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D inesh Menon, the cool, calm and composed chief marketing officer of State 
Bank of India, has traversed the unlikely path from creative agencies to 

private sector companies in the BFSI space to a large public sector undertaking like 
SBI. He’s never been too far from the world of banking though; even during his 
agency days in the late 1990s and early 2000s, he worked on a couple of brands 
from the banking space – Standard Chartered Bank at JWT and HSBC Bank 
at Lowe Lintas.

Speaking of agencies, SBI recently handed its creative reins to a single agency 
(Rediffusion Y&R), a marked change from the long-standing, time-ineffective roster 
format wherein multiple agencies are empanelled, only to be called on separately 
depending on the requirement for ads at different points in time.

For a well distributed entity like SBI, a consistent advertiser that already boasts 
high on-ground visibility, as well as brand awareness and recall in the mind of the 
Indian consumer, the real “acid test”, as Menon puts it, is actually being “chosen 
as a bank” by people who are considering their options... outside of extenuating 
demonetisation-like circumstances!

Another challenge facing him is – making a “vintage bank” relevant to the 
mobile savvy Gen-Y; he likens the task to playing the catch up game with this new 
segment of young consumers. After all, when it comes to popular perception, PSU 
banks have some baggage to deal with. For Menon, the means to ends like these are 
closely tied to brand communication.

Also, for him and his team, competition in the form of young, fintech players is 
rife; our reporter didn’t need to prod him at all before Paytm, “a huge threat”, was 
mentioned in this context.

SBI’s Menon is the fourth brand marketer we’ve put on the cover since January 
2018, after Saregama’s Vikram Mehra, Xiaomi’s Manu Kumar Jain and Paytm’s 
Shankar Nath (along with Jaskaran Kapany).

Enjoy reading!
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Last summer Saregama 
introduced its portable, digital 
audio player ‘Carvaan’. Since 

then, the radio player has been 
introduced in Marathi, Bengali and 
Tamil variants as well. The response 
for the product from regional 
audiences has been phenomenal 
having effectively reached out to 
a strong vernacular audience. In 
Q3 of 2017-18, 1.3 lakh units of 
‘Carvaan’ and ‘Carvaan Mini’ have 
been sold. Till date, in the three 
quarters, the brand has sold 2.4 lakh 
units. The sales in metro cities have 
been meteoric and with the launch 
of the regional variants, the brand 
is optimistic about seeing a fillip in 
sales from the smaller/Tier-2 cities 
as well.

As part of the marketing strategy, 
the brand released a five-minute-
long digital campaign in November 

2017. It created a sense of nostalgia 
and brought back fond memories 
from the bygone era to hundreds of 
people through a super-hit track - 
‘Lag ja gale ke phir yeh...’

Now, almost a year since the 
product made its debut, the brand has 
released its maiden TVC campaign - 
a series of three ad films - 30 seconds 
each, conceptualised by The Womb 
and directed by Amit Sharma of 
Chrome Pictures. While the focus, 
up to now, was on digital campaigns 
with social media activation and 
below-the-line activities, the current 
campaign leverages on Mother’s 
Day. It focuses on a simple thought: 
a tribute to your very first love - your 
mother.

“We are asking the youth to gift 
their mothers a slice of their youth; a 
throwback to the music they grew up 
to... The ads celebrate the inherent 
joy a child has in seeing his/ her 
mother let loose and enjoy with 
music, reminiscing about her days 
of their youth. What better time to 
launch such a campaign than in the 
month of Mother’s Day,” explains 
Vikram Mehra, CEO, Saregama.

Interestingly, the communication 
strategy has been consistent in 
the digital as well as TV ads. Both 
campaigns talk to the younger 
generation about giving Carvaan to 
their parents as a unique and special 
gift. The first digital ad depicted 
how music is an integral part of 
everybody’s life, which the brand 
wanted to tap into. The ad was hugely 
successful in exuding that sense of 
musical nostalgia - how important 

events in our life are linked to music 
and how Carvaan is a simple hark 
back to those memories and is a 
perfect gift for parents. The new 
TVCs are short and snappy and more 
product-centric with a nostalgic 
element that’s amplified through the 
choice of songs and the emotions 
displayed by the mothers.

afaqs! Reporter asked Mehra 
why the brand took almost a year to 
launch its first TVC and what was the 
insight behind positioning Carvaan 
as the perfect gift for youngsters to 
give to their parents.

“All our research and buyer data 
have shown that people have taken 
to Saregama Carvaan as a perfect gift 
item for their loved ones, be it their 

parents, grandparents, teachers etc. 
We took this learning and created a 
campaign that speaks to every son 
and daughter out there, asking them 
to celebrate their special bond with 
their mothers with the special gift 
of Carvaan. It’s a gift that will take 
your mother on a nostalgic trip to her 
heydays, her youth and the pure joy 
of rediscovering the same through 
music,” says Mehra.

