment in its e-comm presence as well as in 
partnerships with e-retailers and aggregators. Patanjali is also looking to 
diversify into newer segments including apparel and solar energy.

Brand experts credit Patanjali for forcing rival FMCG companies’ 
Ayurveda push. Examples include Colgate’s Cibaca Vedshakti and 
Hindustan Unilever’s Ayurvedic Care variant for Fair & Lovely. Recently, 
direct selling company Amway too launched dietary supplements made 
of Indian herbs like tulsi and amla, among others.

On the flip side, Patanjali hit headlines for its lack of transparency, 
reported breach of export rules, and importantly for its products, their 
ingredients and allegations for not meeting required quality standards.

AY

Close on Patanjali’s heels 
is Paytm. The brand 

finished fourth last year 
and has since climbed up 
the buzz ladder. Recall that 
Paytm debuted at the Buzzies in 2016 – it was at No 53! In a year, the 
brand has climbed up to No 4 and has managed to retain its buzz... and 
then some.

Speaking of buzz, Paytm founder Vijay Shekhar Sharma’s recent 
appearance on Forbes’ list of billionaires certainly helps matters. 
Sharma’s share-of-headline went surging recently thanks to his pow-
wow with the National Payments Corporation of India (NPCI) over 
WhatsApp’s foray into the digital payments space - a very real threat to 
Paytm.

Psst: As we file this report, we can hear Paytm users grumble about 
its compulsory KYC layer. Aadhar linking, for those not in the know.

BUZZY D

BUZZY 

BUZZY B Z
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2. Cosmetics | Toiletries | Personal care 
3 . Apparel | Fashion | Accessories  
4. Confectionery, Chocolates
5. Banking & Financial Services, Insurance

1  3 Jio Telecom 100.0
2  1 Patanjali Foods 85.5
3  4 Paytm BFSI 5 83.2
4  5 Apple Computer & IT Sector 50.1
5  2 Amazon E-commerce | Services 36.5
6  9 Oppo Mobile Handsets 35.5
7  51 Xiaomi Mobile Handsets 34.4
8  14 Maruti Suzuki Automotive 34.3
9  11 Airtel Telecom 33.9
10  8 Vivo Mobile Handsets 33.5
11  46 India TV News 33.4
12  58 Cadbury  Confectionery... 4 20.0
13  - facebook...  Content Platforms 18.5
14  - Zomato E-commerce | Services 16.3
15  - Zee TV Entertainment 16.0
16  - IPL Entertainment 15.8
17  31 Star India Entertainment 15.7
18  - Republic News 15.6
18  - AMFI Banking ... 5 15.6
20  - Whisper Cosmetics ... 2 15.5
21  12 Sunfeast Foods 15.0
22  - Aashirvaad Foods 14.4
23  15 Bingo Foods 12.4
24  16 Engage Cosmetics ... 2  10.7
25  19 YiPPee! Foods 9.6
26  - Keys Hotels Hotels 7.9
27  13 Fiama Di Wills Cosmetics ... 2  7.7
28  21 Savlon OTC  6.9
29  6 Samsung Mobile Handsets 6.5
29  - Citibank BFSI 5 6.5
31  7 Vivel Cosmetics ... 2 6.2
32  35 ITC Hotels 5.8
33  - Lee Apparel ... 3 5.5
33  47 HDFC BFSI 5 5.5
35  - Instagram Content Platforms 5.4
36  - YouTube Content Platforms 5.0
37  - AXN Entertainment 4.7
38  30 Motorola Mobile Handsets 4.3
39  - Disney Entertainment 4.1
40  - Voot Content Platforms 3.9
40  - Jockey Apparel ... 3 3.9
42  39 Hero Two Wheelers 3.7
42  43 HCL Computer & IT Sector 3.7
44  40 Honda Two Wheelers 3.6
45  56 Vodafone Telecom 3.5
45  - Lays Foods 3.5
45  - Star Bharat Entertainment 3.5
48  - Reliance Fresh Retail 3.3
48  - Colors Entertainment 3.3
50  - TVF Play Content Platforms 3.1
50  - Kissan Foods 3.1
52  - Perk Confectionery ... 4 3.0
52  - BATA Apparel ... 3 3.0
54  - Marie Foods 2.9
55  - Big Bazaar Retail 2.8
56  22 Nike Apparel ... 3 2.7
56  - Munch Confectionery... 4 2.7
56  - Boomer Confectionery ... 4 2.7
56  - Quaker Foods 2.7
56  - Kotak BFSI 5 2.7
61  - Rupay BFSI 5 2.6
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ast year, when we wrote about Jio (it stood 
third) we asked our readers whether the 



4 | A
The gap between the top three 
brands and No 4 is markedly vast. 
Apple has been climbing the buzz 
ranks steadily over the past two 
years. In 2015 it was at No 15, in 
2016 it jumped to No 7 and then 
to No 5, last year. This time, Apple 
has climbed another rung and finds 
itself at No 4. Interestingly, Apple 
has never left the Buzzies since it 
first made an appearance in 2011.

How can we miss mentioning 
the buzz-generating statement Apple co-founder Steve Wozniak made 
at the recently held event in Delhi? Wozniak said Indians, hard-
working and studious as they might be, lack creativity. The culture 
here, according to him, doesn’t foster original thinking and innovation. 
Of course, everyone had their opinion about his statement and the 
collective buzz this generated on social media and off it is noteworthy.

In the smartphone segment, Apple is the most polarising of the lot; 
between the die-hards who go nuts every time a new variant of the 
iPhone is launched and the Android-loving Apple haters, this brand 
sure does generate a whole lot of buzz.

5 | A AZ
Apple outdistances Amazon by a long way in terms of buzz. After 
being dethroned from its No 1 spot by Patanjali last year, Amazon has 
slid down the ladder yet again, to No 5 this time. This is Amazon’s 
fourth year at the Buzzies. In case you’re wondering, in 2015 Amazon 

was ranked No 25, after which it rose to the top spot in a matter of 12 
months (it dethroned then buzz champ Flipkart at the time).

While Amazon’s initial buzz was related to its e-commerce platform 
and compelling prices, today the brand name is mentioned just as 
frequently for its video on demand platform Amazon Prime Video. 
In fact, Amazon’s marketing efforts for its shows – take for instance 
Madhavan-starrer ‘Breathe’ – are at par with big ticket television 
properties like Bigg Boss and Kaun Banega Crorepati. 

6 | 
Very close to Amazon in terms of its relative rank, is Chinese 
smartphone brand Oppo. The brand has not just managed to sustain its 
buzz quotient over the last 12 months but has climbed up three steps 

on the ladder. In 2017, Oppo was at No 9. Guess what – in 2016, Oppo 
was at No 42. 

One of the reasons Oppo managed to jump onto the buzz-wagon 
so quickly in this market is its timely and strategic association with 
cricket. Around last February, Oppo out-bid rival brand Vivo to win the 
sponsorship rights for the Indian cricket team for five years. It has since 
been more about keeping this (very costly) buzz going over the months. 
Actors Siddharth Malhotra and Deepika Padukone have been endorsing 
the brand in the recent past.

7 | A
What a year it has been for this brand! Xiaomi beat 
Samsung to become the top-selling smartphone 
brand in India in the last quarter of 2017. Last 
year at the Buzzies, Xiaomi was ranked No 51 and 
in 2016, No 59. It has leapfrogged into the top 10 
list this time… with a promise to stay there. We’ll 
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be watching this one closely. 
At the moment, the brand is raking in the buzz on two fronts, 

outside of its triumph over Samsung: its foray into the smart TV market 
in India, and its recent association with Katrina Kaif as ambassador for 
its Redmi Y series of handsets.

Recall that when Xiaomi entered this market four years back, it 
built its brand on the back on an interesting online-only sales strategy, 
executed through a tie-up with e-commerce player Flipkart. Around a 
year later Xiaomi tiptoed into the offline retail space. On the advertising 
front, in a segment driven by brands trying to out-shout and out-spend 
one another in the media, Xiaomi was fashionably and confidently late 
to the TVC party. 

