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W hen Manu Kumar Jain joined Xiaomi to run the brand’s India ops in 2014, 
I was amazed. Why would a former entrepreneur – he co-founded and 

launched Jabong in 2012 – decide to not just go back to being a full-time employee, 
but pick a boss from China? 

So I asked him about his unconventional move then; he said at the time, “When 
I left Jabong, I left to start something new. But that’s when the opportunity to launch 
Xiaomi in India came to me. Honestly, it wasn’t very different from launching 
Jabong, because when I started out at Xiaomi, I was the only one. It was almost 
like starting a new company from scratch...” making it to our list of ‘entre-ployees’, 
or entrepreneur-turned-employees, of that year. In fact, 70 per cent of his team back 
then comprised former entrepreneurs. (Psst: Presently, Manu is preoccupied with 
protecting the start-up culture at Xiaomi, something the brand’s new-found success 
is poised to destroy).

Which brings me to our reason for interviewing Manu this time around – under 
his leadership, Xiaomi beat Samsung to become the top-selling smartphone brand in 
India in the last quarter of 2017. The brand’s share-of-headline went through the 
roof... and has been there since. 

We spoke to Manu about Xiaomi’s journey in India, that began with an online-
only sales strategy touted to have “broken” Flipkart’s servers; subsequently, the 
brand forayed into offline retail. In a segment where out-spending and out-shouting 
one’s rivals is the order of the day, Xiaomi was the last brand to launch a television 
commercial, slap a celebrity’s face on its billboards, and show its media might.

Xiaomi snagged the 7th position on our 2018 list of Buzziest Brands, a huge 
leap from last year’s position – 51! We’ll be keeping a close eye on Xiaomi and its 
spunky custodian, who keeps his team hopped up on his contagious enthusiasm and 
pots of filter coffee. 
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Tech and e-comm giant 
Amazon’s virtual voice 
assistant Alexa is a buzz 

creator, no doubt — be it in the 
self-spoofing Superbowl ads (a good 
indicator of ready recall) or the fact 
that an anomaly which had ‘Alexa 
laughing unexpectedly’ gained rapid 
viral attention.

Naturally, when she finally made it 
Indian, the buzz grew stronger here. 
A few months ago, India saw the 
launch of Amazon’s Echo — the AI 
enabled smart speaker that responds 
to any query or command preceded 
by the hotword ‘Alexa’ — be it on GK, 
music, news, cricket scores, weather, 
controlling lights or calling a cab. Alexa 
responds even when you’re outside the 
room and over music or conversation 
because of far-field technology and its 
seven-mic-array setup.

But is India ready for her? “The 
customer is more than ready,” says 
Ravi Desai, director Mass and Brand 
marketing, Amazon India. He adds, 
“It’s mainly about the awareness of 
the capabilities of such a product.”

For the rest of the ecosystem, 
Amazon is constantly working with 
partners to develop more Alexa 
‘skills’ (capabilities of the backend 
to deal with questions across areas) 
be it transactional (‘Alexa order me a 
pizza’, ‘book a cab’, ‘play me a tune’, 
‘what’s trending in India’, ‘wake me 
up tomorrow morning with a Bhajan 
at 7 am’), knowledge-based, accessing 
sports scores or simple weather queries.

THE TIME IS RIGHT
Desai notes that tailwinds like 

reducing broadband rates, higher 
speeds and greater data capabilities 
have made this the apt time for 
technology like this to be introduced 
to India. “This is AI available for 
masses in India at fairly affordable 
entry prices — it is magical tech at 
the cost of a metro family’s cineplex 
outing with a meal thrown in,” he 
says, adding that they are seeing a 
healthy adoption, not just for the 
entry-level Echo Dot but for devices 
like Echo and Echo Plus too.

VOICE AND THE ‘DESI’ 
ACCENT

Alexa can pronounce ‘Bachchan’ 
— she won’t say ‘Bakkan’. She can 
say Thiruvananthapuram. She knows 
Rajnikant jokes, follows cricket and 
is aware that the term ‘bunk’ is about 
skipping class and has nothing to do 

with bed varieties. “It’s constantly 
learning with every occurrence and 
interaction,” says Desai. “There are 
different ways in India to say the 
same word. Also, if my wife and son 
ask for the same song, Alexa would 
play different versions of each.”

CATEGORY FIRST
The company has launched two 

TVCs under the ‘#JustAskAlexa’ 
campaign. Desai explains that 
the company wanted Echo to be 
showcased from an everyday-routine 
standpoint to convey how it can 
fit seamlessly into their lives and 
enhance moments. “You are actually 
spending good, quality time together 
and Alexa is there for you in the 
background (unlike a laptop, tablet 
or phone),” he notes, adding that 
while people were familiar with 
Bluetooth speakers, Amazon wanted 
to state that there is smarter tech in 
this speaker-like device.

For the campaign, the team is 
looking at various touch points — be 
it OOH or display panels at airports. 
The newspaper ads will be about 
deeper education and exposure to 
Alexa’s skills while digital will gauge 
search signals to craft creatives.

On the TVCs, Kainaz Karmarkar 
and Harshad Rajadhyaksha, chief 
creative officers at Ogilvy India, 
say that the one thing they kept in 
mind was that the communication 
should not be layered, as they were 
introducing ‘not just a new gadget but 
a new member of the family’. They 
add that since the entire family can 
appreciate her qualities, they created 
a campaign where different members 
of the same family interact with Alexa.

“The family focus is specific to 
India based on cultural cues whereas 
globally, campaigns for Echo are 
more individual-centric”, says Kiran 
Ramamurthy, EVP at Ogilvy.

FOR THE ENTHUSIAST
“There was an entire lot waiting 

for Alexa to be launched here. 
They’ve already gone beyond 
the basic set skills, the morning 
routines. To cater to them, we will 
be tying up with more relevant 
first and third-party partners 
because this is mainly a base on 
which multiple skills reside,” Desai 
says about catering to tech-savvy 
consumers.

BEYOND THE NOVELTY
“Very soon people will get used to 

it, but right now, novelty is making 
people share it. I’ve had people excited 
even when Alexa tells them it is 40 
degrees in Ahmedabad. Folks have 
had parties with music completely 
played off Alexa,” Desai smiles.

EARNED MEDIA VIA  
INFLUENCERS

“There are a couple of influencers 
who’ve bought these and who, on 
their own, talked about how they’ve 
added magical moments in, without 
any tie-ups from our side. In this 
case, we’ve got technology that really 
markets itself. Influencers have the 
customers’ eyes and ears because 
of expertise in a particular domain 
(music, GK or some other) we may 
use them from a tactical standpoint, to 
get deeper into that,” explains Desai.

WILL ALEXA BE WELCOMED 
INTO HOMES? 

Sudeep Gohil, chief strategy 
officer and managing partner, 
Publicis India: Alexa is interesting 
as it’s not the kind of product that 
one feels like there is an immediate 
need for. We are used to alternative, 
familiar ways and this makes it harder to 
justify buying one. That said, I have had 
Alexa in my home for a while and it is 
genuinely awesome, but the main users 
are my kids. They are not burdened 
with the right way of doing something 
or with entrenched points of view on 
how to get a job done. They approached 
Alexa the way that I would hope many 
Indian would: Here is something new 
in our home; it’s cooler, easier than the 
alternative and it works!

Rajeev Sharma, CEO, 
Ormax Rhodium: Does a market 
opportunity for Alexa and other 
voice-enabled virtual assistants exist 
in India? Certainly, it does. However, 
once the novelty wears off, the size 
of the opportunity would depend on 
how often it gets used and for what 
purpose, beyond the obvious. And 
that’s where skilful marketing comes 
in. The biggest market opportunities 
exist because customers are naturally 
struggling to get something done that 
is not being done satisfactorily. Not 
merely because you have discovered 
new technology. Some instances of 
natural struggles that voice-enabled 
virtual assistants obviate could be — 
wasting time trying to locate the TV 
remote, adjusting the temperature of 
the a/c in the middle of the night, 
forgetting to switch off the lights 
when you have left a room, finding 
a synonym to replace an often used 
word in a presentation, without 
having to type it - to name a few.

Now, if it could only figure out 
where I left my glasses. n

shweta.mulki@afaqs.com

The Time is Right
AMAZON

Ravi Desai talks about Amazon’s new set of TVCs that sell the Alexa-enabled Echo. By Shweta Mulki

“This is AI available 
for masses in India at 
fairly affordable entry 
prices - it is magical 
tech at the cost of 
a metro family’s 

cineplex outing with  
a meal thrown in.”

RAVI DESAI
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Raymond, the Indian branded 
fabric and fashion retailer, 
recently launched a campaign 

called ‘It All Begins with Black’ 
to promote its new range, the ‘All 
Black Collection’. The ad has been 
conceptualised by Grey India, 
directed by Lloyd Baptista and 
produced by Method Productions.

The new TVC stars Indo-
Canadian singer and writer Jugpreet 
Singh Bajwa, who has been visually 
impaired since he was six months 
old. Bajwa narrates why black has 
more hues than one can imagine 
as the background crew, dressed in 
shades and textures of black, enact his 
words. It is this realisation, that the 
film is a visually impaired person’s 
interpretation of black, that takes 
the viewers through the real journey 
inside the narrator’s mind.

Talking about the brief given to 
the agency, Madhu S. Dutta, head 
- marketing, lifestyle business, 
Raymond, says, “The brief was 
very clear. How do we bring out 
the versatility of black by keeping 
the authenticity and honesty of the 
colour and giving it a completely 
different twist; and that’s where Grey 
India came up with the concept of 
how we retain the core of what black 
stands for and then narrated the 
story.”

Talking about the new collection, 
Dutta says, “Black, as part of the 
fabric collection, is a perennial line 
which is available in our portfolio. 
We have introduced a lot more in 
the black collection which means 
experimenting with a lot of textures 
and different materials. There is an 
expandable price-point where this 
collection is available and, therefore, 
we thought that there is a certain 
opportunity in terms of talking about 
this collection from the versatility 
point of view and availability of it 
under Raymond’s fine fabric.”

The core target audience for 
the ‘All Black Collection’ is SEC 
A, Male, 30 years and older. The 
brand is promoting the new TVC 
through infotainment, English movie 
channels and English news channels. 