Agreeing with Mehra, Kawal 
Shoor, founding partner, The Womb, 
says, “Right from the first day we 
(Saregama and The Womb) have 
been clear that Carvaan needs to be 

positioned as a gift the young can give 
to the elderly. The reason is simple - 
Carvaan is a modern product, built 
on today’s technologies like internal 
memory and USB. The hardware is 
young and the content is old. Now, 
the small-town elderly are simply 
not bothered with new technologies. 
Our research showed that in spite of 
so many modern ways of listening to 
music, they still loved the serendipity 
and lean-back experience of the 
radio, but they weren’t getting their 
songs on today’s radio. So, Carvaan 
as a concept is easy to comprehend 
for the young but is designed to be 
enjoyed by the elderly. And anyway, 
how many gifting options exist in 
this space?”

INTERNET-LESS
From the product perspective, 

Saregama Carvaan is a unique 
innovation. It is a digital audio player, 
in a retro-physical form (in times 
when the physical consumption of 
music is completely gone), with 5,000 
evergreen songs stored on board. It 
has a host of other modern features 
like FM, USB and Bluetooth support. 
By highlighting the fact that Carvaan 
needs no internet connection, the 
brand shows the simplicity and 
ease in the consumption of one’s 
favourite songs on this product. It’s 
not dependent on any external factor 
or variants such as a net connection, 
net speeds, data costs, etc. You have a 
beautiful retro-looking product with 
a treasure trove of the best songs 
from yesteryears that can be enjoyed 
easily - anywhere, anytime. It may 
look like an old-school radio but 
is outfitted with some of today’s 
technologies (Bluetooth and USB 
Pen Drive compatibility) and is 
powered by a rechargeable battery.

This One’s for Mom
SAREGAMA  CARVAAN

The brand releases its first-ever TVC for its portable digital audio player. By Sunit Roy 

“It’s a gift that will 
take your mother on 

a nostalgic trip to  
her heydays, her 

youth and the pure 
joy of rediscovering

the same
through music.”
VIKRAM MEHRA

Interestingly, the communication strategy has 
been consistent in the digital as well as TV ads.
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With summer holidays close 
at hand, a whole bunch of 
new ad films are hitting 

the screens, both big and small, with 
these in mind. One of them is for 
Carlton Edge, a newly-launched 
variant from the luggage brand which 
comes with an extraordinary lifetime 
guarantee — and that includes 
damage during airline travel.

The film opens with a young man 
in London taking a shortcut through 
a park when he and his Carlton 
Edge are attacked by, of all things, 
a gorilla. In the brief and rather 
violent encounter, the suitcase is 
hurled about and stomped on. That, 
in any case, is the improbable story 
the protagonist offers for the Carlton 
Edge dealer to explain the damage. 
The dealer just smiles and responds, 
“No problem sir.”

Carlton, which was born in 
London in 1976, was acquired by 
India’s leading luggage marketer, VIP 
Industries, in 2004. India is now the 
largest market for the brand. The 
brand’s agency of record is Whyness 
which was founded in 2013 by 
advertising veteran Ravi Deshpande. 
Carlton, which has been positioned 
as ‘the new face of business’ was last 
advertised in a major way in 2014.

The current campaign is visible 
on television, outdoor and digital, 
including social media. According to 
Deshpande, “Carlton Edge targets the 
young, ambitious business disruptor, 
who travels extensively for business 
and needs a luggage partner that is 
tough and ready to last a lifetime of 
journeys.”

When asked about the challenges 
in shooting the film, says Deshpande, 
“The biggest was to pull off a convincing 
gorilla without the use of computer 
graphics. We therefore employed 
a realistic looking gorilla body suit 
worn by the world’s foremost expert 
in gorilla impersonation.” The other 
big challenge, adds Deshpande wryly, 
was dealing with the unpredictable 
British weather.

afaqs! Reporter turned to the 
panel of experts to find out what they 
thought of the ad.

Saji Abraham, executive director 
at Lowe Lintas is impressed with 
the promise of a lifetime warranty 
but not with the ad itself which he 
finds “a bit underwhelming”. He 
thinks that the idea of “we take care 
of your bag whatever your story has 
possibilities but in this execution 
the joke’s fallen flat a bit and the 
commercial isn’t as enjoyable.” He 
also finds the creators struggling with 
the paradox at the heart of the ad: if 

the bag is shown to be so strong that 
it can’t be dented by even a gorilla, 
where’s the need for a warranty?

Abraham argues that “when you 
have such a fantastic claim, perhaps 
sticking to reality helps amplify 
it better. The real nugget hiding 
behind the proposition are the three 
words, ‘including airline damage’. 
Realistically speaking, that is the way 
most bags or guitars as Dave Carroll 
experienced, get damaged” (Carroll 
is the creator of a viral video in 
2009 about mishandled baggage by 
an airline, amusingly told).

He thinks that amplifying the 
airline damage bit will be much more 
powerful; “currently their airport 
signage does a much better job of 
that.”