8 | A U
Flanked by a handset and a mobile operator, and very close to both in 
terms of relative score, auto brand Maruti Suzuki is at No 8 this year. 
Good ol’ Maruti has had an interesting outing at the Buzzies so far.

First of all, it has managed to find its way into the Buzzies every 
single year, 
right from the 
first year of the 
listing (2006; it 
was ranked 18 back then). Steadfast in its presence, the brand typically 
lurks around the 20s and 30s. Its best performance was in 2016, when 
it hit No 6. The only other time Maruti was in the top 10 was in 2007 
when it was at No 9. Last year, Maruti was at No 14.

Between the success of its sub-compact SUV Vitara Brezza and 
speculations about the company’s plans to expand the Vitara range in 
this market in the months ahead, brand Maruti sure did gather a lot 
of buzz over the past year. Another recent source of brand buzz for 
Maruti has been its Nexa showrooms, an effort to both premium-ise 
and contemporise its image among the youth.

9 | A
Ah, Airtel. There’s a lot of history here. This telecom brand has fared 
extremely well at the Buzzies in 
the past. A quick recap: Airtel has 
topped the charts five times (2006-
09 and 2012), has stood second once 
(2016) and has stood third once 
(2013). Last year, narrowly missing 
the top 10 bracket, the brand looked on from the No 11 spot. This year 
it has clawed its way back into the buzz-light. 

We’re really going to track Airtel’s journey at the Buzzies in the years 
to come. Will it stay in the top 10 zone next year? That’s just the thing 
about buzz, isn’t it? It’s unpredictable and effervescent. Well, at the 
moment, the Airtel Payments Bank has run into some bad luck with the 
Reserve Bank of India. 

Meanwhile, in a move to strengthen its viewership data, Broadcast 
Audience Measurement Council (BARC) India has inked a deal with 
Airtel Digital TV, Airtel’s DTH arm, few days back. Last month, Airtel 
announced a strategic partnership with Hotstar, that brings digital 
content from the latter’s portfolio onto the Airtel TV mobile app.

10 | 
The smartphone brand from the same 
Chinese company that markets Oppo 
(namely, BBK Electronics), Vivo has 
slipped one rank to No 10 this time. 
Vivo debuted at the Buzzies a couple years back at No 37 and quickly 
jumped into the top 10 range within the following year, on the back 
of its strategic association with the BCCI as title sponsor for the IPL 
in 2016-17. Will it slip out of top 10 the next year? Not if its plays its 
cards right. 

For starters, the team could leverage the interest around Vivo V9 - a 
concept phone that is said to rival the iPhoneX on design - slated to be 
launched in India later this month.

Vivo is endorsed by Ranveer Singh, a buzzy name in Bollywood.

o e o
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• This year, there were 10 jurors for 
the Buzzies (last year had eight 
while traditionally it has been 
around five). In a departure from 
Buzzy tradition, this time the jury 
vote got 50 per cent weightage 
and the popular vote got 50 per 
cent weightage. Usually, the jury 
vote gets 30 per cent weightage.

• The number of valid voters in 
Buzzies 2018 was around 4,000. 
This year, the brands were 
classified under 25 product 
categories. Of the 25, voters chose 
three brands that they deemed to 
be the buzziest, from a list.

• The votes the jurors cast helped 
us create both, the main list of 
Buzzy Brands as well as separate 
category-specific lists of buzzy 
brands. Last year, the jury did not 
weigh in on the category voting 
leg of the process.

• For the category voting process, 
voters were required to select 
three brand names from a list, 
the length of which varied from 
category to category. They also 
had the option of adding a name 
they felt was missing from the list.

• No shortlist of brands was made in 
the case of the main Buzzy Brands 
list. The process was entirely 
unprompted. While there was a 
prompt to help participants get 
the spelling of the brand right, 
they were free to type the name 
of absolutely any brand they 
wanted.

09 and 2012), has stood second once 
(2016) and has stood third once 
(2013). Last year, narrowly missing 
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While the main list of buzzy brands is category-agnostic, 
we have computed a separate set of category-specific lists. 
This idea is to see which brand is most buzzy among peers 
of its kind. We studied 25 product categories in all. In each 
category, voters (popular plus jury) chose three brands 
that they deemed to be the buzziest, from a list.
This time around we have done away with the ‘Corporate’ 
category and added two new categories - Hotels and 
Building & Industrial Material. A look at how brands 
ranked within their respective categories this year.

Titan’s youth accessories brand Fastrack has topped the buzz 
chart in its segment this year, by a big margin. The brand, we 
must mention, has topped thanks to the support it got from 
the jurors; the popular vote was weak. On the back of its bold, 
cheeky advertising, Fastrack has become a cult brand unafraid 
to alienate all but its core TG. The four brands that follow have 
fairly similar relative scores. In fact, Nike and Raymond have 
exact scores and have tied for the fourth place. Interestingly, 
Fastrack’s parent brand Titan topped this segment on buzz 
last year; Fastrack wasn’t in the top five. An observation: Bata 
seems to be upping its buzz quotient year on year – the brand 
wasn’t in the top five in 2016, ranked No 5 in 2017 and has 
climbed to the No 3 spot this year.

Apparel, Fashion, Accessories 
Rank 2018 Rank 2017  Brand Relative score
1 - Fastrack 100.00
2 2 Jockey 68.89
3 5 Bata 66.68
4 4 Nike 62.88
4 3 Raymond  62.88

This is a new category, introduced this year. Asian Paints, 
followed by Havells, both prolific advertisers, have topped 
this segment on buzz. Both did well on the jury vote. A hot 
favourite on the stock market, 75-year-old brand Asian Paints 
has been in the news recently for its digital marketing efforts 
(#HomesNotShowrooms) that explore the changes in the 
‘relationship’ people have with their homes. Interestingly, the 
two brands that follow - Kajaria and, well below it in terms of 
relative score, Jaquar - are both from the bathroom fittings 
sub-segment. A recent ad campaign for Kajaria’s bathroom 
décor brand Kerovit put it on the buzz map thanks to A-list 
actor Anushka Sharma’s uninhibited dance moves in an ad 
film.

Building & Industrial Material 
Rank 2018 Rank 2017 Brand Relative score
1 - Asian Paints 100.00
2 - Havells 92.18
3 - Kajaria 88.14
4 - Jaquar 53.54
5 - Saint-Gobain 50.78

Maruti Suzuki, the only auto brand that has made it to the main 
buzzy list this year, is the topper within its segment as well… 
by a clear margin. Jury support for Maruti was strong. Last year 
too, Maruti topped its category chart, beating Tata Motors, 
Hyundai, Honda and Mahindra by a gigantic margin. Maruti 
Suzuki holds over 50 per cent market share in the passenger 
vehicles segment. Among the brand’s buzz-pullers are its sub-
compact SUV Vitara Brezza; its hot-selling models Swift, Dzire 
and Baleno and premium showroom chain Nexa. Noteworthy 
changes in this year’s top five: Jeep has gained a lot of buzz 
over the past 12 months. Toyota has replaced Mahindra at 
No 5.

Automotive    
Rank 2018 Rank 2017   Brand Relative score
1 1 Maruti Suzuki 100.00
2 - Jeep 81.98
3 4 Honda 80.15
4 3 Hyundai 79.92
5 - Toyota 49.24

Coca-Cola has won the buzz race, hands down, on the back 
of the jury vote. Surprisingly, popular support for the brand 
was weak. The gap between Coke and the rest is enormous. 
Thums Up and Paperboat, two very different types of beverage 
brands, have swapped places, as the latter’s performance - on 
the buzz scale at least - has improved. Here’s an interesting 
fact: Pepsi, which was at No 5 in this segment last year, is 
out this time. Earlier this month Pepsi released its annual big 
noise TV campaign after a gap of nearly a year. Why is Pepsi’s 
fizz losing its buzz? Well, it might have something to do with 
the negative press that ensued after Virat Kohli dropped the 
brand from his list of endorsements. Kohli said he is against 
endorsing products he wouldn’t consume himself.