Raymond is also promoting the new 
collection through digital, in-store 
visual merchandising as well as 
outdoor and theatre ads.

afaqs! Reporter asked the experts 
to review, and this is what they had 
to say:

John Thangaraj, national planning 
director, FCB Ulka, says, “My first 

reaction to this campaign was - 
‘wow, that takes courage’. Courage 
on the part of the agency to come up 
with something this brave, and far 
more courageous on the part of the  
client to actually believe in it and 
approve it.”

Talking about the execution, 
he says, “While slam poetry is an 
admittedly fresh concept here 
in India, I’m not quite sure how 
accessible it is for a large majority 

of consumers; Raymond is, after all, 
a fairly mass premium brand. For 
me, the magic of the film lay in its 
core idea — a visually impaired man 
talking about the power of black. 
It’s a big, brave, category-disruptive 
thought and one that could have been 
executed in a number of different 
ways. A slightly more straightforward 
execution may have elevated this idea 
to even greater heights.”

He adds, “I think it’s fantastic. 
Kudos to Grey and Raymond 
for having the guts to make this. 
Creative courage is an exceedingly 
rare commodity in advertising today 
- we need more films like this.”

Chandrashekhar Mhaskar, vice 

president, Isobar India, did not realise 
that Bajwa (the blind narrator) was 
part of the TVC. He says, “The 

execution overpowered the cast 
and was way too overwhelming 
and captivating. I think the TVC 
definitely talks to the TG, for its 
exuberance. The connect with Bajwa 
being blind, which is apparent only at 
the end, does make me think of the 
deep connection that is seemingly 
present, but it is not very clear to me.”

He adds, “I think the execution 
is brilliant; the special effects, voice, 
music, basically the entire ensemble 
of elements. I got hooked on to it 
right from the word go and was 
immersed. It has set a benchmark, 
only to be excelled by Raymond itself 
or any other brand for that matter.” n

suraj.ramnath@afaqs.com 
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Interpreting Black
RAYMOND

The Indian branded fabric 
and fashion retailer has 
recently launched its 
new ad ‘It All Begins with 
Black’. By Suraj Ramnath

“The brief was very 
clear. How do we 

bring out the  
versatility of black 

by keeping the 
authenticity and 
honesty of the  

colour and giving  
it a completely 
different twist.” 

MADHU S. DUTTA

“Creative courage 
is an exceedingly 

rare commodity in 
advertising today - 

we need more films 
like this.” 

JOHN THANGARAJ

The new TVC stars Indo-Canadian singer and 
writer Jugpreet Singh Bajwa, who has been 

visually impaired since he was six months old. 
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Remember the Fevicol Marine 
ad where a man transporting 
chairs on his boat denies an old 

man a lift because of the apparent lack 
of space, but he’s quick to make space 
for a good looking village damsel and 
her “belongings”? The one where he 
kicks his cargo overboard to make 
room for the girl and drags the chairs 
along with a rope tied to his boat? The 
ad tries to showcase just how strong 
the adhesive, Fevicol Marine, actually 
is, especial in water. Well, Pidilite is 
back with a new TVC for the brand 
named Fevicol Marine Market. The 
ad has been conceptualised by Ogilvy  
& Mather (O&M) - India, produced 
by Corcoise Films and directed by 
Prasoon Pandey.

The latest ad also focuses on the 
strength and reliability of Fevicol 
Marine on wood, when submerged 
in water. Since the old Marine ad 
became popular instantly, afaqs! 
Reporter asked Vivek Sharma, 
chief marketing officer, Pidilite 
Industries, ‘what was the objective 
of the new TVC?’ He says, “Fevicol 
Marine is an advanced product and 
highlights Fevicol’s technological 
prowess. Continuing our tradition 
of innovation post the successful 

‘boatman’ campaign, we wanted to 
highlight the brand promise in an 
entertaining manner that has become 
synonymous with Fevicol advertising. 
The new marine TVC aims to 
showcase the product superiority of 
Fevicol Marine compared to other 
offerings in the market.”

Sharing about the brief given to 
the agency, Sharma says, “The brief 
given to Ogilvy was to highlight 
Fevicol as the most technologically 
advanced brand capable of delivering 
unmatched waterproof bonding in its 
own unique way.”

It is a known fact that Pidilite 
has chosen TV as a main medium 
for Fevicol Marine’s advertising. So, 
afaqs! Reporter asked Sharma, ‘what 

is the reason behind this bias towards 
TV? What about other mediums like 
digital films or print?’

He says, “The choice of medium 
to promote and advertise our brand 
largely depends on our target group, 
which engages more in television than 
on any other medium. Moreover, we 
believe that for Fevicol, the storytelling 
behind the advertisements is best 
portrayed through television. We 
have a fair share of digital, cinema, 
OOH and print presence as well. The 
Fevicol Marine ad was first launched 
in cinemas before it went on TV. 
With regards to use of the digital 
medium, we have recently devised a 
few creative digital interventions for 
Fevicol. These are YouTube pre-rolls 
of 15-sec each, pleasantly surprising 
the consumers while giving its 
message of unbreakable bonds.”

Adding about which medium, 
among TV and print advertising, 

reaps best ROI, Sharma says, 
“Without a doubt TVCs are Fevicol’s 
primary advertising medium. Over 
the years we have witnessed strong 
growth through the medium of 
TVC. We do connect with our end 
user, which is our carpenter and 
contractor community, through a lot 
of below-the-line activities.”

All Fevicol Marine ads, though 
interesting, seem to be cut from the 
same cloth; they look and feel the 
same. afaqs! Reporter asked Sharma 
‘if that was the brand’s strategy?’ 

“Fevicol is an iconic brand and has 
become synonymous with adhesives 
in India. All our campaigns follow 
the tonality and personality of the 
mother brand i.e. Fevicol, hence, you 

will find the same rustic, earthy look, 
real people, and real-life incidences 
in our ads,” he says.

The TVC will be aired in key Hindi 
speaking markets and Karnataka. The 
campaign will be on air for five weeks 
and during IPL. It will be supported 
by an integrated marketing campaign. 
The communication will be extended 
through various below the line (BTL) 
activities such as outdoor advertising, 
high visibility and innovative 
point-of-sales, demand generation 
activations and dealer certifications.

Given the success of the old 

‘boatman’ ad, afaqs! Reporter asked 
Vivek Verma, SVP, Ogilvy India, 
how much pressure there was to 
match the earlier one’s success. He 
says, “The pressure is always there 
for us to deliver better than what we 
did the last time. I think that’s the 
reason the work is always good as we 
keep challenging ourselves.”

Adding about the challenge, 
Verma says, “It is always challenging 
to get the right story in place, which 
is true to the brand. The underwater 
shots, the pulling out of the broken 
planks, the casting, and the opening 
of the shops, everything is part of 
crafting.”

CAN THE NEW AD  
RE-CREATE THE MAGIC?
Adrijaa Sanyal, creative director, 

Brandmovers India, says, “Of course. 
I would, in fact, go ahead and say that 
this one is even more fascinating than 
the earlier. That is not to take away 
from the earlier one at all, given how 
charming and funny it was at the 
time. The music, not surprisingly, is 
spot on and beautifully connects the 
ad to its predecessor. However, this 
time there is a certain edginess and 
craft to it that one cannot miss.”

Varun Goswami, executive 
creative director, Grey Group India, 
says, “Communicating the benefits 
of a waterproof adhesive is hard... 
The weight of Fevicol’s legacy is 
obvious. Unfortunately, this piece 
can be seen crumbling under it. The 
effortless eccentricity, the casual 
kookiness that we’ve come to expect 
from this brand, feels strained and 
contrived here. Yes, you don’t see 
the end coming, but unfortunately, 
that feeling doesn’t change even after 
you’ve seen it a few times.” n

feedback@afaqs.com 
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Back in the Limelight
FEVICOL

afaqs! Reporter tries to 
find out if the hilarity 
quotient is as high as it 
was in the brand’s 2012 
TVC. By Sankalp Dikshit 
and Suraj Ramnath

The ad has been  produced by Corcoise Films 
and directed by Prasoon Pandey.

“TVCs are Fevicol’s 
primary advertising 
medium... We do 
connect with our 
end user, which 
is our carpenter 
and contractor 

community, through 
a lot of below-the-

line activities.” 
VIVEK SHARMA
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Do you remember the famous 
ad campaign released by 
Bajaj Auto on the Republic 

Day in 2016? Leo Burnett had created 
a minute-long ad film for Bajaj V, the 
motorbike that is built by using a 
partial amount of scrap metal from 
the decommissioned INS Vikrant 
warship.

In the second leg of the campaign, 
Bajaj V launched ‘Invincible Indians: 
Stories that invoke pride every 
day’ with an aim to uncover the 
stories of ordinary Indians who, by 
their sheer determination, perform 
extraordinary acts to serve society. 
Five digital films — ‘Didi’, ‘The 
Iceman’, ‘Aagun Pakhi’, ‘Medicine 
Baba’ and ‘Ambulance Dada’ — 
conceptualised and created by Leo 
Burnett, India, were released as part 
of the initiative. The films portrayed 
five ‘Invincible Indian’ awardees — 
Vijaylaxmi Sharma (who is leading 
a movement to eradicate child 
marriages in the villages of Rajasthan), 
Chewang Norphel (who created 15 
artificial glaciers in Ladakh to solve 
the perennial water crisis and was also 
awarded the Padmashree in 2015), 
Bipin Ganatra (a man who rescued 
people from more than 100 fires in 
Kolkata and has been recognised as a 
volunteer fire-fighter by the Kolkata 
Fire Department), Omkar Nath 
Sharma (who travels across Delhi 
and NCR to collect medicines from 
people who no longer need them 
and distributes them to clinics and 
hospitals who serve the poor) and 
Karimul Haque (who converted his 
bike into an ambulance and offers a 
24x7 ambulance service, free of cost.)

Now, the auto major has released 
its ‘Postcards of Pride’ film under the 
Invincible Indians series. Through 
this film the brand urged all Indians 
to spare a moment to remember 
over 22,000 brave Indian soldiers 
who made the supreme sacrifice 
in military actions since 1947 and 
display their respect through a small 
gesture of lighting a candle outside 
their home at 8.00 pm on Martyrs’ 
Day, observed on March 23.