Manish Kinger, creative director at 
ADK-Fortune says that the ad begins 
as a fun, original story: the language, 
the setting, the gorilla, “all the t’s 
of a quirky atmosphere”. But that’s 
where it stops, he believes: “The idea 

is unoriginal and reeks of ‘seen’. Off 
the top of my head, I can think of a 
car manufacturer and a luggage brand 
using the same template, three-four 
years apart.” Kinger’s big grouse is 
that the ad fails to capture the lifetime 
warranty. “At best it’s an ad for ‘any 
damage warranty’”, he says. n

deepashree.banerjee@afaqs.com

Smart Packaging
CARLTON EDGE

Carlton Edge tries to change the rules of the luggage game with a new ad that promises a lifetime 
guarantee on damage, including while travelling by air. By Deepashree Banerjee 

“Carlton Edge 
targets the young, 
ambitious business 

disruptor, who 
travels extensively for 

business and needs  
a luggage partner  
that is tough and 

ready to last a  
lifetime of journeys.”

RAVI DESHPANDE

Hemant Misra, former CEO of Publicis 
Capital, has launched MagicCircle 
Communications — a full-service 

advertising agency in Gurugram. Joining Misra in 
launching the agency are Natwar Singh, former 
senior CD Publicis, and Dheeraj Renganath, 
former Unit CD Lowe.

Commenting on the launch of MagicCircle, 
Misra says, “We believe talent needs to be 
entrepreneurial, free and experimental. We 

believe that our clients 
should be at the heart 
of advertising and 
brand campaigns. 
MagicCircle is one word because it’s a noun, not 
an adjective. It’s a place where rules are suspended 
and reality engages with ideas to produce business 
results not simply great creative.”

The first addition to MagicCircle’s client base 
is MakeMyTrip (MMT), an online travel agency. 

Till recently with Publicis, MMT has now 
awarded their business to MagicCicle.

On winning the MakeMyTrip account, Misra 
says, “I am overwhelmed at the trust reposed in us 
by the brand. Working with MakeMyTrip is more 
of a partnership than a client-agency relationship. 
We challenge each other and endeavour to extract 
the best of us for every campaign.”

Talking about the association Saujanya 
Shrivastava, Group CMO - MMT, says, “We are 
excited to partner with MagicCircle as we feel 
(Hemant) Misra and his team have their fingers on 
the pulse of our brand - MakeMyTrip... We look 
forward to working with MagicCircle to leverage 
their creative flair to do work that will resonate 
strongly with audiences across markets.”n

feedback@afaqs.com

A New Beginning
Hemant Misra launches a full-service agency. By News Bureau

MAGICCIRCLE
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Godrej’s home insecticide 
brand HIT has released a 
new digital video featuring 

comedy artist Suresh Menon. 
The three-minute long video is 
essentially a quirky stand-up comedy 
video encouraging viewers to kill 
mosquitoes instead of time!

“The idea was to build reach for 
the content and drive conversations 
on World Malaria Day,” shares Kapil 
Dev Pillai, head - marketing, Godrej 
Consumer Products, India. He adds, 
“Through Facebook, we planned to 
reach 25 per cent of our TG (five 
million reaches) on that single day and 
on Twitter we leveraged influencers 
to drive conversations and reach four 
million plus on that day.” 

The video, which targets the 
urban crowd between the age group 
of 22-45, has been crafted and 
conceptualised by Ogilvy & Mather. 
George Kovoor, group creative 
director, Ogilvy Mumbai, states, “The 
brief was simple: to leverage World 
Malaria Day and send out a serious 
message in a manner that stands out 
and is memorable. Comedy is one of 
the most popular genres of content on 
the internet so the choice was fairly 
simple. We wanted to create a piece 
of content that was both entertaining 
and informative.”

While the stand-up comedy route 
isn’t a new advertising phenomenon, 
the cocktail of a mosquito repellent 
brand utilising this medium to 
initiate brand-talk is certainly not an 

organic fit. Pillai elaborates, “Home 
insecticides is not a high involvement 
category. People generally don’t like 
talking about mosquitoes and diseases 
caused by them. Hence, building 
conversations and salience in this 
category is the real challenge.”

He adds, “With organic reach on 
social platforms reducing day-by-
day, brands need ideas that can build 
intrigue. We, therefore, created this 
quirky piece of content leveraging 
the behavioural insight of how some 
people are obsessed with social media 
and are aimlessly killing their time.”

Interestingly though, the brand 
logo is prominently placed at the 
top of the video; the reference to 
the product is woven into the fag 
end of the comedy act. We wonder, 
in times when dwindling attention 
spans of viewers is a major point of 
concern for marketers and advertisers 
alike, wouldn’t this then be a risky 
proposition, since many viewers may 
not make it to the end of the three-
minute-long video and miss the 
brand-talk?

“We didn’t want it to look and 
sound like an ad, so it was 99 per 
cent entertaining and one per cent 

product plug,” is how Kovoor puts 
it. A thought resonated by Pillai: 
“The brand-talk towards the end was 
a deliberate move. We believe the 

content is strong and funny enough 
to make people watch till the end. 
We did not want to make it overtly 
branded content and hence, kept the 
product integration only at the end.”