Cold Beverages   
Rank 2018 Rank 2017 Brand Relative score
1 1 Coca-Cola 100.00
2 3 Paper Boat 41.87
3 2 Thums Up 41.08
4 - Frooti 39.66
5 - Mother Dairy 38.87

Indigo, the buzziest airline brand of 2016-17, has retained  
its top spot this time. IndiGo has had to put out many a 
digital fire recently – remember the video of a crew member 
assaulting a passenger went viral few months back? Last 
month, IndiGo appointed a COO after over a decade. 
Wolfgang Prock-Schauer is tasked with working on the airline’s 
upcoming low-fare, long-haul international ops. The other 
significant changes in this category are: AirAsia has replaced 
Air India at No 3; German airline Lufthansa has entered the 
top five this time; last year’s No 2 airline Jet Airways has been 
kicked out of the top five. 

Airlines   
Rank 2018 Rank 2017 Brand  Relative score
1 1  IndiGo  100.00
2 4  SpiceJet  83.64
3 -  AirAsia  79.12
4 5  Emirates  78.05
5 -  Lufthansa  75.47

Third on the main buzzy list (after Jio and Patanjali), mobile 
wallet-cum-e-commerce-cum-payments bank player Paytm 
has topped its segment on buzz by a fair margin. Paytm 
was the buzziest brand within its segment last year as well. 
Of late, Paytm’s founder Vijay Shekhar Sharma has been in 
the news for his angst over WhatsApp’s interest in the digital 
payments space, a foray he claims has the unfair support 
of the NPCI (which is the developer of the nation’s Unified 
Payments Interface or UPI). The variety of brands in the top five 
is fascinating in that it covers the entire spectrum of traditional 
and digital-first sub-segments. LIC, by the way, is out of the 
top five this year.

BFSI   
Rank 2018 Rank 2017 Brand Relative score
1 1 Paytm 100.00
2 3 SBI 86.16
3 - Kotak 78.96
4 - Visa 50.40
5 - BHIM 47.28

Microsoft has toppled Apple to take the top spot… and score-
wise, by a big margin. Microsoft’s recent buzz has to do with 
its Surface Pro, a laptop-meets-tablet brand. Apple, that has 
done well in the smartphone segment, has been pushed 
down to No 2 here. While Dell has managed to stick around in 
the top five, HP and Lenovo are out. Meanwhile, Canon and 
Micromax (a brand that’s recalled more readily for its handsets 
than its PCs and laptops) are in. Note: Microsoft was a hit with 
the jury, while Apple got equal support from the jury vote and 
the popular vote.

Computer & IT Sector 
Rank 2018 Rank 2017 Brand Relative score
1 3 Microsoft 100.00
2 1 Apple 53.55
3 2 Dell 50.40
4 - Canon 38.85
5 - Micromax 37.35

New



33afaqs! Reporter, March 16-31, 2018

o e o

 DU  A

In no other segment is the gap between the topper and the 
rest so vast. Cadbury, a massive hit with the jury, has out-
ranked the No 2 brand Snickers by the widest margin between 
any topper and the runner up in its segment. While Cadbury 
and Snickers stood first and second last year too, the gap 
between their scores was much smaller than it is this time. 
Must note: Pulse is out of the top five! Kit-Kat is holding on 
to dear buzz quite well. Meanwhile, Nestle and Parle have 
infiltrated the top five.

Confectionery | Chocolates  
Rank 2018 Rank 2017 Brand  Relative score
1 1 Cadbury 100.00
2 2 Snickers 17.32
3 3 Kit Kat 15.56
4 - Parle  13.48
5 - Nestle  10.98

Last year’s topper Patanjali has slipped to the No 4 position 
but sustaining a basic level of buzz is commendable as well… 
and Patanjali has done that and more across segments. We 
have a new name at the top spot - Garnier! And we’re not at 
all surprised to see Fogg in the top three. A disruptor in the 
deodorant market, Fogg, built on the proposition of being 
‘no gas, only liquid’, has managed to become part of local 
parlance with its funny, catchy (and slightly ridiculous!) ‘Kya 
chal raha hai… Fogg chal raha hai’ advertising line. Last year 
this segment was dominated by ITC brands – Engage, Vivel 
and Fiama. Of these, only Engage has stuck on in the top five 
this time. A new entrant in the top five is HUL’s soap brand 
Lifebuoy. P&G’s Gillette is out.

Cosmetics | Toiletries | Personal Care 
Rank 2018 Rank 2017 Brand Relative score
1  -  Garnier 100.00
2  -  Fogg 95.51
3  3  Engage 71.57
4  1  Patanjali 61.86
5  -  Lifebuoy 54.04

There’s been no change in last year’s list as far as the top two 
ranks go: Maggi continues to rule this segment and Patanjali 
has stayed at No 2. Even the relative scores of the two have 
not changed much; Patanjali is very close to Maggi. But No 
3 onwards, there’s been a big change. Last year, the next 
three players on the list were all ITC brands (Sunfeast, Bingo, 
Yippee – in that order), but this time, ITC has left the party; 
Tata Salt, Amul and Parle have come in its stead. Tata Salt has 
done very well, score-wise. Category winner Maggi turned 35 
in India this year. Its latest ad film takes viewers straight into the 
manufacturing unit and gives them a little behind-the-scenes 
tour of how the product is prepared. Strangely, on the main 
buzzy list, Maggi is nowhere in the top 70 even!

Foods   
Rank 2018 Rank 2017 Brand Relative score
1 1  Maggi 100.00
2 2  Patanjali 97.89
3 -  Tata Salt 91.10
4 -  Amul 59.13
5 -  Parle 53.44

The most noteworthy observation is the exit of last year’s 
topper Samsung from the top five! (In the handset segment as 
well, Samsung has slipped down from No 2 to No 4). LG has 
topped this segment by a big margin. Last year, LG stood third 
in this segment. LG has been in the news of late for looking at 
India as one of its manufacturing hubs for global markets. The 
company is also looking to launch ‘smart fans’ in India soon. 
Sony has stayed steady at No 2. Syska, that entered the top 
five last year, has gained buzz and climbed up to No 3 (from 
No 5); the brand has been advertising heavily this past year 
across mediums, including in-cinema films and TVCs. Godrej 
is out. Canon and Philips are in.

Consumer Durables  
Rank 2018 Rank 2017 Brand Relative score
1 3  LG 100.00
2 2  Sony 61.99
3 5  Syska 56.20
4 -  Canon 54.19
5 -  Philips 53.97

Amazon has toppled Flipkart, and how! Both last year and the 
year before that Flipkart has been No 1, followed by Amazon. 
Now, the tables have turned and Amazon has emerged as the 
leader of this segment by, we must mention, a humongous 
margin. And that’s not where the excitement ends… more 
upsets follow: Ola, BookMyShow and Uber have been 
replaced by MakeMyTrip, Myntra and Zomato, at the No 3, 
No 4 and No 5 positions, respectively. This is indicative of 
the growth in the online travel, fashion and food delivery sub-
segments. Note: On the main buzzy list Amazon is at No 5 
and Flipkart is way, way down at No 98! Buzz sure works in 
strange ways.

E-commerce | Services 
Rank 2018 Rank 2017 Brand Relative score
1 1  Amazon 100.00
2 2  Flipkart 55.94
3 -  MakeMyTrip 44.34
4 -  Myntra 44.16
5 -  Zomato 42.69

Of the top five brands in the hot beverages segment this time, 
two are tea brands, two are coffee brands and one is a malt-
based drink. Tata Tea tops the segment this year by a pretty 
big margin, pushing last year’s topper Nescafe down to No 
3. Tata Tea has gathered a lot of buzz among consumers 
on the back of its popular Jaago Re advertising campaign 
that stands for a new social cause with each new creative 
rendition. Interestingly, among the two coffee brands in this 
segment one is coffee retail chain Starbucks, which operates 
in a very different space from its segment-mate Nescafe, a 
packaged coffee brand consumed in-house. GSK’s Horlicks is 
out, making Mondelez’s Bournvita the sole malt-based drink in 
the top five.