The film, ‘Postcards of Pride’, 
has been produced by the Publicis 
Groupe’s in-house production 
division i.e. Prodigious. It captures 
the story of Jitendra Singh Gurjar, a 
Surat-based security guard, who has 
been writing postcards to martyrs’ 
families for the past 19 years. So far, 

Jitendra has written letters to 4000 
families. Through the film, Bajaj V 
attempts to convey a message to the 
citizens of India to come together on 
Martyrs’ Day to pay tribute to our 
fallen heroes.

“We feel that like ‘Medicine 
Baba’, ‘Ambulance Dada’ and others, 
Jitender Singh Gurjar is also a true 
Invincible Indian and hope that his 

story will inspire millions of Indians 
to do their bit to pay tribute to our 
Martyrs,” says Sumeet Narang, vice-
president, marketing (Motorcycles) 
at Bajaj Auto.

afaqs! Reporter asked Narang that 
once a campaign becomes a hit, how 
does the brand decide the frequency 
of the creative rendition of it.

“We always try and go for campaign 
ideas that are deeply connected with 
the brand and customer insights. 
When we get that right, freshness 
does not become an issue. Stories 
of solidarity and pride have been 
relevant in our country for thousands 
of years. We look for topicality in our 
executions and not communication 
strategies,” says Narang.

But finding/identifying these 
unsung heroes is an uphill task and 
a very rigorous process as it’s not 
something that can be Googled. 
Hence, while some stories are 
crowdsourced, most are found 

through very tedious desk research 
that the brand and agency conduct.

“After generating a shortlist, we 
prune it further by evaluating stories 
on their uniqueness, impact on 
beneficiaries and ability to inspire 
others. We then contact the nominees 
to get a first-hand idea of the kind of 
work they are doing. We are very 
proud of the fact that two of our 
‘Invincible Indians’ went on to be 
recognised through the Padmashri 
Awards. It’s a great testimony to 
their work and our search process,” 
informs Narang.

The brand has released over 10 
films in the past 15 months and some 
have gone viral all across the globe. 
“Having launched the platform, we 
now develop a new film if either 
an extremely compelling story 
comes along or there is an occasion 
that demands national pride to be 
invoked,” says Narang. n

sunit.roy@afaqs.com

Saluting the Heroes
BAJAJ V

The brand releases ‘Postcards of Pride’ film that pays homage to soldiers on Martyrs’ Day. By Sunit Roy 

“We always try and 
go for campaign 

ideas that are deeply 
connected with the 
brand and customer 

insights. When 
we get that right, 

freshness does not 
become an issue.”
SUMEET NARANG
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On Day One of the recently 
concluded Adfest 2018, 
McCann Worldgroup India 

has won six metals. The agency won 
three Gold Lotus and a Silver Lotus 
for its ‘Immunity Charm’ campaign. 
The Gold metals came under Design, 
Direct and Outdoor category. The 
Silver award came under Promo 
Lotus category.  

McCann Worldgroup India also 
bagged a Silver under Promo Lotus 
and a Bronze metal under Direct 
Lotus categories for Paytm’s ‘Sweet 
Change’ campaign. 

Taproot Dentsu won a Gold 
and Silver Lotus for Panasonic 
CCTV Camera’s ‘Watching Posters’ 
campaign under Outdoor Lotus 
category. 

Commenting on the win, Prasoon 
Joshi, chairman of McCann Asia 
Pacific, and CEO and chief creative 
officer of McCann India, says, 
“Winning at Adfest always feels 
great. We at McCann India believe in 
creative excellence and these wins are 
a testimony to that. Most importantly 
I thank all our client partners because 
great work happens only when our 
clients join hands with us in this quest 
for excellence.” n
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Winning Big
ADFEST 2018 

McCann Worldgroup India won 6 metals on Day One. The agency went to win three Gold, two Silver  
and one Bronze metal. Taproot Dentsu won a Gold and Silver metal each. By News Bureau

On Day Two of Adfest 2018, McCann 
Worldgroup India won Grande Lotus 
Roots for its ‘Immunity Charm’ 

campaign. The agency also won a Gold Media 
Lotus, Lotus Roots and two Innova Lotus awards 
for the same campaign. 

McCann Worldgroup India won a Grande 
Media Lotus for Paytm’s ‘Sweet Change’ cam-
paign. The agency also won Film Lotus for 
Jagran Film Festival’s ‘Intensity’ campaign. Apart 
from that, the agency was also named Direct 
& Promo Agency of The Year under Special 
Awards category. 

Commenting on the win, Prasoon Joshi, 
chairman of McCann Asia Pacific, and CEO 
and chief creative officer of McCann India, 

says, “This is second year in a row that we are  
winning Grand Prix at Adfest congratulations  
to all specially Vijay Shekhar Sharma and 
his team at Paytm and the entire team who  
worked on our fabulous work on Immunity 
Charm. Great work happens only when 
our clients join hands with us in our quest  
for excellence. Also, this would not have  
happened without our entire Paytm team at 
McCann led by Kapil Batra and the McCann 
Worldgroup team of Harshit Jain and  
Prateek Bharadwaj who put great effort behind 
the Immunity Charm campaign.”

Under the Special Awards category, Taproot 
Dentsu, Mumbai was named Network of The 
Year among other agencies.

BBDO India won Effective Lotus award 
for Ariel’s ‘Dads #ShareTheLoad’ cam-
paign and an Integrated Lotus for Mirinda’s 
‘ReleaseThePressure’ campaign.

Adith Fernandes and Ketan Kadam from FCB 
Interface, Mumbai won Young Lotus award. n

  feedback@afaqs.com

The Grande Lotus Goes to...
McCann Worldgroup India was named Direct & Promo Agency of 
The Year. Taproot Dentsu, Mumbai was named Network of The 
Year among other agencies. By News Bureau
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India facing an acute water 
crisis is a known fact. People, 
mostly in the rural parts of the 

country, have to walk for miles at 
a stretch and back just to fetch a 
pail of potable water from rivers 
or man-made wells. According to a 
recent report released by the United 
Nations, the problem is expected 
to intensify by 2050, as 40 per cent 
of India’s renewable groundwater 
resources would be depleted.

With an aim to raise awareness 
about the water-woes faced by 
millions of Indians, Rin — the 
detergent brand from the house of 
Hindustan Unilever — released a 
print ad on the occasion of World 
Water Day that is observed on 
March 22. The image shown in 
the ad represents a bucket formed 
by a group of villagers gathering 
around a well, thus signifying the 
risk of drought and the need for 
water conservation. The ad is for the 
brand’s ‘Smart Foam’ technology 
offering.

Conceptualised and created 
by J Walter Thompson (JWT) - 
Mumbai, the campaign has been 
produced by Happy Finish Studios, 
which undertook the work right 
from the production planning to the 
composition of the image, colour 
grading and retouching. The picture 
was shot by ace photographer 
Prashant Godbole at Wai (in 
Maharashtra) with actual villagers, 
about 300 of them.

The copy reads: “33 crore Indians 
suffer from acute water shortage. 
At Rin, we have taken a small step 
to alleviate India’s water crisis. 
Rin, with Smart Foam technology, 
washes clothes with half the amount 
of water and helps save water with 
every wash.”

afaqs! Reporter asked the team 
how the idea was coined and if 
there were any particular plans of 
portraying such insights?

“The idea came out of a 
product innovation — Rin’s new 
formulation needed half the amount 
of water to rinse off than what would 
normally be used. In India, where 
water scarcity affects so many, this 
was such a fantastic insight that 
we at JWT felt that besides regular 
brand advertising, we needed to do 
something out of the ordinary to 

draw attention to this innovation,” 
says Senthil Kumar, chief creative 
officer, JWT - South Asia.

“While researching for water 
shortage in India, Vijay Solanki, 
senior creative director at JWT, came 
upon some stark editorial images 
showing the low water levels in wells 
and the crowds around them. That 
was the starting point of our idea. 

Print does the best justice to the very 
dramatic photograph that we used,” 
he adds.

The first ad was published on 
World Water Day and more creatives 
will be released as part of the 
campaign. Further, the brand plans 
to extend the campaign through 
digital and OOH platforms as well. 
However, as of now, there is no plan 
to extend the campaign to packaging; 
although Rin’s packaging does 
highlight its water-saving benefits.

Interestingly, it was not difficult to 
explain the project and convince the 

villagers of Wai; perhaps it is because 
they are quite camera savvy, thanks 
to numerous films being shot in the 
vicinity. The line production did 
an assessment of requirements for 
the shoot; extensive pre-production 
meetings (PPM) between the agency, 
the photographer and members 
of the Happy Finish Studios were 
held to align shoot planning. Once 

the plan of action was decided, the 
team executed the envisioned image 
with the on-ground producer Sanjay 
Dwara. While the outdoor shooting 
was done in a single day, it took two 
days for the post-production team to 
roll out the final ad.

“Team members of Happy Finish 
Studios looked at the originality of 
the well and hence, we scouted for 
locations across areas such as Gujarat/ 
Maharashtra (Marathwada - Latur 
and Beed). We eventually shortlisted 
two wells in Wai for easy accessibility 
and the character of the well, like 

parched land, brick structure, grass 
and a lot of free space around it  
as evinced by the creative lead from 
the agency and the photographer. 
Our brief to the executive producer 
on the job was to be original  
and look at villagers from the  
area so that we can leverage  
the familiarity with the region,” 
informs Ashish Limaye CEO - 
APAC, Happy Finish Studios, while 
elucidating about the execution of 
the campaign.

In a print advertisement, there’s 
always a chance that the viewer is 
going to linger on the ad for an 
indefinite time. So, afaqs! Reporter 
asked Kumar what the thought 
process was for writing and placing 
the copy.

“We kept the copy stark and 
factual. The visual was so dramatic 
that we did not wish to make the 
copy clever. After drawing people 
into the ad with a real statistic of 
water shortage in India, we simply 
spoke about how Rin is doing 
something, perhaps in a small way, 
to help alleviate this huge problem,” 
says Kumar. n
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All for a Cause  
RIN

Rin’s print ad with 300 villagers gathers buzz. How 
did they shoot it? By Sunit Roy 

The first ad was published on World  
Water Day and more creatives will be  

released as part of the campaign. 