Kovoor confesses that the most 
challenging part behind developing 
this video was “to keep a straight face 
through the shoot.”

In the recent past, several brands 
have taken to stand-up comedy 
acts to advertise their brands. Be it 
liquor brand Heineken turning a live 
comedy jig into its ad film or the 
payment gateway app, lazyPay, getting 
multiple comic-artistes on board to 
mock the great Indian OTP. Even 
Bollywood actor Alok Nath was 
recently seen promoting the adult 
diaper brand, Friends, by putting up 
a stage performance for an audience. 
While these videos got a lukewarm 
response from adland’s experts, we 
couldn’t help but wonder if the new 
‘HIT-video’ rises above the clutter or 
is it just an addition to it.

“Saurabh Uboweja who is the 
international brand expert and chief 
executive officer, Brands of Desire, a 
New Delhi-based international brand 
consultancy firm, believes that the 
issue here is not with the stand-up 
comic act as a format or the idea of 
doing a public interest campaign, “...
the script itself is beaten down to death 
with predictable notes throughout,” 
he adds.

Uboweja, however, acknowledges 
the video’s honesty in projecting itself 
as a public service announcement. He 
says, “Since this has been positioned 
as an ‘Issued in public interest’ 
campaign, as a content marketing 
manoeuvre rather than a video-based 
ad, any further placement of the brand 
would imply otherwise.” n

sankalp.dikshit@afaqs.com
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Crafted with Humour
KALA HIT

Godrej’s home insecticide 
brand releases a digital 
video featuring comedy 
artist Suresh Menon.  
By Sankalp Dikshit 

“We didn’t want it to 
look and sound like 
an ad, so it was 99  

per cent entertaining 
and one per cent 
product plug.”

GEORGE KOVOOR
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4800/-

2016/-(inclusive taxes).

3495/-(inclusive taxes).
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Remember the tall, frizzy-
haired, cool cartoon with 
shorts and the large 7UP 

T-shirt? Of course, you remember 
Fido Dido; he’s not an easy guy to 
forget! Well, Fido Dido, the once 
popular ‘90s mascot of PepsiCo’s 
lemon-based soft drink 7Up, is back. 
But the brand has revived him only 
for a limited period. Fido Dido will 
appear on special limited-edition 
7Up bottles till the end of June 2018.

Apart from the cool mascot, the 
7Up bottles will have six vintage/
retro designs. The limited-edition 
packaging is celebrating the spirit 
and soul of six different decades in 
history, starting from the 1950s and 
running through to the 2000s.

Fido Dido was initially a cartoon 
character created by Joanna Ferrone 
and Sue Rose in the year 1985 in 
New York. In the year 1987, Fido 
Dido was licensed to PepsiCo. 
7Up entered India in the year 

1990 and first advertised with Fido 
Dido in the year 1992. Currently, 
the brand has come up with a new 
TVC ‘#BacktoCool’ that has been 
conceptualised by BBDO India. The 
TVC will be supported by a massive 
outdoor and digital campaign.

Elaborating on the reason behind 
getting back the cool mascot, Gaurav 
Verma, associate director, flavours 
marketing, PepsiCo India, tells 
afaqs! Reporter, “While talking to 
consumers, a lot of things that 7Up 
was remembered for was Fido Dido. 
One example, I would say, is in 
Bollywood music remixes that have 
been happening in a big way. The 
music of the 70s, 80s and 90s are 
coming back and being relaunched 
and doing well; in the same way, 
we have got back the cool mascot, 
slogans and merchandising that 
happened during the 1950s to the 
1990s.”

Printed on the bottles, are the 

slogans from the 1950s ‘Sure is 
Swell’, while the ‘Far Out  Flavor’ 
slogan captures the essence of the 
1960s. The 1970s slogan ‘Get Down, 
7UP’ and ‘Clearly The Uncola’ 
takes centre stage on the bottle label 
inspired by the 1980s. The 1990s 
bottle sees the ‘King of Cool’ Fido 
Dido, take a break while lying in his 
hammock. Rounding off the pack of 
six is the slogan from 2000, ‘Timeless 
Taste’.

He adds, “7Up is a brand which 
is inherently cool and has retained 
its personality through the decades. 
Through the limited edition 7Up 
vintage packaging, we have once again 
taken a unique and ‘cool’ approach to 
connect with today’s generation. In 
the age of throwbacks and selfies, the 

7Up vintage bottles are the perfect 
representation of our ‘Shelf to Media’ 
strategy and we are confident the 
new, limited edition packaging will 
truly make 7Up stand out on retail 
shelves.”

Josy Paul, chairman and chief 
creative officer, BBDO India, says, 
“These are collectors’ items. Fido 
is the original daddy of cool! And 
all the other cool 7Up stuff! It’s so 
awesome that you’ll want to own 
every one of these global vintage 
packs. And you want others to enjoy 
them too. How do you do that? 
With the 7Up Back to Cool promo 
offer! Now everyone has a chance 
to go back in time with a bottle of 
7Up! Nostalgia is cool!” n

feedback@afaqs.com

7UP

The once popular mascot has been revived only for 
a limited period to promote the drink’s summer 
campaign. By News Bureau

Fido Dido is Back!