Hot Beverages   
Rank 2018 Rank 2017 Brand Relative score
1 2  Tata Tea 100.00
2 3  Bournvita 71.42
3 1  Nescafe 52.55
4 -  Starbucks 40.92
5 -        Brooke Bond Red Label 40.17

WhatsApp, now a Facebook brand, has retained its top spot 
as the buzziest content platform. The popularity of WhatsApp in 
this market, elsewhere in the world too, has been phenomenal. 
It has become the go-to app for not just instant messaging but 
also for sharing of images, videos, and placing voice and video 
calls. Of late, WhatsApp’s buzz quotient has gone up even 
more due to many factors: the platform’s interest in the digital 
payments space and more importantly, the WhatsApp for 
Business app (available for download since January this year) 
that positions the platform as a medium for marketing. Twitter, 
by the way, the internet’s most widely read ‘newspaper’ as 
some like to call it in jest, is out of the top five. Amazon Prime 
makes its entrance.

Content Platforms  
Rank 2018 Rank 2017 Brand Relative score
1 1  WhatsApp 100.00
2 3  YouTube 93.03
3 2  Facebook 89.89
4 -  Amazon Prime 76.16
5 4  Hotstar 74.71

Surprise, surprise! Zee, that wasn’t anyway in the top five last 
year, has topped this segment this time. Zee was a big hit with 
the jury. In October last year, Zee TV turned 25 and created 
a fresh logo, revamped brand ethos (‘Extraordinary Together’) 
and a new, contemporary catchphrase ‘Aaj Likhenge Kal’, on 
the occasion. Zee has also been in the news recently for the 
launch of its new ‘freemium’ video on demand platform Z5. 
Last time’s category topper Sony is down to No 2. Tata Sky 
is out. Though Star, Colors and National Geographic have all 
managed to stay in the top five, score-wise, they’ve all slipped.

Entertainment   
Rank 2018 Rank 2017 Brand Relative score
1 -  Zee 100.00
2 1  Sony 72.66
3 5  Star 69.14
4 3           National Geographic 66.65
5 2  Colors 60.86

Introduced for the first time this year, this segment has been 
an interesting one to look at from the point of view of buzz. 
Brands in this segment are relatively less active on the B2C 
advertising circuit. ITC has topped, but not far behind is good 
ol’ heritage brand Taj. Buzz-drivers for luxury hotel chain ITC 
Hotels include: WelcomHotels, its growing chain of hotels 
targeted at the millennial traveller, and some top management 
churn (Sanjay Sethi was reportedly brought in as CEO recently 
but moved out soon after). The gap between the No 4 brand 
The Oberoi and the No 5 brand Le Meridien is very large.

Hotels   
Rank 2018 Rank 2017 Brand Relative score
1 -  ITC Hotels  100.00
2 -  Taj Hotels 92.65
3 -  JW Marriott 52.10
4 -  The Oberoi  46.32
5 -  Le Meridien   16.72

New
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This is more like a war of the detergents. Like last year, of the 
top five brands in this segment, three are from the fabric care 
space. However, there has been some churn - Mosquito 
repellent player Good Knight (No 2 in the segment last year) 
has replaced Hindustan Unilever’s Surf Excel at the top spot. 
This might have a lot to do with the surge in mosquito-related 
diseases like dengue and malaria over the past year. P&G’s 
Ariel best known in the advertising space for its award-winning 
‘Share the Load’ campaign (that encourages men to do the 
laundry), has entered the top five; not far behind the category 
topper in terms of relative score, Ariel is at No 2. Vim is out. 
Though Fevicol has slipped a couple of ranks it has managed 
to stay in the top five.

Household Products  
Rank 2018 Rank 2017 Brand Relative score
1 2  Good Knight 100.00
2 -  Ariel 91.91
3 4  Tide 90.50
4 1  Surf Excel 70.70
5 3  Fevicol 64.64

Baba Ramdev’s Patanjali strikes again. The popularity of the 
brand’s Ayurveda-based products have earned it the top spot 
in the OTC space yet again (it topped the OTC chart last year 
too). The brands that follow are all very far below Patanjali, in 
terms of their relative score. And it is noteworthy, that besides 
the top spot, Nos.2-5 are all new names this time. Last year 
Patanjali was followed by Savlon (that missed topping by a 
whisker, we must add), Himalaya, Volini and Durex. This time, 
we have Moov, Manforce, Prega News and Revital in their 
respective places. Note that on the main buzzy list Patanjali is 
at No 2, second to Reliance’s Jio. Last year Patanjali topped 
the main list.

OTC     
Rank 2018 Rank 2017 Brand Relative score
1 1  Patanjali 100.00
2 -  Moov 54.21
3 -  Manforce 52.91
4 -  Prega News 50.51
5 -  Revital 48.10

The top five names in this segment have stayed more or 
less same as last year, albeit with a few noteworthy tweaks: 
This time, Airtel and Jio have tied for the top spot within the 
segment. Both have fetched a large and equal number of 
votes. One segment telcos are increasingly feeding off – 
and vice-versa – these days is the OTT segment. While the 
association helps telcos sell more data packs, it helps video 
on demand platforms distribute their content easily. Important 
note: On our main buzzy brands list, Reliance-owned Jio has 
topped while Airtel is at No 9. No other telecom brand has 
made in the top 10 on the main list. Interestingly, both Airtel 
and Jio have received some negative press in recent times.

Telecom   
Rank 2018 Rank 2017 Brand Relative score
1 1  Airtel 100.00
1 2  Jio 100.00
3 4  Idea 74.47
4 3  Vodafone 47.06
5 5  BSNL 29.11

Handset category winner last year and the year before that, 
iPhone has retained its buzz and has topped its segment again, 
by a significant margin. Apple, marketer of iPhone, has done 
very well on the main buzzy list (it’s at No 4, after Jio, Patanjali 
and Paytm). iPhone enjoys cult-like loyalty in India. Lovers of the 
phone get visibly excited with the launch – impending and actual 
– of every new variant. At the moment, buzz is around whether 
the company will increase the number of variants (presently 
one) assembled in India. In the handset segment, Samsung 
has slipped from No 2 to No 4. OnePlus is back in the top five 
bracket. Consequently, Xiaomi (No 7 on the main buzzy list) 
missed being in the top five narrowly. Motorola is out. Oppo and 
Vivo are at No 6 and No 10 on the main list, respectively. 

Mobile Handsets   
Rank 2018 Rank 2017 Brand Relative score
1 1  iPhone 100.00
2 -  Vivo 85.97
3 5  OPPO 59.48
4 2  Samsung 43.19
5 -  OnePlus 15.59

What a fun mix of brands, this! Coffee, pizza, fried chicken and 
Indian namkeen snacks. After being dethroned from its top 
spot by McDonald’s last year, Domino’s Pizza has regained 
the throne this time. And McDonald’s has been tossed out of 
the top five. Interestingly, Indore-based Haldiram’s – that tied 
for the fifth place with Pizza Hut and Café Coffee Day last year 
– has managed to hang on to its buzz amid competition from 
global chains this time as well. Subway is out of the top five. 
Starbucks is in. In general, the QSR segment is still recovering 
from the problems brought in by demonetisation and GST. 
Other challenges include: the rise of food delivery services 
like Zomato and Swiggy that give consumers many options, 
increased competition from a burgeoning sub-segment of 
newer stand-alone entrants in the space and dealing with 
(read: shutting outlets) having expanded to fast in the past.

QSR   
Rank 2018 Rank 2017 Brand Relative score
1 2  Domino’s  100.00
2 -  Starbucks 86.23
3 3  KFC 57.05
4 5  Cafe Coffee Day  53.63
5 5  Haldiram’s 21.84

Not much has changed in this segment, buzz-wise, except 
perhaps a small seat-swap between Harley-Davidson and 
Honda. Royal Enfield continues to rule this chart and Hero, 
like last year, is not too far behind in terms of relative score. 
In 2016, the same five brands topped the list in more or 
less the same order. Royal Enfield has a strong pool of 
loyalists that help keep the brand alive on the road, online 
and in social conversation. The cult bike brand has been 
in the news recently for several reasons: entry into the pre-
owned motorcycle business, interest in developing an electric 
motorcycle for the Indian market, and the launch of two 
variants under the Thunderbird brand.