“The idea came 
out of a product 

innovation — Rin’s 
new formulation 
needed half the 
amount of water  
to rinse off than  

what would  
normally be used.”
SENTHIL KUMAR
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It’s more than likely that every 
Indian has heard that old 
Bollywood chartbuster — Yeh 

desh hai veer jawanon ka... — especially 
since it is played about a zillion times 
during Independence or Republic 
Day celebrations. And the chances 
are that anyone who has attended 
a north-Indian wedding, especially 
the baraat procession, they have most 
certainly found their feet tapping 
to the music of this song from the 
movie Naya Daur, starring Dilip 
Kumar and Vyjayanthimala.

Now, inspired by the reverberating 
tune, Sonal Dabral — group chief 
creative officer and vice chairman, 
Ogilvy India — has penned an 
anthem for the VIVO Indian Premier 
League (IPL) 2018 that is set to begin 
from April 7. Star Sports is the official 

broadcaster of the 11th edition of the 
annual cricket tournament.

Titled Is khel ka yaaron kya kehna, 
the anthem is being released in five 
languages simultaneously — Hindi, 
Tamil, Bengali, Kannada, and 
Telugu across various platforms, 
which include TV, radio and digital. 
Star India, Board of Control for 
Cricket in India (BCCI) and Ogilvy 
& Mather (O&M) have collaborated 
with a team comprising South 
African film-maker Dan Mace, music 
director Raajeev V Bhalla and vocalist 
Siddharth Basrur, who sung the 
anthem in five different languages.

As with previous years, O&M 
has conceptualised and created 
the anthem, released as part of the 
‘#BestvsBest’ campaign that was 
launched recently. It focuses on the 
VIVO IPL as the embodiment of 
the best of cricketing action with the 

best of global talent showcasing their 
prowess as match winners.

Sanjay Gupta, managing director, 
Star India, says, “The very essence 
of VIVO IPL is a thrilling, action-
packed celebration of cricket where 
the best of talent take each other on 
in one of the most gruelling cricket 
tournaments in the world. It is a 
fantastic celebration of both the game 
and its millions of fans across the 
world. The ‘Best vs Best’ campaign 
endeavours to showcase the pinnacle 
of cricket that this tournament is 
associated with.”

But in these times, creating a brand 
film or anthem for any tournament, 
based on a patriotic song, could turn 
out to be a risky affair as there is a 
danger that the so-called nationalist 
groups will take offence. Also, with 

the IPL, along with Indian cricketers, 
many foreign players play for various 
teams. afaqs! Reporter asked Piyush 
Pandey, executive chairman and 
creative director, O&M, India and 
South Asia, why he chose to recreate 
a track based on this song.

“By saying Yeh khel hai veer jawaano 
ka we mean that the IPL is the 
biggest league compared to any other 
sporting event in the world. A lot 
of tournaments keep happening all 
around the globe and one can easily 
figure out the top three/four teams 
in every contest. But in the IPL, no 
one can guess which team will lift 
the trophy as it is a very balanced 
tournament. For instance, the 
Deccan Chargers, after finishing last 
in the first season of the IPL, became 
the champions in the second edition 
of the tournament. Hence, it’s true 
that the tournament is actually the 

‘Best vs Best’,” says Pandey.
He adds, “Most people love IPL 

and they have loved this campaign 
because of the energy and enthusiasm 
that one gets from it. The song is 
based on the spirit of today’s India. 
But before the idea was finalised, 
it was debated whether we should 
create an anthem around this song.”

In the second phase of the 
campaign, Star India has released 
an ad film titled ‘Sher vs Sher’. The 
film portrays a young child posing a 
question to all those around him — 
‘who will win when two tigers take 
each other on?’ When his question 
goes unanswered by the crowd, his 
father takes him to watch an IPL 
match with the conclusion that when 

a tiger takes on another, it’s the 
‘Tiger’ that’s always the winner. The 
iterations of the TVC are a portrayal 
of how this simple question echoes 
across the nation - in Bundelkhandi: 
‘Kaun Jeetego?’, shot in Chambal 
and Tamil: ‘Yaru Jeyippanga?’, shot 
in Madurai. The Tamil version 
of the TVC will also be translated 
into Malayalam: ‘Aaru Jayikkum?’, 
Kannada: ‘Yaaru Gelluttaare?’ and 
Telugu: ‘Evaru Gelustharu?’.

WELL PLAYED?
afaqs! Reporter asked the experts 

if the new campaign will succeed 
in creating enough buzz and if it is 
better than the previous campaigns 
released during the past years.

KV Sridhar, founder of 
HyperCollective, a consultancy 
(strategy, technology, data, creative), 
says, “The best campaign films 
that come to mind are the carnival 
campaigns — ‘India ka Tyohaar’. 
However, ‘Das saal aapke naam’ was 
a terrible piece of work and most 
people have forgotten it. So, talking 
about the campaigns films, released 
in the previous years, I must say that 
the work has been inconsistent. This 
year too, out of all the films which 
have been released, I liked ‘Kaun 
Jeetego?’ It’s a very interesting piece 
and makes a point.”

According to Bikram Bindra, 
vice-president and strategic planning 
head, Grey Group Delhi, “In today’s 
hypersensitive environment, a 
creative multiplier that is attached to 
a specific community or class in the 
country does risk undue attention 
and trouble, but the song used by 
the campaign is a unifying national 
theme and appeals to the larger 
sensibilities of being a proud Indian 
and so, it should hit the mark.” n
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Tiger, Tiger
STAR

Ogilvy & Mather creates a theme song for the cricketing warriors of VIVO IPL 11. By Sunit Roy

“People love IPL and 
they have loved this 
campaign because 
of the energy and 

enthusiasm that one 
gets from it. The song 
is based on the spirit 

of today’s India.”
PIYUSH PANDEY

Titled Is khel ka yaaron kya kehna, the anthem  
is being released in five languages.
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In April 2005, the world’s first-
ever YouTube video — an 
18-seconder titled ‘Me at the zoo’ 

was uploaded by the site’s co-founder 
Jawed Karim. Within 18 months, 
YouTube was bought by Google — 
becoming one of the tech world’s 
great stories and three years later, 
in 2008 — it launched in India — 
which makes this its 10th year here.

The milestone was celebrated in 
Mumbai at the YouTube Brandcast 
— the platform’s big annual showcase 
for media executives and advertisers, 
aimed at getting more brands to 
spend more on online video and less 
on TV. This was followed by the 
YouTube Fanfest where it trots out 
its most popular content creators at 
one big party.

India, YouTube’s fastest growing 
market, is now almost at 225 million 
monthly active users on mobile alone. 
By 2020, the number of unique users 
consuming online video her will reach 
500 million (FICCI-EY Report 2018).

“India has become a video-
first internet country,” said Rajan 
Anandan, VP - South East Asia and 
India, Google. He added that as per 
ComScore’s Video Metrix Multi-
Platform (December 2017) YouTube 
reaches 85 per cent of all highly 
engaged internet users (18 years+) 
across India.

If there has been any pressure of 
competing with Facebook and the 
likes for ad dollars, YouTube isn’t 
showing it.

“YouTube has (ad) viewability of 
95 per cent,” Anandan asserted, also 
mentioning brands using YouTube 
tools to drive business — “Marico’s 
brand, Livon, saw an 18 per cent 
lift in offtakes and 65 per cent lift 
in modern trade and e-commerce. 
Uber used YouTube’s ‘Director Mix’ 
to focus on building itself as a habit 
for Indian consumers — a campaign 
that delivered 63 per cent more first 
rides at 18 per cent lower cost per 
trip,” he noted, before declaring that 
‘YouTube was just getting started’. 
He also observed that today, 90 per 
cent of time spent on digital video 
in India is in local non-English 
languages.

Globally, YouTube is making 
efforts to regain advertiser trust by 
making what it called ‘tough but 
necessary’ changes in its monetisation, 
partnership rules for creators and 

the monitoring of content. Rajan 
assured brands that the company has 
taken steps to ensure that videos are 
appropriate for users and brands by 
deploying machine learning systems 
and new controls. “In the last 12 
months Google blocked 3,20,000 
publishers from our display network, 
along with 90,000 websites and 
7,00,000 mobile acts, for violating 
our content policy,” he revealed.

Also present at the event was 
Robert Kyncl, chief business officer, 
YouTube, who said that the company 
is seeing incredible momentum in 
India with daily active users doubling 
over the last 12 months. He noted 
that from 16 channels in 2014, 
YouTube had grown to more than 
300 channels. “We are doubling our 
efforts on advertising and product to 
unlock the potential of online video 
advertising for everyone,” he asserted.

Kyncl added that creators crossing 

the one million views mark are from 
all across the country, with almost 60 
per cent of watch time being clocked 
in from outside of the six metros.

So, in  this ‘age of new video’ the 
advertiser’s ability to reach the right 
consumer, with the right ad, at the 
right time, is really in the fore. Kyncl 
spoke about tools helping brands get 
more from YouTube. “Be it bumper 
ads or Trueview for action or Offline 
to online — where you can track the 
impact of campaigns in your physical 
stores or tools like Director Mix 
(takes a video’s assets and creates 
thousands of versions to align with 
the audience being targeted) and 
Video Ads Sequencing (Instead 
of users seeing the same creative 
multiple times, YouTube helps 
create a ‘video funnel’ that moves 
users along a planned sequence of 
videos), we are constantly adding 
newer ways to it,” he explained.

Prasun Basu, president — South 
Asia at The Nielsen Company, 
looked at data in the period that 
Jio launched in August 2016 versus 
January 2018, (when its payment 
plans were higher) YouTube reach 
had still increased and it had grown 
1.8 times versus the 1.4 times 
industry average in that period, with 
increasing engagement too.

Sapna Chadha, director - 
marketing, South East Asia and 
India, Google, began by hooking 
the audience to the Spanish song 
‘Despacito’ whose video — at 4 
billion views — has become the 
most watched YouTube video 
ever. Chadha attributed YouTube’s 
influence in shaping culture to its 
engaged audience. She also revealed 
that the company is looking at ‘the 
power of intent’ as a key signal to 
enhance advertising solutions. “From 
millennials to parents and working 
professionals, they all go to YouTube 
with a strong intent to learn and 
explore something new,” she added.