However, the challenge for the brand was 
to communicate the USP of the product to the 
right audience. Therefore, the brand identified 
two distinct target groups for the product - the 
primary buyer and the primary user. The buyer 
would be young adults between the ages of 25-40 
who would buy the product for their parents 
etc. and the user would be people above 45 who 
grew up with the collection of songs in Carvaan 
and who would want a product like that for 
themselves.

From the distribution front - the very newness 
of the product was something that threw many 
distributors off, at first. Since Carvaan is a unique 
device and there is no fixed type of outlet to sell 
this product, the brand had to develop a whole 
new category for distributors to adopt and stock 
it. “The challenge was to get the initial buy-in, 
but once we overcame that, the sellers saw the 
value and the response to it and became willing 
partners,” says Mehra.

Talking about the media mix, Mehra says, 
“Every medium we chose - our media mix in TV, 
radio, print, digital, and OOH - was done keeping 
in mind who we were reaching out to and speaking 

to. We use TV and print to give the product the 
widespread reach and awareness. Digital, with 
its largely youth base, is there to supplement the 
other two media and drive online sales.”

In terms of ad spends, Saregama will focus 
about 50 per cent on TV, 20 per cent on print, 10 
per cent on radio, 10 per cent digital, and 10 per 
cent on OOH/events. “For the different regional 
variants, our media strategy is customised to the 
region we are talking to. In Bengal, for example, 

our media mix will reflect the daily media 
consumption habits of the people there; which 
media touch points do they engage in, with 
close attention to the socio-cultural context they 
operate upon. Similarly with Tamil and Marathi 
variants,” informs Mehra.

RECREATING THE MAGIC!
afaqs! Reporter asked the experts if the new 

campaign succeeds in creating nostalgia as the 
previous digital ad film did.

Bikram Bindra, vice-president and strategic 

planning head, Grey Group - Delhi, says, “There 
is a nostalgic element to the product itself which 
gets amplified through the choice of songs 
and the emotions displayed by the mother. 
The TVCs seem to be targeting urban youth 
according to me - the appeal is possibly mass, but 
the communication TG is more specific.”

He adds, “The ads are a sweet slice of life 
moments. I think the larger premise of doing 
something special for your mom is fertile, 
creative territory and can be leveraged across 
multiple touch points. Also, the timing around 
Mother’s Day is a smart tactic!”

On the other hand, Titus Upputuru, national 
creative director, Dentsu One, admits that he has 
friends and colleagues who have already gifted 
the product to their mothers and that the ads may 
further fuel this growing trend.

“The campaign reminds me of DH Lawrence’s 
cult novel, ‘Sons and Lovers’ which explores 
the intense relationship between Paul and his 
mother. Two of the three ads in this campaign 
show grown men indulging their mothers in 
song and dance. It is true that most Indian men 
share a very close bond with their mothers. A 
son’s first love is his mother is a truism that even 
our films have celebrated since the Deewar days,” 
he says. n

sunit.roy@afaqs.com

This One’s For...
<< continued from page 

The very newness of the 
product was something

that threw many
distributors off, at first.
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Can Indian mobile  
phone brands survive?

WE ARE CONFIDENT OF OUR 
GROWTH DESPITE FIERCE 
COMPETITION. OUR FOCUS IS ON 
CREATING VALUE FOR INDIAN 
consumers and for that, we are building 
our brand on key pillars like our research 
and development capability in India and 
China, robust distribution networks and 
unmatched after-sales service. We have a 
complete in-house R&D set-up in India 
and China with over 700 engineers. 

We have end-to-end control of product 
design, quality and manufacturing. As 
a result, we have given India its first 
‘Designed in India’ mobile phone. Our 
single-layer distribution structure and 
cash and carry model are unique in the 
industry. We have a robust distribution 
network with an immense trust of over 
1,200 distributors and 1, 65,000 retailers.

CyberMedia Research recognised 
us as the Most Trusted Brand amongst 
retailers putting us ahead of all domestic 
and international players. We have the 
strongest customer service network across 
India, with close to 1,000 service points — 
marking its presence even in the remotest 
part of the country. We always believe in 
doing the right things for consumers and 
creating value for them - which will take 
our growth journey forward.

   
president and business head,  

Lava International

IF YOU TALK ABOUT INDIAN 
HANDSET BRANDS, WE HAVE 
TO DIVIDE THEM INTO TWO 
CATEGORIES - SMARTPHONES  
and feature phones. Out of these the feature 
phone manufacturers will survive for some 
more time because almost 60 per cent of Indian 
mobile phone market is still a feature phone 
market. However, the smartphone market looks 
very challenging right now and if Indian handset 
manufacturers don’t do anything significant, they 
might not survive.