Two Wheelers   
Rank 2018 Rank 2017 Brand Relative score
1	 1	 	 Royal	Enfield	 100.00
2 2  Hero 94.35
3 4  Harley-Davidson 79.56
4 3  Honda 33.66
5 5  Pulsar 26.27

This segment was introduced last year. The top few names 
have stayed pretty much the same as last year’s, with Rajat 
Sharma-owned Hindi news channel India TV on top, by a 
large margin over the brands that follow – NDTV, Times Now 
and The Times of India, in that order. The brand has topped 
purely on the back of the popular vote. The only change in 
the top five has been the No 5 news brand; Aaj Tak has been 
pushed out by new entrant BBC World. The news segment 
is inherently involved in generating buzz for issues, people 
and brands… and it is interesting to note that not a single 
news brand is part of the top 10 buzzy brands (main) list. 
Nevertheless, category topper India TV stands proud at No 11 
on the main list, which is an achievement worth noting. 

News   
Rank 2018 Rank 2017 Brand Relative score
1 1  INDIA TV 100.00
2 2  NDTV 37.08
3 3  TIMES NOW 36.71
4 4  TOI 35.24
5 -  BBC World 18.03

This segment was introduced last year. Offline retailers have 
been rivalling the growing popularity of online retail players for 
a while now, so though the list reflects popularity within the 
segment, the top five brands deserve a round of applause 
nonetheless. Last time’s topper Big Bazaar (owned by Future 
Group) has slid to No 4 this year. Lifestyle Retail, that stood 
second last year, has snagged the top spot. A new entrant 
in this segment is Decathlon, a sportswear chain that has 
become very popular over the last 12 months. This has a lot to 
do with consumers’ growing interest in sports, adventure and 
the outdoors in general. We expect this brand’s popularity to 
increase in the months ahead.

Retail   
Rank 2018 Rank 2017 Brand Relative score
1 2  Lifestyle Retail 100.00
2 -                      Spencer’s Retail  85.37
3 4  Shoppers Stop  84.82
4 1  Big Bazaar 50.95
5 -  Decathlon 33.06

Being from the same space, this is one of our favourite 
categories to study. The category was introduced at the 
Buzzies last year. Google stays strong and proud at No 1, by 
a wide margin, just like last year. Noun-turned-verb Google is a 
steadfast favourite among our voters. Of late, Google has been 
working on improving its ‘People Also Ask’ search feed by 
including answers in the results (at the moment, only additional 
questions were displayed). Hanging by a thread is Cricbuzz 
at No 5, which was at No 3 last year. Yahoo has been kicked 
out of the top five (it’s still in the top 10 though); Firstpost has 
debuted.

Websites   
Rank 2018 Rank 2017 Brand Relative score
1 1  Google 100.00
2 5  ET 68.31
3 -  Firstpost 64.50
4 2  Times of India 27.61
5 3  Cricbuzz 19.75



WION - World Is One News – is India’s first global 
English News network and seeks to challenge the 
currently prevalent news narrative by lending 
reportage on the crucial Indian perspective.

Launched in December 2016, WION has a growing 
preference in high-weightage urban markets and is 
targeted to reach upscale viewers who are eager to 
consume news from around the globe.

We believe what happens to the world, happens to 
us all. By showcasing content that represents Indian 
interests, the channel strives to be India’s voice to 
the rest of the world, embodying the nation’s spirit.

Our goal is to empower our viewers with balanced 
and in-depth reportage from around the globe with 
an Indian perspective and inspire an inclusive worldview.

The multi-polar world has been seeking out India’s voice on global issues of universal 
relevance. This has led India, home to a kaleidoscopic culture and Asia’s fastest-
growing economy, to rapidly take the lead in international opinion-building.

Detailed research, aided by the latest technology, our widespread network and the 
belief in extraordinary storytelling over and above delivering the breaking news makes 
WION stand out from the usual.

WION showcases one of the best programming line-up including its primetime show 
Gravitas. Anchored by seasoned journalist Palki Sharma Upadhyay, the show gives 
intelligent international perspectives minus the biases and foreign spins.

Exclusive conversations with world leaders happen on World Is One Global Leadership 
Series where global icons and political influencers discuss their respective countries’ 
international relations, domestic politics and views on India.

In WION Wallet, an in-depth analysis of the world’s economic environment is done 
where we evaluate markets and economies and their impact on businesses.

WION’s endeavour is to be India’s independent voice to the rest of the world, while 
challenging the influence of western media. To this end, WION has formed a team of 
seasoned and intrepid journalists coming from diverse nationalities with a common 
goal to present news and views in an unadulterated manner.

 
If you belong to a company that wants to to 
embrace the power of digital media, respect 
great creativity and, stand for prudent client 
servicing, Social Kinnect - a result driven digital 
marketing agency - is the perfect agency to partner with. At Social Kinnect, quality 
is never compromised and the teams’ enthusiasm hits new heights when they meet 
like-minded clients! Social Kinnect strives to go beyond ‘conventional digital media 
metrics’ to get real business results for their brands. The agency tries to not just ‘think,’ 
but also ‘Act Different’ and works with clients to help them achieve marketing goals. 

Co-founded by Rohan Mehta (CEO) and Chandni Shah (COO), Social Kinnect that 
started with a team of three in 2011, now comprises of 200+ young, smart, dynamic 
entrepreneurs across offices in Mumbai and Delhi. Social Kinnect has a clear vision of 
helping solve brand problems using equal prowess across Digital, Creative, and Media. 
Their focus has been to find creative solutions to contemporary marketing problems.

A sense of honesty, camaraderie, and an extensive scope of growth prevails in the core 
of the organisation - a natural expression of who #Kinnectors are as people. The next 
couple of years’ focus will lie on advising marketers about not only brand strategies, 
but also the results. Their perspective is to generate a portfolio that comprises a 
collection of truly creative content, aided by consumer networking and expansion of 
media. Through working in various verticals that include web development, search 
engine optimization, online media buying, video production, web analytics solutions, 
and influencer campaigns, the idea is to grow in tandem with the occurrence of every 
minuscule advancement in the digital world.

After half a decade in Mumbai, Social Kinnect recently kickstarted operations in 
Delhi. The company is all geared up to serve a diverse set of clients within the region 
and beyond. Along with building digital identities for different brands, Kinnectors 
also contribute to the substantial growth of one another. With their #KinnectEDGE 
programme, Social Kinnect focuses on understanding how new developments in 
digital will affect marketers. They have created an ecosystem that gives the Kinnectors 
an ultimate EDGE (Enhanced Development and Growth Ecosystem), providing them 
with the chance to widen their horizons and learn beyond their respective job roles. 

 
India’s favourite premium lifestyle destination Fox Life, has launched an all 
new look of the channel, supported by a refreshed brand proposition and 
content line up. Continuing to inspire its audiences to live a fuller and more 
enriched life through unforgettable experiences and journeys, the brand’s 
new tag line of “NEVER STOP” is a way to remind them that there is always 
more to do, learn, experience and share.

This new and dynamic positioning, supported by a brand new premium and 
sophisticated on-air look and packaging, brings with it an entire new line 
up of lifestyle programming perfectly married to the philosophy of ‘NEVER 
STOP’. 

From upping the game in Food and entertainment with ‘Masters of Taste 
with Gary Mehigan’ and ‘The F Word with Gordon Ramsay’, extending their 
range of glamour and style with ‘Amazing Hotels’, ‘Style Factory’ and ‘Inside 
Dior’, travel adventures and exploration with ‘Great Escape 3’ or entertaining 
viewers with reality TV in the form of ‘Hell’s Kitchen’ and ‘Grilled’, Fox Life is 
bringing alive these experiences for the ever-evolving Indian viewers.

Channelizing Employee Loyalties to 
Amplify Brand Social Perceptions

Your employees are the most valuable evangelists for your brand and empowering 
them with content and  a cause can be one of the best things you can do for the 
brand’s image in the social age. Employee advocacy has been popping up frequently 
in recent years. Marketers and brands in India are realizing the impact a strong team of 
employees can create on social media.