Also taking the stage were 
brand marketing heads like Shalini 
Raghavan of L’Oreal, Sujit Ganguli 
of ICICI Bank, and Suparna Mitra of 
Titan. They testified how YouTube’s 
advertiser offerings had helped 
increase their throughput from 
digital at a much lower cost.

Rajan Anandan made a final note 
applauding content creators like 
ChuChu TV, Yashraj Films, Eros 
Now, Sony Music, Zee TV, and Zee 
Music Marathi for having crossed 
the 10 million subscriber milestone 
in the last 12 months.

Some highlights of YouTube-
related insights, basis a study (3230 
respondents in eight cities) by Ipsos 
Video Landscape research, India, 
January 2018, IN NCCS A-B 
audiences:

• 65 per cent online video viewers 
subscribe to channels on YouTube 
and 85 per cent of them watch a new 
video within two days of its uploading

• 7 out of 10 online video viewers 
choose to watch ads with both sound 
and video on

• 71 per cent of Online Video 
Viewers go first to YouTube to watch 
videos to learn something

• 7 out of 10 people relate to 
YouTubers more than traditional 
celebrities n
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A Decade of Indian-ness
YOUTUBE

Speaking at YouTube’s Brandcast 2018, Google’s Rajan Anandan said YouTube reaches 85 per cent of internet 
users above 18 years in India. By Shweta Mulki 

If there has been any pressure of competing 
with Facebook and the likes for ad dollars, 

YouTube isn’t showing it.
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I n the summer of 2014, when 
Xiaomi’s Manu Kumar Jain went 
from pillar to post seeking expert 
advice about the company’s launch 
in India with an unusual selling 

model - flash sales online - he was told 
that it would “flop”. Ironically enough, the 
flash sale model not only raised eyebrows, 
it ended up breaking Flipkart’s servers and 
‘marketing gurus’ were forced to rework 
their own ideologies.

Four years later, the Chinese brand 
has grabbed the numero-uno spot in the 
final quarter of 2017 in the smartphone 
segment; a claim refuted by the erstwhile 
market topper for six years, Samsung.  
Xiaomi was founded in 2010 by billionaire 
Chinese entrepreneur Lei Jun who had 
established big businesses like software 
company Kingsoft and tech firm, Joyo. 

On the India front, Xiaomi claims to 
have closed financial year ending 2017 with 
a turnover of $1 billion and is confident 
of clocking $2 billion this year. Xiaomi 
operates in over 70 markets including 
China, India, Pakistan, Malaysia and 
Singapore. After China, India is Xiaomi’s 
largest market. The smartphone brand 
is expected to go public in India with its 
initial public offering (IPO) in the second 
half of 2018. As per news reports and 
estimates, the IPO could lead to a $100 
billion valuation of Xiaomi.

Xiaomi‘s ability to manufacture hi-tech 
smartphones equipped with innovative 
specifications at a price which is way 
below that of its competitors is its unique 
selling point. The company which 
originally started as a software firm now 
has its own operating system which sits on 

Google’s Android, providing Xiaomi an 
opportunity to play around with apps and 
target specific needs like allowing users to 
run two Whatsapps on one phone.

Jain, who is Xiaomi India’s managing 
director and vice president at Xiaomi 
Global, has been with the company since 
the start of its India chapter. An alumnus of 
Indian Institute of Technology, Delhi and 
Indian Institue of Management, Calcutta, 
Jain, 37, has spent time at McKinsey & 
Co as an engagement manager and, later, 
co-founded Jabong.

The brand initially differentiated 
itself from the competition by rejecting 
conventional advertising norms and 
proudly declaring its customers to be its 
ambassadors. However, things changed 
last year and Xiaomi now has a mainline 
ad agency (Lowe Lintas), media agency 

(Madison), celebrity brand ambassador 
(Katrina Kaif), TVCs along with a 
presence in offline stores across the country.        

As Xiaomi gets ready to move from its 
cramped, but colourful, office in Bengaluru 
into a larger space (its employee strength 
has gone up to 400) afaqs!Reporter asks 
Jain to unravel the reason behind the 
brand’s visible strategy shift and analyse 
the brand’s steady growth in the Indian 
smartphone market. Edited Excerpts:

Independent research agencies 
have estimated  Xiaomi’s market 
share to be 27 per cent in 2017’s 
final quarter - the highest in the 
Indian smartphone segment. 
What do you attribute your 
success to?

A couple of factors like our product, 

“I hope we don’t do 
what other brands do”

Manu Jain on how brand Xiaomi went from ‘flop’ to top of the heap. By Sankalp Dikshit

  COVER STORY
MANU KUMAR 
JAIN  
MANAGING DIRECTOR
XIAOMI INDIA
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quality and pricing equation, our 
cool creative fan-driven-marketing 
and positive word of mouth about 
our services. However, it didn’t 
happen all of a sudden; things were 
building up slowly and gradually. 
From shipping 100,000 phones in 
the first quarter of the first year to 
a million, then three million and 
finally nine million a quarter now, 
we have grown every quarter over 
the past three years.

Tell us more about this ‘cool’ 
fan-driven marketing tactic that 
you employed?

Our marketing is driven mainly 
by three things: social media, the 
Mi Fan Community and word of 
mouth. If you look at our social 
media pages, including mine or our 
team members’, you’ll see that many 
of our pages are rated as one of 
the most active pages on Facebook, 
Linkedin and Twitter. 

We constantly build our fan 
community which currently boasts 
over 400 million active participants. 
We have official fan clubs in more 
than 20 Indian cities where people 
gather to discuss Xiaomi and 
technology.

It’s like a cult. These forums have 
really helped us since phone-buying 
is a social phenomenon. When you 
think of buying a phone, most people 
will refer to a friend or family member. 
Most importantly, the people you 
go to for recommendations are 
generally those who are young and 
tech-savvy since you subconsciously 
think that kids understand new age 
tech better. Eighty five per cent of 
people who buy Xiaomi phones in 
India are between the age group of 18 
and 34. While they may, or may not, 
be the end user, they are the decision 
makers. And so these people are 
Xiaomi’s brand ambassadors. Which 
is why I have always said that we 
don’t have big Bollywood stars or the 
Khans - we actually have fans.

But you have Katrina Kaif! 
Didn’t Xiaomi sign her last year 
to endorse the brand’s Redmi Y 
series?

Now yes, but till the time we 
became No.1, we never had a big 
Bollywood celebrity on board. We 
signed Katrina after 2017’s third 
quarter when we launched our first 
selfie-camera-focussed phone and 
wanted to portray how beautiful the 
selfies can be. 

We needed someone very active 
online: who takes selfies and puts 
them on social media. That’s how 
Katrina came in the picture. Even 
if you look at our strategy here, 
unlike other brands who have stars 
as the brand’s spokesperson, we 

have signed Katrina for a particular 
product because it’s a perfect match.

But even Xiaomi fans could have 
uploaded beautiful selfies. Has 
your confidence in Xiaomi’s fan 
base run out?

In the first three years, we were 
mainly relying on Mi fans to spread 
the positive word of mouth about the 
brand. But we signed Katrina - or for 
that matter, we started advertising on 
TV - because we began building our 
offline business. 

In the offline segment, there are a 

lot of first-time smartphones buyers 
who do not read reviews on Amazon 
or Flipkart but will simply walk into 
the shop and ask: ‘Which phone 
should I buy?’ 

Even today, only half of the people 
know about Xiaomi. That is actually 
a great opportunity for us since we 
already have 27 per cent market 
share. So, we had to create brand 
awareness since the same was high 
in the online segment but moderate 
in offline.

What necessitated your foray 
into the offline space? Is it safe 
to assume Xiaomi’s online-only, 
flash sale-driven success ran out, 
leading to a new phase in the 
brand’s life cycle?

When we started our business, 
online comprised 10 per cent of the 
total mobile market. With our entry 
in India, this 10 per cent started 
growing since many people wanted 
to buy Xiaomi phones and it was 
only available online. The 10 per 
cent became 35 per cent within a 
year-and-a-half of our entering the 
Indian market and then it stagnated 
at 35 per cent. After that, Xiaomi 

just continued to grab more market 
share in online. We now have a 
staggering 57 per cent share within 
the 35 per cent overall online share 
of smartphones in India.

We realised that a huge population 
lives in regions which are still not 
online savy. Unlike how it’s in India, 
people in the West or China came 
online using a desktop or a laptop. 
So people were already online before 
they bought a smartphone. However, 
a majority of Indians leapfrogged the 
desktop and laptop to directly arrive 
online with a mobile phone.

Past trends reveal that online, 
in the beginning, is a very small 
proportion of the total market. It 
grows rapidly, reaches a certain 
threshold and then stabilises. It will 
be unrealistic to assume that online 
becomes 100 per cent of the business. 

Offline will remain and we had 
less than 0.5 per cent market share in 
it. So, that’s why we took a conscious 
call at the beginning of last year 
to build our offline business and 
it’s currently our fastest growing 
segment, contributing about 30 per 
cent of our total business. Overall, 
we now have 11 per cent share in 
the offline market. Right now, we 
have still not fully achieved our true 
potential in offline.

Xiaomi’s entry in the offline 
domain seems to be mired in 
mainstream marketing pursuits...  

The aim is to use online efficiency 
and thinking to further scale up our 
offline business. If you look at a 
traditional company’s distribution 
model, it comprises of the brand, 
a national distributor, a regional 
distributor, a city distributor, a 
retailer and finally consumer. If a 
brand makes a phone for `10,000, by 
the time it reaches the consumer it 
becomes `20,000 since - apart from 
the middlemen cost - there is also a 
marketing cost involved. However, 
we either sell directly to consumers 
using our exclusive Xiaomi stores 
(Mi Home Stores), otherwise we opt 
for one level distribution.

The reason why we are able 
to do this is that we are a pull-
brand. Unlike a push-brand which 
is present across every single traffic 
source, pull brands help drive traffic 
to the source. So, we select one store 
and work exclusively with it. When 
you are a pull brand, you don’t need 
width, you need depth.