The biggest challenge for the Indian 
smartphone manufacturers today is that they 
have stopped innovating. Also, most of the 
Indian handset players were only importing 
ODMs (original device manufactures) from China. 
Since Chinese brands are in the hub of ODMs 
they know what the latest technology available 
is and they start working on their handsets and 
launch in any market, including China.

From the marketing perspective, a company 
needs to have solid messaging which should sell 
across. Right now, the Indian players/mobile 
phone manufacturers don’t have any messaging. 
Therefore, due to the lack of products/vision for 
the market, the Indian brands don’t have any 
statement to make. Hence, they cannot succeed 
in their marketing activities.

    
founder and editor,  
The Mobile Indian

WITH OUR CONTINUOUS EFFORT 
IN PROMOTING A DIGITISED 
INDIA, WE ARE CONFIDENT OF 
OUR PRESENCE IN THE  
Indian market. As a home-grown 
brand, we have always believed that the 
real strength of our consumer base is 
towards empowering every Indian with 
smart telephony.

In order to bring the next half-a-
billion users into smart telephony, we 
need to create a language ecosystem 
which Indian handset brands probably 
will be better poised to do. We are 
working very closely with telecom 
operators and VAS partners to  
contribute to and push for customisation 
for the local market which is critical 
for Indian smartphone ecosystems and 
significant in the long run.

The Chinese brands have been 
deploying strategies such as restricting 
themselves to the top of the market 
and pricing their products aggressively. 
There are very little efforts being made 
towards customising the products for 
the Indian consumers. As a result, we 
have hardly witnessed smartphone 
penetration of more than 30 per cent in 
the country.

sunit.roy@afaqs.com

 
executive director,  
Karbonn Mobiles

po o e

afaqs! Reporter asked a few senior people from the industry. And this is what they have to say. By Sunit Roy 
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Do you remember the 
adrenalin rush you had while 
watching action sequences 

from ‘Game of Thrones’ where 
Dothraki tribesmen (nomadic horse-
mounted warriors) swept across the 
vast central plains of mythical Essos 
in search of plunder? A glimpse of the 
latest ad campaign from Mahindra & 
Mahindra, released for its face-lifted 
XUV500, can give you that same 
feeling. The two-minute-long video 
takes forward the ‘May Your Life 
Be Full Of Stories’ idea, which was 
introduced in 2012. While the first 
campaign was about the drive through 
the Serengeti in search of a cheetah, 
the second film, released in 2015, was 
about a road trip where a group of 
friends meet an orangutan that steals 
their camera and takes pictures.

And even if it’s after three years, 
the auto major has successfully rolled 

out an engaging communication 
that remains true to its core product 
proposition of a premium off-roader 
- stunning looks, plush interiors, auto 
transmission and a full demonstration 
of its off-roading capabilities through 
visual stunts in captivating locations.

Conceptualised and created by 
FCB Interface, the ad film weaves in 
a romantic storyline of an archetypal 
hero saving a damsel in distress... 
aka an adrenalin-pumped opening 
sequence from a typical James Bond 
movie. Touching both the rational as 
well as the aspirational chord of the 
premium off-roader target mindset, 
the narrative of the TVC strikes the 
sweet spot between the comforts of 
the daily city commute coupled with 

the thrills of weekend adventures.
“In today’s time people are 

continuously looking out for newer 
experiences — visit new places, taste 
new cuisines, meet new people, et 
al. That’s the insight the brand has 
always been bringing up because the 
XUV500 is a comfortable off-roader. 
Hence the theme remains the same,” 
says Robby Mathew, chief creative 
officer, FCB Interface.

“We explored quite a few story 
ideas, out of which this particular one 
stands out because it had a movie-like 
quality to it,” Mathew adds.

Shot in Amman (the national 
capital of Jordan) and the Wadi 
Rum desert, which has been used 
as the backdrop for a number of 
Hollywood blockbusters, such as 
‘Lawrence of Arabia’, ‘The Martian’ 
and ‘Transformers: Revenge of the 
Fallen’, the action sequence has been 

captured on an actual heritage train 
of Jordan that has passed through the 
desert since the Victorian era.

“It was a complicated shoot 
spanning six days and we had taken 
top angle shots from a helicopter 
of the moving train and horses 
while fighting the hostile weather 
conditions in the desert. Also, every 
6-7 hours, due to the blowing wind, 
the train tracks used to get buried 
under the sand. So, every time the 
sand had to be removed from the 
tracks before the train could move. 
But it was a great experience because 
the car manoeuvred wonderfully on 
the red sand,” says Mathew.

The brand and the agency 
deliberately attempted to tell the story 

in a movie-like format, hence wide-
angle shots were taken to establish 
the landscape and make the audience 
crave the opportunity to explore 
that place themselves. Also, special 
attention has been paid to acoustics 
and sound design — whinnying of 
horses, the chugging of trains, etc.

The ad film has been released 
on television and in movie theatres 
because the brand feels that this 
kind of narrative is perfect for big 
screen presentation. However, small 
poster campaigns are carried out at 
dealerships while the brand plans to 
take the campaign forward on print as 
well as digital platforms over the next 
few weeks.