The concept of employee advocacy can be traced back to when employee loyalties 
were at its peak and word-of-mouth was the only channel of marketing, outside of 
mass media and print. But put technology into play and you can leverage employee 
social outreach and trust to create positive buzz for the brand.

“When empowered to act as ambassadors for the brand, employees help bring out 
the credibility and serviceability of conversations around not just products or services, 
but every small achievement, milestone, breakthroughs, awards and recognition,” says 
Prince Khanna, CEO, Engagelyee Technologies, who recently launched a global SaaS 
platform that is scalable, customizable and focused on building Employee Media Value.

A platform like Engagelyee helps employees discover branded and social content, 
engage internally and amplify on Social Media platforms like Facebook, Twitter and 
LinkedIn in a brand friendly tonality. This helps organizations build their brand persona 
online, and imparting an exponential social reach as compared to their own brand 
pages where engagement has dropped further as Facebook plans to change algorithm 
to favour user feeds than pages.

The platform nurtures potential employee advocates through a gamified experience, 
a leaderboard to build softer internal competition and rewards to keep employees 
motivated. Studies suggest that employees feel motivated when entrusted to be social 
brand ambassadors, thus impacting workplace satisfaction and relationships at work.

“A self-sustaining technology, an employee-friendly social media policy and a well 
laid out short-term & long-term plan is critical for the success of such a program,” says 
Prince, who is confident of the technology, powered with AI, NLP and Machine Learning 
for the content recommendation engine, targeted campaign mechanism and real-time 
social media reporting, evaluated in terms of Employee Media Value.
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Jio gets its 
first Gold 
Buzzy

Paytm with its 
Bronze Buzzy

Patanjali 
receives the 
Silver Buzzy

Clockwise from top left: representives from Apple 
(No 4), Oppo (No 6), Xiaomi (No 7), Airtel (No 9) and 
Vivo (No 10) pose with their trophies.

A D  BUZZ  B A D  A



"Is the Medium the Message?" - a panel discussion

Bata, one of the many new entrants with its Buzzy Cadbury made a massive leap up the ranks Garnier topped Cosmetics, Toiletries & Personal Care

ITC Hotels gets a Buzzy TVS gets a special award: the Buzziest Brand on WION

Panel discussing the rules for creating Happy Buzz

37afaqs! Reporter, March 16-31, 2018

A BUZZY DAY
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T Thomas
OBITUARY

In a recent announcement, Adfest has 
named Raj Nair, chief executive officer 
and chief creative officer, Madison BMB, 

Mumbai as a jury member for Effective Lotus 
& Media Lotus category and Veneet Bagga, 
founder and director, Onion Creative Media 
as jury member for Film Craft Lotus & New 
Director Lotus category.

In January, Adfest had announced Santosh 
Padhi (Paddy), co-founder and chief creative 
officer, Taproot Dentsu as jury president for 
Outdoor Lotus and Press Lotus categories.

Adfest 2018 will be held at Peach Royal 
Cliff Resort, Pattaya from March 21-24, 
2018. n

feedback@afaqs.com

Nair & Bagga  
join Paddy 

ADFEST 2018

Madison BMB’s Raj Nair and 
Onion Creative Media’s Veneet 
Bagga among jury. While Nair 
will judge Effective Lotus & 
Media Lotus category, Bagga 
will judge Film Craft Lotus & 
New Director Lotus category. 
By News Bureau

Senior journalist Ranjan Roy passes away at 57. He was the chief of 
the Times News Network (TNN). By News Bureau 

Senior journalist Ranjan Roy passed away on 
March 10 after battling cancer for several 
years.  

Roy, chief of the Times News Network (TNN) 
and a member of the paper’s national editorial 
board, was 57. He is survived by his wife, son and 
parents.

An alumnus of Delhi’s St. Stephen’s College 
and the Ivy League Princeton University, US, 
from where he did his Masters in Public Affairs, 
Roy started his journalistic career in the Press 
Trust of India (PTI) in New Delhi as a trainee in 
1982. He then moved to the Associated Press in Kuala Lumpur and New York before returning to 
India in 2004 to head TNN. n  feedback@afaqs.com

T Thomas, former chairman of 
Hindustan Unilever, passed 
away on March 2, at 9.55 am 

at Breach Candy Hospital at the age 
of 90. He was the chairman of the 
company from 1973-1980 and later he 
served as Unilever Director.

Thomas led the company through 
the difficult price control era and 
laid the foundation for Unilever to 
retain the majority holding under the Foreign 
Exchange Regulation Act (FERA) at the time. 
He also spearheaded the launch of the Jammu 
detergents factory and Haldia STP (sodium tri-
polyphosphate) plant.

He was instrumental in recasting the company’s 
then management trainee programme whereby 
trainees were given an exposure of working in 
rural areas for their all-round development.

 During his tenure as 
chairman of HLL, Thomas 
had set up Ashadaan at Byculla 
in Mumbai which is run by 
Mother Teresa’s Missionaries 
of Charity. It is an organisation 
that serves differently abled, sick 
and destitute people. He also 
led the Anglo Scottish Education 
Society which runs Cathedral 

school in Mumbai for almost four decades.
 He was also a non-executive chairman of 

other big companies like Glaxo and Lafarge.
Sanjiv Mehta, CEO and MD, HUL, says, 

“Mr. Thomas was a remarkable leader and an 
institution builder. I personally looked up to him. 
He was a great example of a purpose-driven and 
values-led leader. His legacy will always live on.” n

feedback@afaqs.com

Nair (L) and Bagga: on board

 ` 1,800 (+ tax@12%)    25 %

 ` 3,120 (+ tax@12%)    35 %

GST Number

*Prices indicated above are exclusive of applicable taxes (@12%) 

B 3, Ground Floor, Sector 4, Noida -201301 Uttar Pradesh.

The former chairman of Hindustan Unilever passed away on March 2,  
at 9.55 am at Breach Candy Hospital. By News Bureau 

Thomas: the  
legacy continues

Ranjan Roy
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Post: Team - Copy and Art
Company: Span Communications
Profile: A team of out-of-the-box 
thinkers who can independently 
handle creative assignments. The 
candidate should have worked on 
reputed corporate and government 
clients.
Exp: 5 to 7 years
Location: New Delhi
Email: resume2span@gmail.com
...........................................................

Post: Web Developer  
Company: Elixir Integrated 
Brandcomm Pvt Ltd
Profile: Extensive experience in 
HTML5, CSS3, Bootstrap, good 
knowledge in JavaScript, JQuery, 
JQuery Plugins. Experience in 
developing responsive websites / 
applications using Bootstrap. Good 
knowledge in PSD/Illustrator to 
HTML.
Exp: 3 to 5 years
Location: Mumbai
Email: ganesh@elixirbrandcomm.
com
...........................................................

Post: Research Associate
Company: 3Dots Design (Pune)
Profile: A person with thorough 
knowledge of various contemporary 
methodologies of qualitative and 
quantitative research is welcome. 
The candidate should be able to 
independently carry out extensive 
on-field & online research to find 
out relevant statistics and trends.
Exp: 4 to 6 years
Location: Pune
Email: Contact@3dotsdesign.in
...........................................................

Post: Senior Visualiser
Company: Rouge Umbrella 
Marketing Services Pvt Ltd
Profile: The position is open for 
immediate joining. Campaign 
conceptialisation and ideation + 
working knowledge on AI , 3D MAX 
, Photo Shop. Architectural designers 
need not apply position only for 
visualisers having experience in brand 
communication and advertising.
Exp: 6 to 10 years
Location: New Delhi
Email: info@rumsindia.com
...........................................................

Post: Brand Management Executive
Company: Enchantico Children’s 
World Pvt Ltd
Profile: The candidate needs to have 
experience in a front line advertising 
agency/brand. S/he should have a 
good grasp of digital advertising – 
social media, Google SEO/SEM
and possess good communication 
skills and MS Office and be able to 
make presentations to third parties.
Exp: 1 to 3 years
Location: Mumbai
Email: enchantico.careers@gmail.
com, info@enchantico.in
...........................................................