Most of the retailers who work 
with Xiaomi work on a lower margin 
than any other brand. However, they 
make more return on investment 
(ROI) than on any other rival brand 
because the rotation with Xiaomi is 
so fast. The pull of the brand is so 
rapid that retailers don’t need to buy 

“Most 
retailers who 

work with Xiaomi 
make more return 
on investment than 
on any other rival 

brand.”
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Have you ever wondered why 
you instantly burst into a 
laughter or why your eyes 

suddenly sparkle when a comedian 
cracks one of his witty, unsuspecting 
lines? Have you ever wondered why 
is it that you feel “connected” to 
someone on a distant stage, with 10 
minutes of “meeting” him for the first 
time? And have you ever wondered 
how you start connecting with him 
almost individually while actually 
being only a part of a much larger 
audience that he is performing to?

I have. And while I am not a 
comedian, I think I understand 
how good comedy and the class-act 
comedian works. It works because 
behind every seemingly unsuspecting 
humorous line, every joke that splits 
you up, there is an underlying context, 
a “reality” that you subliminally 
connect with. A secret truth, 
something you didn’t know anyone 
else outside of you knew.

But how does a comedian pull off 
this truly marvellous, exciting feat? 
I think an accomplished comedian 
is one who very keenly observes 
what is happening around him and 
makes sense of it. He doesn’t just 
see the world like most of us do, 
he deconstructs it. He meticulously 
studies the “why” and the “how”, 
behind what is happening around 
us and how we respond to it, in a 
spoken manner or otherwise. He 
picks up what is often felt but left 
“un-said”.

Think of this disarming comedian 
as an expert data scientist – one 
who consumes and processes data, 
painstakingly drawing out broad 
patterns and broad truths. Patterns that 
have been fed by is people (consumer) 
understanding. Patterns that feed into 
generation of consumer insights. 
Laced with these consumer insights, 
he devices his communication 
package – that line or two that 
suddenly cracks you up and makes 
to feel connected to him. Forming 
a bond of trust and acceptance in 
unexpectedly quick time, one that 
leaves you subconsciously happy and 
bewildered, all at once!      

Comedy is a serious business. I 
believe that a stand-up comedian 

‘performing’ to a packed audience 
is amongst the finest examples 
of a strategically considered, 
communication intervention. It is a 
masterful class act that could broadly 
be split into two parts: Content of the 
message and its method of broadcast. 
Both of them are governed by his 
deep understanding of the world 
his audience lives in and the overall 
“language” of the contemporary 
narrative.  

As I see it, this is clearly one of the 
best examples of an insight-driven 
communication strategy – something 
every brand has aspired to have as 
an ingredient into its success. 
Traditionally, brands have hired 
brand strategists and agency planners 
to do this for them. And, while they 
have delivered on this charter with 
arguable degree of success, the real 
question is whether the successful 
comedian is better suited to do this 
instead because he quite clearly does 
this as a part of his core routine, 
every day, to ensure he succeeds to 
perform another day.  

For brands and their custodians, 
it would be rewarding to deconstruct 
the comedian’s mind and his methods 
- how he prepares to execute an 
insight-driven positioning and 
communication strategy. In other 

words, all the hard work that he puts 
in before he gets on stage to nail 
another compelling performance, 
one that is greeted by a standing 
ovation and results in his advocacy.

IDENTIFY  YOUR AUDIENCE 
The audience is spoilt for choices. 

They have other comedians and 
shows to choose from, and options 
beyond comedy for them to choose to 
let their hair down. Therefore, before 
the comedian throws his hat into 
the ring, he must be single-minded 
in identifying the core audience 
he wants to target: men, women, 
adult, children, big cities, small cities, 

English-speaking or otherwise with 
what kind of spending profile. All 
these are inputs into creating his 
product, identifying his market and 
positioning himself to audiences who 
would be willing to choose him over 
all the other options they have.

GRAB THE OPPORTUNITY 
Once the comedian is sure about 

the existence of a market for comedy, 
he must carefully identify the nature 
of comedy where the opportunity 
most exists. He identifies that niche 
within the overall canvas, that need 
state which currently is not being 
adequately met with the current 
options available. It is that opportunity 
that he must prepare himself to 
capitalise on, that which will define 
his own unique style. Thereafter, he 
goes about perfecting his product and 
launching it on stage for potential 
audiences to buy into it and advocate.  

POSITION YOURSELF  
The successful comedian then 

gets to be known for his unique 
style. He continues to build on it 
with a long-term vision and with 
every new performance of his, he 
continues to cement it. Clearly, his 
style is not meant for everyone. So, 
while it works beautifully for his 

intended audiences, it doesn’t work 
for others whom he does not target. 
So, the successful comedian polarises 
audiences and opinions and it is 
exactly this that helps him build his 
core followers and loyalist.

STAY STILL & YET TOPICAL
Comedy is all about living in the 

present – being topical and yet not 
losing the core essence or tone of 
what you represent. The fundamental 
reason behind a comedian’s success 
is his ability to connect with his core 
audience. As they evolve, so must 
he but this is done very carefully. 
While fleeting “fads” give him an 

opportunity to introduce new topical 
content, what he manages very well is 
to still remain honest and committed 
to his larger narrative – a certain 
promise of what he stands for which 
endeared him to his core audiences in 
the first place. His growing intuition of 
his audience’s expectations helps him 
prepare for his extended association 
with and relevance to them.

As I see it, a comedian both aspires 
and prepares for the same things 
that every consumer-facing product 
brand seeks to achieve as well - clear 
purpose, differentiated positioning 
and being most preferred amongst 
all options available to consumers 
at large. The successful comedian, 
through his intellect and rigours 
seems to have cracked the formula 
to achieve success. His “method” 
makes him an unparalleled reservoir 
of consumer understanding and 
insights, that is refreshed and updated 
on an in-going, continuous basis. He 
is continuously immersed with his 
audiences; more hands-down with 
his sleeves rolled up, if you like. He 
is driven by his quest to succeed 
in uncertain times and actually 
walks-the-talk in an unpredictable 
environment with new challengers, 
every day. The only time he is in 
an air-conditioned environment 
is possibly when he is actually the 
most vulnerable – facing potentially 
unforgiving audiences on the stage. 
But that is also what makes him both 
battle-hardy and battle-ready. 

So is the successful comedian the 
specialist the brands seek for expert 
advice in their quest of writing their 
success stories? Are they better 
equipped answer a brand’s call and 
pose the greatest challenge to the 
existing set of arm-chair brand 
strategists that have often included the 
agency planners? Or should creative 
agencies too hire comedians to script 
the next stage of performance of the 
brands they work on? And while the 
final word has not been spoken on 
this one yet, it is about time that we 
consider our humble humourist in 
more serious light! n

(The author is head of brand and 
marketing at Fabindia)
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Comedy is serious brand biz
Does the comedian represent the newest and most compelling skill set a brand 
needs to help chart its success journey? By Karan Kumar

A stand-up comedian ‘performing’ to a  
packed audience is amongst the finest  
examples of a strategically considered, 

communication intervention.
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inventory. While other brands force them to buy 
inventory worth 15 days, we ask them to buy and 
replenish on a more frequent basis. So, even with 
low margins, they can make much higher ROI.

While the brand has now arrived in mainline 
advertising, it has still not adopted the 
strategy of outshouting the competition 
in the media buying game. Unlike rival 
brands - and despite having Lowe Lintas 
and Madison by its side - Xiaomi has been 
less aggressive on the advertising front. Why 
is it so?

I really hope we don’t do what other brands 
are doing. Advertising is helpful as long as we 
do not commit two mistakes. Mistake No.1 
is thinking that advertising is the only form 
of marketing because then we will always be 
dependent on it. The ‘Mi community’ is our 
core target audience and in order to talk to other 
people, we will also use traditional mediums. 
But since we are using traditional mediums, we 
should not let go what we originally stood for or 
how we started. Advertising is an add-on and not 
a substitute.

Point No. 2 is that we are still very frugal 
and cost-conscious. Our entire philosophy and 
vision is innovation for everybody. If you look at 
Mi TV (a smart TV), there are brands like Sony, 

Samsung and LG who sell similar TVs for about 
`2-3  lakh; we sell it at `40,000. 

We are able to do this because we let go of a 
lot of additional costs like distribution, inventory 
and advertising. While we will advertise in the 
future through traditional means, we may even 
have brand ambassadors, but we will 
not make the mistake of spending 
hundreds or thousands of crores 
on marketing.  I am guessing 
our advertising spend would 
be one-fiftieth of what 
many other big brands 
spend in India.

From where are these 
ideologies about 
advertising coming from? 
Does it drive its roots from 
Xiaomi’s experience in other 
countries?

We are driven by social media and 
word of mouth across all major global markets. 
When we launched our India business, most 
people said that Xiaomi’s business philosophy can 
never succeed. The reason being: smartphones 
in India are sold offline by investing a lot in 
mainline advertising. 

I was confused and nervous - after all, there 
were 300 mobile brands in India at that time. 
However, for our first sale, half a billion people 
turned up on Flipkart and the servers broke. We 
understood that our entire marketing will now 
be led by fans.

What, according to you, is the reason behind 
Indian smartphone brands’ underwhelming 
performance in the industry?

Irrespective of the region, a lot of brands 
today are not innovative enough. Just going to 
China, buying products, putting your own logo 

and selling in India under a different 
brand, will not lead to success. It may 

have been possible a few years 
back but certainly not in today’s 

world. The problem with this 
approach is that you cannot 
be innovative because you are 
buying from somewhere else. 
Neither are you designing the 
hardware nor the software 

of the product which is why 
you cannot have quality control 

and hence are dependent upon 
someone else.

What is your current pain point when 
it comes to Xiaomi?

Not really a pain point. However, I think 
we need to focus on maintaining the start-up 
culture at our office. We are now India’s No.1 
smartphone brand and everybody looks up to 
us. It’s really easy when you grow so fast and 
eventually let go of your core philosophy. You 
become arrogant and say that we have arrived in 
life and that we don’t need to do anything else. 
So, being humble and polite is very important 
to us. n

sankalp.dikshit@afaqs.com

“I Hope We...
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“Our 
advertising 

spend would be 
one-fiftieth of what 

many other big 
brands spend in 

India.”