IMPACTFUL MOVE
afaqs! Reporter asked whether the 

new campaign succeeds in creating 
enough buzz and if it would actually 
influence customers to buy or at least 
test drive the new XUV500.

Ayan Banik, head - brand 
strategy, Cheil India, says, “What is 
noteworthy here is the timing of this 
communication. After a gap of almost 
three years, why did the brand release 
an ad film, that too in a segment 
where it had near monopoly (with the 
XUV500 and Scorpio)? The answer 
may be that Mahindra & Mahindra 
might be facing the heat from the 
newly-launched Jeep Compass — an 
iconic American brand with a long 
legacy and playing in a similar price 
segment as that of XUV500.”

According to Banik, the most 
interesting thing is the strikingly 
similar yet different communication 
approaches of the two brands — 
both highlighting the importance 
of mythical stories to capture the 
imagination of the buyer. “While 
Mahindra has talked about ‘an enriched 
life filled with marvellous adventure 
stories’, Jeep has created enigmatic 
films around the concept of ‘Indian 
Fables’. While Mahindra, being an 
Indian brand, is creating aspirations 
by borrowing international/ global 
codes, in the current film, it’s more 
like a Genghis Khan kind of a desert 
chase sequence. On the other hand, 
Jeep, being an American brand, is 
trying to woo the Indian audience by 
blending in with the Indian cultural 
ethos. In a nutshell, the same TG, 
similar product offerings, yet different 
creative approaches, keeping in mind 
the different brand histories/ legacies,” 
Banik concludes. n

sunit.roy@afaqs.com
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Off Road, On Target
MAHINDRA

The auto major released a new ad to introduce the 
upgraded model of XUV500. By Sunit Roy 

The two-minute-long video takes forward the 
‘May Your Life Be Full Of Stories’ idea.

“We explored quite a 
few story ideas, out of 
which this particular 

one stands out because 
it had a movie-like 

quality to it,”
ROBBY MATHEW
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Both cricket and food have 
always been India’s biggest 
passion points,” says Srivats 

TS, VP marketing at Swiggy and the 
synergy that this partnership creates 
is most definitely going to up the 
excitement quotient among fans and 
viewers, he seems quite optimistic.

Swiggy, the food ordering and 
delivery platform has recently 
launched six witty television 
commercials for this year’s IPL 
season, leveraging the nation’s two 
biggest attractions - Cricket and  
food. The multi-lingual campaign, 
(apart from Hindi and English, 
the ads will be aired in Tamil,  
Kannada, Telugu, and Bengali) has 
been conceptualised by Lowe Lintas, 
Bengaluru. Swiggy has also roped 
in seasoned cricket commentator 
Harsha Bhogle and former cricketer 
and commentator Aakash Chopra  
to lend their voices to the TVCs.

By creating this series of ads for 
the on-going Indian Premier League 
(IPL), Swiggy aims to highlight 
how it has changed consumers’ 
food-ordering habits with some 
of its differentiators, namely ‘No 
Minimum Order’, ‘Lightning Fast 
Delivery’ and ‘Variety of Restaurants’ 
to choose from. Directed by Abhinav 
Pratiman and produced by Early Man 
Films, all six commercials feature 
a simple storyline with minimal 
dialogues that cut straight to the 
chase.

Srivats briefs us on how and why 
the brand came up with this idea, 
“We wanted to bring out our brand-
benefits in a meaningful manner 

through situations that audiences 
would relate to while infusing a dash 
of contextual humour in each. With 
the IPL campaign, we’re engaging 
with fans in ways that are not only fun 
and witty but also very meaningful to 
them. With these TVCs, we used the 
massive reach of IPL to showcase 
the unique differentiators of Swiggy; 
the ads drive home the message that 
Swiggy is here to satisfy even the 
smallest of consumer hunger pangs 
and any kind of food demands at 
lightning fast speeds.”

This integrated campaign (with 
the six 20-second long spots), apart 
from television, is being promoted 
across print, radio and digital 
platforms, as well as in restaurants.

In the one week since the ‘Gulab 
Jamun’ TVC went live, Swiggy has 
witnessed a 10-fold increase in the 
number of times users searched for 
gulab jamun on its online platform.

This is Swiggy’s second national 
television campaign; the first one, 
launched earlier this year, also 
showcased how users turn to Swiggy 
during various scenarios in their 
lives.

Srivats adds, “The IPL ads were 
interspersed with cricket commentary 
to make it more relevant and relatable 
to the users tuning in every day to 
catch the cricket action. Unlike a lot 
of other brands for whom IPL is a 
great media vehicle, we believe that 
Swiggy is a brand that can generate a 
transaction and a great food ordering 
experience right when the consumer 
is viewing the ad.”

Interestingly, one of the ads 

shows a grandmother running out 
of donuts and saving the day by 
ordering from Swiggy. Another 
popular spot shows an elderly man 
ordering a gulab jamun and satisfying 
his craving while his wife is busy 
watching the match.