Post: DTP/Studio Computer 
Operator  
Company: Quotient 
Communications Pvt Ltd
Profile: Layouts, adaptations, final 
artworking, image work and other 
computer and graphics related 
work.  
Exp: 0 to 3 years
Location: Mumbai
Email: team@quotientcomm.com
...........................................................

Post: Sr. Graphic Designer/Studio 
Manager
Company: Vermmillion 
Communication Pvt Ltd
Profile: Strong work experience 
with illusrator, Indesign, Photoshop 
and coral.
Exp: 2 to 4 years
Location: Mahipalpur, New Delhi
Email: athr@vermmillion.net.in
...........................................................

Post: Freelance Copy Writer   
Company: Why Not Advertising
Profile: Freelance Copy Writer
Exp: 3 to 5 years
Location: Thane(W), Mumbai
Email: khushij@whynotadvertising.
in
...........................................................

Post: Creative Graphic Designer 
Cum Visualiser
Company: Patch Creative Unit
Profile: Excellent designing skills, 
good visualisation, creativity 
skills; responsible for making 
layouts for brochures, catalogues, 
mailers, posters, packaging, logo, 
promotional designs, etc.

Exp: 4 to 5 years
Location: New Delhi
Email: cv@patchcreativeunit.com
...........................................................

Post: Sr. Client Servicing Executives
Company: MX Advertising Pvt Ltd
Profile: The candidate should be 
capable of independently handling 
client requirements. A quick 
thinker, with great communication 
skills, media familiarity and having 
handled clients across various 
verticals will be an asset.
Exp: 2 to 3 years
Location: Mumbai
Email: hr@mxadvertising.com
...........................................................

Post: Creative Designer - 2D & 3D
Company: Line Communications & 
Weddingline
Profile: A candidate should be 
a creative manager. S/he should 
have knowledge of Photoshop, 
Illustrator, In design Coral Draw, 
Lay outs, 2D & 3D - (3ds Max) 
designing.
Exp: 5 to 6 years
Location: New Delhi
Email: info@weddingline.in,  
info@linecommunications.co.in
...........................................................

Post: Marketing Head
Company: Bitstreet Technologies 
Pvt Ltd
Profile: Architect and lead the 
marketing and brand strategy 
for driving awareness, adoption 
and equity of brand product.
Responsible for Brand Planning 
& Deployment, media planning & 
market intelligence. Responsible for 
acquisition optimization, ROI and 
acquisition targeting.
Exp: 7 to 10 years
Location: Mumbai
Email: careers@bitstreet.in, 
recruiter@bitstreet.in, recruiter1@
bitstreet.ion, recruiter2@bitstreet.in
...........................................................

Post: Creative Art Director
Company: Fourth Dimension India 
Pvt Ltd
Profile: Retail Communication 
Design. Knowledge of Photoshop, 
Corel Draw, Illustrator is a must.
Exp: 3 to 4 years

Location: Mumbai
Email: kavitha.murugan@fdindia.
com
...........................................................

Post: Sr. Content & Copywriter
Company: India News 
Communications Ltd
Profile: The candidate will have to 
work towards the creative content 
development in line with latest 
trend in industry, readers feedback 
and analysis on the previously 
published contents effectiveness.
Exp: 5 to 7 years
Location: Noida
Email: hr@inclgroup.com
...........................................................

Post: Visualiser/Art Director
Company: Hats On Advertising Pvt 
Ltd (OPC)
Profile: Ideating, conceptualising 
and executing topnotch creative 
work with quick turnaround time.
Exp: 0 to 3 years
Location: Mumbai — (Andheri - 
West)
Email: prakash@hatson.in

TO ADVERTISE, CONTACT:

Shubham Garg  
P h :  0 8 1 3 0 1 6 6 7 7 7  

E m a i l :  sh u b h a m . g a r g @ a f a q s. co m

Aakash Bhatia (West)  
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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

o e e

PREGA NEWS 
Prega News’ latest video deals with 
postpartum depression by focusing attention 
on the difficulties faced by pregnant women 
working in the corporate world. 
Creative Agency: ADK Fortune

MOUNTAIN DEW
Mountain Dew has released it’s first-ever real 
life-inspired ad film based on the journey of a 
real-life hero, Arjun Vajpai. The video is part of 
the brand’s ‘Risk Takers of India’ campaign.
Creative Agency: J. Walter Thompson 

FLIPKART 
Flipkart has released a three-minute-long 
digital film to celebrate ‘dads’ who have 
disregarded gender-based norms that have 
been set by society.   
Creative Agency: Dentsu Webchutney

ALL OUT 
SC Johnson has launched a new digital 
campaign, #StandByToughMoms, for its 
mosquito repellent brand ‘All Out’. The ad 
has been directed by Shoojit Sircar. 
Creative Agency: BBDO India 

TANISHQ 
Tanishq’s new ad aims to break stereotypes 
by narrating the story of a woman who 
enrolls herself at a college in order to  
change the direction of her life.
Creative Agency: Lowe Lintas

BOROSIL
The minute-long ad opens with a young boy 
arranging the dining table while his sister 
is getting ready for work. The role-reversal 
reminds viewers that change begins at home. 
Creative Agency: Social Kinnect

PARLE G
Parle G’s new ad titled, ‘Ziddi Chhoriya’ 
celebrates women who have done the  
nation proud across various fields.
Creative Agency: Ghungroo Films & 
Entertainment

USHA
Consumer durables brand USHA has released 
its new ad film which advocates equal 
partnership in marriages and urges viewers 
to celebrate Women’s Day every day. 
Creative Agency: Fuel

DIAMOND PRODUCERS 
ASSOCIATION (DPA)
DPA’s new ad film which is the second in 
the ‘Real is Rare. Real is a Diamond’ series 
in India and is titled, ‘Sneaking Out’. 
Creative Agency: BBH India

MTV 
In its new ad, MTV India takes a humorous  
route in order to shatter gender-based 
stereotypes. Be it the pink-colour pens, 
strawberry cupcakes, soft-toys, or even the roti-
makers, the video targets the sexist mindset. 

DALDA OILS
Hydrogenated vegetable oil brand Dalda, 
has released a new ad advocating for 
equal rights on the dining table. The video 
features the hashtag, #PehleTum. 
Creative Agency:  Leo Burnett

BIBA
Biba has released its latest digital film titled 
‘#ChangeForProgress.’ The film wittily aims 
at tackling the age-old stereotypical notion  
of boy’s vs girls’ education. 
Creative Agency: Brandmovers India

VIDEOS

LUX
Lux has released a new 
print ad in remembrance 
of the late actress Sridevi. 
Apart from labelling the 
actress as ‘so much more 
than a superstar’, the ad 
mentions Lux to be her 
eternal fan. 

FACEBOOK 
Facebook’s new print ad  
titled, ‘Find Your Kind Of 
People’ portrays Indian  
women bikers. The brand’s 
logo and tagline are also 
mentioned in the ad. 

HIT 
Carbonated soft 
drink brand Hit 
has come up with 
a new print ad 
titled, ‘Forest’. 
The ad mentions, 
‘Now with 100 per 
cent compostable 
straws’.

PRINT
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 ` 1,800 (+ tax@12%)

*Prices indicated above are exclusive of applicable taxes (@12%) 

 ` 3,120 (+ tax@12%)

GST Number



people
A round up of some major people 

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

FoxyMoron
FoxyMoron has appointed Karthik Hariharan 
to spearhead the agency’s south division in 
Bengaluru. His designation being: business 
head, south, FoxyMoron. Prior to FoxyMoron, 
Hariharan was working with Leo Burnett 
Orchard for over two years, where his focus was 
on building new business initiatives, providing 
strategic direction for clients as well as driving 
business growth. 