In July 2016, when Myntra 
acquired Jabong, people involved 
in that process certainly would 

have been happy. But, there was an 
agency which had built a reputation 
for Jabong through its good work 
and they weren’t happy. Which is 
that agency? Bang in the Middle. 

Just a few hours back, Prathap 
Suthan, managing director and 
chief creative officer, Bang in the 
Middle posted an ad on his LinkedIn 
profile and the copy reads, ‘Most 
of our clients leave us. They all get 
better jobs. It’s true. We get hired. 
We do a great job. The brand soars. 
Bottom line grins. Competition sulks. 
And in almost double quick time, 
the CMO gets headhunted, the Sr. 
Brand Manager follows, the Jr. Brand 
Managers quit, and in some cases, 
even the CMO shuffles along to a 
bigger richer brand. Soon enough, 

new people come in. With their own 
agendas and pet agencies. We get 
sidelined, and then fired. Terrible, but 
true. So if you are planning to get a 
plum job or a fat raise, dear client, do 
pick up the phone on us. Let’s rewrite 
your destiny. Bang In The Middle.’

afaqs! Reporter asked Suthan what 
led them to do this ad. He says, 
“Couple of reasons to do that. This 
goes back to some of the clients we 
have had in the past and Jabong is a 
classic example of that. We built it 
into a pretty formidable brand and 
then what happened was they were 
bought by Myntra and the advertising 
went out of our hands. We weren’t 
responsible for that change at all. It 
was because of our good work that the 
brand got acquired but, in the end, we 
were not their agency anymore.”

Suthan sees a lot of similar 
movements very often with other 

agencies too. “Whenever we do good 
work, we take the brand to the next 
level and suddenly there is a change 
in the management and the mandate 
goes to someone else. It doesn’t 
happen only with us but a lot of 
agencies,” he adds. 

afaqs Reporter asked him, what is 
he expecting this ad will do for Bang 
In The Middle? He says, “Nothing. It 
is not a self-generating post at all. It is 
more of a point of view about the state 
of the advertising business.” n
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Building a brand isn’t an easy 
job: It takes skill, attention to 
detail and a healthy dose of 

passion. As marketing professionals 
in India, we drop everything to revel 
in lavish brand-building examples 
from around the world premiered in 
iconic sporting events, during award 
shows, adorning the sides of buildings 
metres above the maddening crowd 
or gracing our plethora of social 
channels.

Normal people, however, are far 
less attentive; many are avid users 
of ad-blocking software; most can’t 
remember anything thrust in front of 
them — good or bad — and the rest 
have busy lives which don’t afford 
them the attention span to consider 
our lovingly crafted tomes.

Building a brand in India is a 
challenge as unique as Ranveer 
Singh’s facial hairstyle. In a country 
of 1.4 billion people with a rapidly 
growing consumer class; hugely 
fragmented media landscape; and 
exploding access to information, we 
are consumers of products first and 
foremost. Our brand allegiance is 
often still in its formative years.

Living in a world in flux 
poses all manner of questions on 
the best way to actually build a 
brand — one common answer is 
to have a purpose at the core of 
our messaging as the secret sauce, 

another well-trodden path is to walk 
in the shoes of consumers and create 
communications that ooze empathy.

In this environment, to simply 
put a product out in the market can 
sometimes be enough to garner an 
audience. In a land where everything 
is a ‘work in progress’ and time is 
very much of the essence, do we 
even need to spend the time and 
effort it takes to build something 
through brand-led communications 
or thinking?

Perhaps we need to end our 
obsession with building brands and 
start where most good marketers 
do: with the product itself. Many 
of the best brands in the world are 

built almost entirely through their 
product. Their communications, as 
a result, are often simply elegant 
product demonstration: think of 
most recent Apple commercials; 
Google’s Year In Search campaign 
plays the same game.

In a world of information 
overload and hyper-fragmentation, is 
it possible to build the type of brands 
we all love to love in India, without 
brand-first communications? Of 
course, the answer is an emphatic 

yes. In fact, we can use product as 
our knight in shining armour. For 
example, over the last few years, our 
team at Publicis have embarked on 
a fascinating brand journey with the 
team at MakeMyTrip. Arguably one 
of the best loved travel brands in India, 
this brand has gone from strength to 
strength and taken millions of new 
Indian travellers across the country 
or around the world.

MakeMyTrip is a prime example 
of a brand built on two equally 
powerful pillars – a killer product—
innovative, democratising and 
exciting—and a suite of engaging 
product communications.

When MMT speaks, via their 

spokespeople Alia and Ranveer, the 
product is always front and centre.  
From guarantees on the quality of 
a hotel; to an unbeatable deal on a 
flight; or a better travel solution via 
an app instead of using an agent, 
MMT has built a power brand in the 
Indian travel sector by focusing on 
product-first communication.

Equally impressive is Raw 
Pressery, which has built an enviable 
legion of loyal fans through simple 
communications which never 

overcomplicate their carefully crafted 
bottles of fruity goodness. Raw relish 
in targeted communications served 
up at the most appropriate time, 
leaving space for the product to 
shine in the most engaging manner 
possible…

So, what wisdom can we pass 
on to future generations of 
communications specialists?

Arguably, the more accelerated 
the consumer landscape, the more 
direct our communications need to 
be. In a world where people barely 
have the time to eat dinner at home 
with their families, our advertising 
needs to work harder than ever, but 
this doesn’t mean our work needs to 
be monosyllabic. Far from it.

Great brands are built piece by 
piece, chapter by chapter, with the 
product often in the foreground, 
unembellished by unnecessary 
advertising puffery. No matter how 
much we want to create that iconic 
piece of brand advertising for our 
agency reel, the best prescription can 
sometimes be to let the product do 
the talking.

We have a prime opportunity 
to build brands in a sustainable, 
measureable and sensitive manner. 
Let’s not waste it. n

(The author is Chief Strategy Officer 
& Managing Partner, Publicis India) 
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Post: Senior and Junior Graphic 
Designer (Immediate Joining)
Company: Marque Studio
Profile: The candidate should be 
strong in idea presentation; s/he 
must have ability to conceptualise 
graphics, be hands-on in design 
communications and deliver finesse 
in Artworks.
Exp: 2 to 8 years
Location: Nashik
Email: connect@marquestudio.in
...........................................................

Post: Client Servicing Executive  
Company: Thoughtrains Designs 
Pvt Ltd
Profile: The candidate will have 
to work proactively to provide 
client marketing needs with the 
greatest amount of added value 
by communication, receive client 
briefings and analyse the input of 
client together with background 
knowledge, research, field feedback 
etc. S/he must have an experience of 
real estate industry.
Exp: 2 to 3 years
Location: Vasi, Navi Mumbai
Email: hr@thoughtrains.com
...........................................................

Post: Digital Marketing Expert
Company: Heyday Communications
Profile: The candidate will have 
to develop and implement online 
marketing strategies. Having full 
detailed knowledge and experience 
of digital advertising platforms. Well 
versed knowledge and experience 
of the following — PPC Campaign, 
SEO Process, SEM ProcessD. 
Social Media Management of the 
all present platform; contribute 
to the development of the online 
promotion strategy and plans 
discussed.
Exp: 3 to 5 years
Location: Delhi
Email: hr@heydaycommunications.
net
...........................................................

Post: Client Servicing/Account 
Executive
Company: Quotient 
Communications Pvt Ltd
Profile: Sales driven strategising, 
day-to-day interaction with clients, 
understanding briefs and executing 

them in the most creative, yet 
solutions-oriented manner possible.
Exp: 0 to 1 years
Location: Mumbai
Email: team@quotientcomm.com
...........................................................

Post: Research Associate (candidates 
only from Pune & Mumbai should 
apply)
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 and online research to find 
out relevant statistics and trends. 
Exp: 4 to 6 years
Location: Pune
Email: contact@3dotsdesign.in
...........................................................

Post: Graphic Designer
Company: Mad About Digital
Profile: Conceptualise and execute 
illustration or photo-based social 
media creatives for clients based on 
the defined creative strategy and 
approach.
Exp: 3 to 4 years
Location: Bangalore
Email: hello@madaboutdigital.co.in
...........................................................

Post: Visualiser - Digital 
Company: Paradigm Plus Marketing 
Communications Pvt Ltd
Profile: The candidate should have 
strong ideation and visualisation 
skills, sound layout sense, well 
versed with digital medium, 
command and speed on designing 
softwares such as photoshop, and 
ever-ending urge to learn.
Exp: 2 to 4 years
Location: Pune
Email: jobs@paradigmplus.in
...........................................................

Post: Media Manager (Female)
Company: Centum Advertising & 
Marketing Pvt Ltd
Profile: Thorough knowledge of 
media buying, media planning for 
all media publications and can work 
wonders to get through.
Exp: 4 to 6 years
Location: Delhi

Email: hr@centumad.com
...........................................................

Post: PR Manager
Company: Coconut Media Box LLP
Profile: Preferably Gujarati 
candidates. The candidate should be 
from media/entertainment industry. 
S/he should develop marketing 
communications plan including 
strategy, goals, budget and tactics 
from an entertainment perspective, 
develop media relations strategy, 
seeking high-level placements in 
print, broadcast and online media, 
coordinate all public relations 
activities. Direct social media 
team to engage audiences across 
traditional and new media.
Exp: 3 to 6 years
Location: Mumbai
Email: Farha@coconutmediabox.in 
...........................................................

Post: Copy Writer
Company: Collateral - The 
Storytellers
Profile: The candidate should be 
highly creative and imaginative 
with good written and interpersonal 
skills, understand the brand tonality 
and work well in a team, be able to 
handle work under pressure and 
must have an eye for detail.
Exp: 2 to 3 years
Location: Mumbai
Email: nandini@collateral.co.in; 
prasad@collateral.co.in
...........................................................

Post: Vice President International 
Media Sales
Company: Global Media Network
Profile: The candidate should be 
familiar with the market and have 
sold advertisements in magazines 
and newspapers to top agencies/
clients. Good written and oral 
communication skills is required.
S/he should be able to think 
laterally and also be innovative in 
approach.
Exp: 5 to 10 years
Location: Gurgaon
Email: info@gmnindia.com
...........................................................

Post: Visualizer
Company: Street Life Advertising 
Pvt Ltd

Profile: The candidate should be 
someone who loves advertising. 
Curious, positive and hungry for 
success; capable of independently 
coming up with ideas. A good team 
player, familiar with Corel Draw, 
Photoshop, Illustrator, Flash and 
InDesign. Feels a sense of pride in a 
good campaign.
Exp: 2 to 4 years
Location: New Delhi
Email: shovon@streetlife.in
...........................................................

Post: Art Director (immediate 
joining)
Company: All Access Events and 
Promotion Pvt Ltd
Profile: The candidate will have to 
provide designs and illustrations 
(digital and/or traditional) from 
conception to completion as 
required, work with copywriter to 
brainstorm new creative concepts 
and designs; identify client needs 
for a project and timeline required 
to complete that project and 
enthusiastically revise designs that 
clients request changes for.
Exp: 3 to 6 years
Location: Mumbai
Email: priyanka@allaccess.co.in / 
tanveer@allaccess.co.in
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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
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PEPSICO
Pepsi India has released its new TV campaign 
‘#KyunSookheSookheHi’ featuring the 
characters from the movie Fukrey Returns. 
This is the brand’s first TVC in 11 months.
Creative Agency: JWT India

RAYMOND
Raymond, the Indian branded fabric and 
fashion retailer, recently launched a campaign 
called ‘It All Begins with Black’ to promote its 
new range, the ‘All Black Collection’.
Creative Agency: Grey India

MAGGI 
In its new video, Nestlé gets food 
influencers Rocky and Mayur to visit 
Maggi’s factories. The campaign includes a 
four-part video series. 
Creative Agency: Publicis India

MAKEMYTRIP
Indian online travel company MakeMyTrip 
has released a new video featuring 
Bollywood actors Alia Bhatt and Ranveer 
Singh. The ad has a runtime of 40 seconds. 
Creative Agency: Publicis Capital

VIVO 
Vivo has come up with a new ad campaign 
for its ‘V9’ series. The three-video campaign 
introduces Aamir Khan as the company’s  
latest brand ambassador.  
Creative Agency: Ogilvy & Mather

FLIPKART 
To celebrate dads who have disregarded 
stereotypical believes, Indian e-tailer  
brand Flipkart has released a 3-minute-long 
digital film titled, ‘Penguin Dads’.
Creative Agency: Dentsu Webchutney

BAJAJ 
Bajaj has released a new digital film  
under its Invincible Indians series. The 
video which is over three minutes long is 
titled, ‘Postcards Of Pride’.  
Creative Agency: Leo Burnett, India 

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 its 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

DPA 
Diamond Producers Association’s (DPA) 
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

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

VIDEOS

RIN 
With an aim to raise 
awareness about India’s 
water-woes, Rin has released 
a print ad on the occasion of 
World Water Day. The image 
represents a bucket formed 
by a group of villagers 
gathering around a well. 
Created by JWT - Mumbai, 
the campaign has been produced by Happy Finish Studios.

BURGER 
KING
American 
global chain of 
hamburger fast 
food restaurants 
Burger King has 
come up with a 
new print ad in the campaign titled, ‘Because Fire is  
Better’. The ad has been released for the Indian market. 

BLENDERS PRIDE
Indian whisky brand 
Blenders Pride’s new  
print ad features actress 
Priyanka Chopra. The ad 
which is devoid of colours 
except black and white, 
urges viewers to ‘taste life 
in style’. 

PRINT

Rag rag mein
Daude city

be heard

THE MOST AUDACIOUS AD OF THE MONTH

FEVICOL MARINE
Pidilite is back with Fevicol Marine’s new TVC 
after six years. The ad tries to showcase how 
strong the adhesive is, especially in water.
Creative Agency: Ogilvy & Mather
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 ` 1,800 (+ tax@12%)

*Prices indicated above are exclusive of applicable taxes (@12%) 
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people
A round up of some major people 

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

Mindshare 
Mindshare, the global media agency network, 
has announced two major leadership changes  
for their growth markets region. Amrita 
Randhawa is promoted to CEO - Asia  
Pacific while Prasanth Kumar has been  
elevated to the position of CEO for MENA 
and Africa in addition to his current role 
as the CEO for South Asia. Randhawa and 
Kumar will continue to work with Ashutosh 
Srivastava, executive chairperson & CEO for 
growth markets, comprising of APAC, MENA, 
Africa & Russia/CIS. Both roles are effective 
immediately.

Social@Ogilvy
Karthik Srinivasan, national lead, Social@
Ogilvy has quit to start his own venture.  
He announced about his exit on Twitter. 
Srinivasan has worked with the agency for 
five years. Before joining Social@Ogilvy,  
Srinivasan worked with Flipkart as AVP - 
corporate communications for more than a 
year. Prior to that he worked with Edelman as a  
head of digital strategy for two years.

Creativeland Asia 
In a recent development, Creativeland Asia, has 
brought on board, legendary ad film director 

Prahlad Kakkar as Creative Mentor for the 
Group. Kakkar’s mandate includes creating 
training modules for creative teams across  
all levels and develop stronger story-telling, 
script-writing and film making capabilities 
internally. He will be involved on strategic 
marketing communications projects as 
well. Prahlad will also play an active role in  
the content division Creativeland Pictures, 
which is gearing up to create more  
original content for OTT video platforms,  
after its first docu-series “The Legend  
of Jagannath” made its debut on Netflix last 
month.

Pernod Ricard India 
Rahul Wadhawan has quit Pernod 
Ricard India as chief digital officer. 
Wadhawan has been working with the 
company since September 2015. April 
13 would be his last working day at 
the company. Prior to joining Pernod 
Ricard India, he was the digital head 
at Hindustan Coca-Cola Beverages. 
Before that, Wadhawan was with SAP 
India and HCL Infosystems.

Tonic Worldwide 
Tonic Worldwide, an independent 
digital agency, has roped in Suraj 
Nambiar as its managing partner and 
media head in India. Nambiar will 
be leading the agency’s operations in 
South along with driving the National 
Media division, based out of their 
Bangalore office. Nambiar brings 
with him an extensive experience in 
the digital industry across various 
platforms — creative, media, social 
and mobile. A specialist in building 
brands, along with high performance 
teams, Nambiar has played a key role 
in mentoring select start-ups.

Vyoma Media 
Vyoma Media, a digital outdoor 
solutions company, has appointed 
Rajiv Bose as chief revenue officer. 
Based out of New Delhi, Bose will 
oversee the entire revenue functions  
at Vyoma Media and will be responsible 
for new business development and 
revenue generation across all regions. 
Bose brings with him over 23 
years’ experience in the media sales  
industry across segments such as 
print, television and sports marketing.  
Prior to joining Vyoma, Bose was 
the national sales head for media 
solutions at Amar Ujala. He has also 
played pivotal roles at Dainik Bhaskar 

Group, Kings XI Punjab and Nimbus 
Communications / Neo Sports.

Vidooly
Vidooly, a marketing analytics 
platform, has appointed Mahesh 
Barve, as associate vice president, 
content partnerships. In his new role, 
Barve, a senior media executive with 
over 15 years of experience, will lead 
strategic initiatives at Vidooly including 
conception and distribution of content 
initiatives. Barve will be based in 
Mumbai. He will also be responsible 
for forging content partnerships and 
onboarding content creators. Barve will 
report to Preeti Jadhav, VP, revenue at 
Vidooly. 

WittyFeed
WittyFeed, a content marketing 
platform, has appointed Mayur Sethi 
as partner and chief operating officer. 
With this new member on board,  
the company aims to build its content 
distribution segment along with  
brand sales. With more than a decade 
of experience, Sethi has worked  
with Havas Media and then started  
his own digital marketing agency,  
MP09 Digital while working on 
Hoppingo, an e-commerce curation 
and product discovery platform,  
in parallel. Having done that for 
five years Sethi exited two start-
ups successfully and was working  
as a digital consultant when he  
began working closely with the 
management team at WittyFeed 
to build the brand and managing 
operations on the floor. Soon after  
the successful re-launch of the  
brand and its re-branding, the call  
was made to bring him aboard and  
help in shaping the vision of the 
company further.

DIGITAL
Essence
Essence, a global data and 
measurement-driven agency and 
part of GroupM, has appointed 
Kingshuk Mitra and Monica 
Bhatia to bolster its APAC 
leadership team. Mitra, former 
managing director of Maxus 
Philippines, has been named 
chief operating officer, APAC, 
a newly created position. Bhatia 
has joined as VP, client partner 
to lead the Google business in 
APAC. 

Foodpanda
Foodpanda, the online food 
ordering and delivery platform 
has appointed Anshul Khandelwal 
as head of marketing to lead the 
brand’s creative and marketing 
mandates. 

Walmart India
Walmart India, a wholly-owned 
subsidiary of Walmart Inc., has 
appointed Sameer Aggarwal 
as executive vice-president 

(EVP) and chief strategy and 
administrative officer. He will 
lead finance, technology, legal, 
audit, and the strategy functions.  

Havells
Havells India has appointed 
Shashi Arora as the chief 
executive officer (CEO) for 
Lloyd, the company’s consumer 
durable brand. 

Sony India
Sony India has announced the 
appointment of Sunil Nayyar as 
its new managing director with 
effect from April 1, 2018. In 
this new role, Nayyar will be 
responsible for spearheading the 
overall growth and profitability of 
the company within the region.

ESPN
Torsha Banerjee, associate 
director - marketing, ESPN, has 
moved on from the company. 
She has not yet decided about her 
next move. 

MARKETING

Network18
Network18 has elevated 
Avinash Kaul as chief operating 
officer. In his new role, Kaul 
will oversee the operations 
of all national and regional 
news channels. Netwrok18 
also appointed Priyanka Kaul 
as president - marketing and 
special projects, TV18 and 
Aditi Singh as executive VP - 
special projects, TV18.

Shemaroo Entertainment
Shemaroo Entertainment has 

elevated Hiren Gada and 
Kranti Gada. Hiren is now 
the company’s chief executive 
officer. Having spent time 
with various divisions  
within the company and 
leading the organization  
to scale up and get listed, 
Hiren will now take on the 
leadership role in addition 
to his original role as the 
chief financial officer. Kranti 
was promoted as the chief 
operating officer of the 
company. 

MEDIA

ADVERTISING
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