IKEA
Swedish home furnishings company IKEA has 
appointed Peter Betzel as the new chief executive 
officer for its India business. He will be based in 
Bangalore. Previously, Betzel was heading the 

company’s largest market, Germany. He takes 
over from the outgoing India CEO, Juvencio 
Maeztu. Maeztu will now move into a global role 
as the chief financial officer and deputy CEO, 
IKEA Group (INGKA Holding B.V).

Publicis India
Publicis India has appointed Ramakrishnan 
Hariharan as head of creative. Ram, as he is 
fondly known by his peers, will be based out of 
Mumbai and will report to Bobby Pawar, MD 
and CCO - South Asia, Publicis India. As the 
creative head of Mumbai, Ram will manage and 
lend his creative know-how on some notable 
brands of the agency including Zee, Lakme, 
HDFC MF, Skoda and Citibank. He will work 

closely with the teams and the leadership and 
assist in carving out a unique creative identity for 
the brands that he will manage.

L&K Saatchi & Saatchi
L&K Saatchi & Saatchi has appointed Kumar 
Suryavanshi as executive creative director.  
He will be reporting to Delna Sethna, chief 
creative officer, L&K Saatchi and Saatchi. 
Previously, Suryavanshi worked with 
Ogilvy India as senior creative director. His  
known work includes Mahindra Commercial 
Range film Taqdeer Badal De, Cadbury Oreo, 
HDFC Life, Marico Nihar Shanti Amla, 
Parachute Men and the Dumb Charades Child 
Abuse film.

Media Kinnect 
Media Kinnect, the media arm of digital media 
agency Social Kinnect, has appointed Nishant 
Singh Didawat as business head - media 
strategy and operations. Didawat comes with 
diverse experience in data analytics, marketing 
technology, and media strategy across verticals 
such as fashion, BFSI, e-commerce, telecom, 
gaming, F&B, electronics, et al. He’s excelled 
both, at his most recent stint with AdParlor 
as the client strategy lead for their South 
Asia business and at the now Merkel Sokrati, 
where he was the lead strategist for their 
e-commerce platform. 

Amagi 
Amagi, a cloud-based technology company 
for media, has appointed Deepakjit Singh 
as its chief executive officer. With nearly 30 
years of experience in broadcast technology, 
including executive positions at Encompass, 
Ascent Media, Bharti Airtel and BT, Singh has 
been brought in to increase Amagi’s footprint 
across the globe. He will be working closely 
with the team to continue and expedite its 
impressive growth trajectory particularly in 
the US, where the company expects rapid 
growth this year following its official launch 
in the region in late 2017.

Shine Learning
Shine.com has appointed Nishant Shukla 
as chief business officer of Shine Learning. 
Shukla is an industry veteran with over 24 
years of experience across diverse segments. 
In his last stint, he was associated with 
Simplilearn as business head where he headed 
the retail sales team responsible for cloud 
computing, project management, IT services, 
sales force, and software development 
for India and the US. He was previously 
associated with leading brands such as Cisco 
Systems, Hewlett Packard, Oberoi Hotels 
Group and DZ Cards (the largest player in 
South-East Asia engaged in manufacturing 
and personalisation of chip-based and Mag-

strip cards and associated solutions) to 
successfully deliver projects to their clients.

Viacom18 digital ventures
Gaurav Gandhi, chief operating officer 
(COO), Viacom18 Digital Ventures, has 
decided to call it a day at the network. Gandhi 
has played a pivotal role in establishing 
VOOT as one of the formidable forces in 
the digital video ecosystem. He joined the 
network in 2010, before getting elevated as 
COO digital ventures in 2015 and played 
a significant role in strengthening the 
network’s distribution business, IndiaCast. 
Before joining Viacom18 group in 2010, he 
was EVP, business operations and content 
sales at NDTV Imagine. He also had stints 
with Star India, Turner India and Madison 
Communications.

Starcom
Publicis Media’s communications agency 
Starcom has appointed Rathi Gangappa as 
chief executive officer in India. Gangappa 
comes with over 20 years of experience 
in media and brand communications with 
digital and data expertise. Previously, 
Gangappa was with MediaCom as chief 
operation officer, where she was in charge 
of day-to-day operations and managing key 
client relationships across Mumbai, Delhi 
and Bangalore. Her past stints also include 
Vodafone, Onmobile Global, Maxus and 
Lowe Lintas.

OLX India  
OLX India, an online classifieds marketplace 
for auto, real estate, goods and services, has 
appointed Tarun Sinha as the business head, 
advertising. He will report to Momtaz Moussa, 
general manager, OLX India. Sinha will head 
the advertising strategy and operations, build 
on the team strength, evangelise the product 
and platform roadmap and build OLX’s 
relationship with advertisers, to establish 
OLX as a preferred partner for marketers.

DIGITAL
Homeshop18
The board of directors of TV18 Home Shopping Network 
have announced the appointment of Manish Kalra as 
chief executive officer of Homeshop18. Kalra brings with 
him extensive experience in e-commerce and will report 
to the board of TV18 Home Shopping Network. 

Lava
Lava International has elevated Sunil Raina as president 
and business head. Raina will now take up the business 
leadership role at Lava International, with all the business 
functions — sales and distribution, product, customer 
service, marketing communication and sales automation 
reporting to him; including business HR reporting 
dotted line to him as well. 

Triton Communications
Triton Communications has appointed Ashutosh 
Sawhney as chief executive officer. In his new role, 
Sawhney will focus on strengthening Triton’s value 
proposition to its clients, expand the business, collaborate 
with new clients and oversee the agency’s teams across 
offices in Mumbai, Delhi, Ahmedabad and Bangalore. 

BankBazaar.com 
Online financial services marketplace BankBazaar.com, 
has appointed Aparna Mahesh as chief marketing officer. 
Based out of Bangalore, Aparna will lead the company’s 
marketing strategies, to drive the next phase of growth 
at BankBazaar. She joins BankBazaar from FreshMenu 
where she was the CMO. 

Domino’s
S. Murugan Narayanaswamy, senior vice president, 
marketing, Domino’s Pizza has quit the company 
confirm industry sources. He had joined the company in 
October 2015. Narayanaswamy’s next move is unknown.   

Airtel
Raj Pudipeddi, who joined Airtel from P&G in February 
2107 as director consumer business and CMO - India 
and South Asia, has decided to move on from the 
organisation. Meanwhile, as per an Economic Times 
report, Airtel has handed over CMO responsibilities to 
Vani Venkatesh. Venkatesh joined Airtel as CEO - Retail 
in November 2016 from Abbott Nutrition. 

MARKETING

ADVERTISING
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At INOX, we've taken moviegoing many levels beyond the ordinary, introducing our patrons to unimaginable levels of luxury. With 
ample leg room, plush recliners and the latest audiovisual technology, you're sure to get immersed in a luxurious world of cinema. 

For the true connoisseurs, Insignia brings you impeccable service, including a butler on call and a selection of gourmet meals by 
Masterchef Vicky Ratnani. When you arrive to watch a movie at Nehru Place, you come prepared for a truly indulgent experience. 

You come prepared to live the movie.

Introducing
INOX Nehru Place

FIRST 7-STAR MOVIE EXPERIENCE
NEW DELHI’S

BUTLER ON CALL

D O W N L O A D F R O MW W W. I N O X M O V I E S . C O M

Enjoy service at the click of a button on your seat. 
Call for a blanket, a meal  or a beverage of your choice.,

OPULENT LEATHER 
RECLINERS

Italian stitch-art recliners with micro-adjustable neck 
and footrests, for the ultimate in comfort and luxury.

UNIFORMS CRAFTED
BY ARJUN KHANNA

An impeccable service experience, with our staff in 
bespoke clothing styled by celebrity designer Arjun Khanna.

GOURMET MENU 
BY VICKY RATNANI

Enjoy a variety of plated gourmet delights 
from the menu designed by Masterchef Vicky Ratnani.

DOLBY ATMOS

The truest quality cinema surround sound 
will take your eardrums to a brand new high.

4K PROJECTION

With 4K imagery, you'll experience a distinct 
razor-sharp clarity that's future-proof.

ADVANCED
LASER PROJECTION

Soak in a visual feast of 300% brighter images with 
enhanced laser technology on select screens.