Was this a deliberate step taken 
towards expanding its consumer 
base?

Srivats clarifies, “While our 
core consumption audience lies 
in the 18-35 age group segment, 
we’ve seen a growth in consumers 
outside of that TG as well. And 
during this cricketing season, there 
is an opportunity to appeal to a wider 

demographic who are connected by 
a love for entertainment, food and 
having both delivered to them in 
the most convenient and seamless 
manner.”

EXPERTS SPEAK
Anish Varghese, national 

creative director, Isobar believes the 
campaign to be a fitting example  
for snack-able content, “Nowadays, 
it’s a key element in marketing 
strategy as attention spans of our 
audience are decreasing. In my 
opinion, the storyboard is intact 
for the audience who’s on move; 
for people who are standing in an 
elevator line; who are waiting for an 
appointment etc...”

At a time when ads for most 
online-service brands fail to 
showcase more imagination than  
the idea of two-women-in-the-
kitchen, the campaign for Swiggy 
stands out for bringing a smile and 
pushing no more than one feature 
a spot.

Speaking of strategy, Jagdish 
Acharya, founder and creative 
head, Cut The Crap, shares, “The 
campaign focuses on three key 
features - choice, flexibility and 
speed leaving price out perhaps as 
one expects online service to be cost 
effective anyways. Having said that, 
no minimum order does sound most 
differentiating and compelling - just 
ask a budget restaurant for home 
delivery. The ads have been well 
crafted and executed. The cricket 
commentary is a priceless detail. 
Again, having said that, a couple of 
spots are more enjoyable than the 
others. And a couple of spots could 
have been done without. But that’s 
always the case with a campaign.” n

deepashree.banerjee@afaqs.com

Pressing the Right Buttons
SWIGGY

Swiggy launches six witty TVCs for this year’s IPL season. By Deepashree Banerjee 

“The IPL ads were 
interspersed with 

cricket commentary 
to make it more 

relevant and relatable 
to the users tuning in 
every day to catch the 

cricket action.”
SRIVATS TS

The multi-lingual campaign has been 
conceptualised by Lowe Lintas, Bengaluru.
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TATA AIG

Travelling to cooler international 
destinations during the 
summer is a popular trend 

with Indians as they are keen to escape 
the scorching heat that takes over 
some cities. Indian travellers are now 
becoming more experimental when 
it comes to travelling abroad and are 
searching for newer and the ‘not-the-
usual’ destinations such as London, 
Paris or Dubai.

However, travelling to a foreign 
land requires a considerable amount 
of planning and effort and there is 
always some amount of risk involved. 
Hence, foresight is useful with regard 
to protection from financial losses 
with travel insurance.

Taking a cue from this insight, 
private insurance player Tata AIG 
General Insurance — a joint venture 
between the Tata Group and the 
American International Group 
(AIG) — have created an experiential 
campaign titled ‘#ThinkAhead, 
Think Travel insurance’. The call-
to-action initiative stems from the 
core thought of having the prudence 
to acknowledge and protect yourself 
against risks that could hamper the 
planning and hard work that go into 
travelling.

“When we were looking for 
market expansion, we decided to 
focus on a larger market — who is 
planning ahead for travel, but may not 
be buying insurance. We thought of 
leveraging this fact of travel planning 
and introducing the concept that 
insurance is an essential part of the 
process,” reveals Jayraj Jadhav, head of 
digital and marketing, Tata AIG.

The biggest challenge that the 
category faces is that insurance 
advertising is subject to indifference 
due to clichéd communications. 
Hence, Tata AIG aims to improve 
insurance penetration in a large set 
of new travellers. “Travel insurance 
is part of travel planning where 
typically the first stage is when a 
traveller is researching a destination 
and insurance is often the last step. 
We have planned our media and 
communication strategy to target this 
travel journey of a user,” says Jadhav.

As part of strategising the marketing 
plans, the brand has segregated the 
entire process into three different 
phases, namely ‘Awareness’ or the 
‘reach’ phase - targeted to connect 
with travel enthusiast to drive the 
brand message of #ThinkAhead; the 
‘Engagement’ phase - planned for 

building a connect with the travel 
preparation phase such as ticket 
booking, visa and the buying of 
travel essentials; and ‘Consideration’ 
phase - built for travellers with 
probable insurance buyers targeting 
media touch points before travelling. 
(Communication in this phase 
is primarily about travel insurance 
product benefits and it’s aimed at 
business conversion increase).

Conceptualised by Enormous 
Brands, the ad film has been produced 
by Soda Films and directed by Rajesh 
Krishnan. The tongue-in-cheek 
humour and exaggeration have been 
used as key elements to demonstrate 
the goal. The film that opens with a 
local food joint in China where two 
Indian travellers — the protagonists 
— are seen enjoying a meal. One of 
them abruptly expresses his desire 

to eat ‘Poha’ (home-cooked food is a 
common craving during international 
trips, especially after experimenting 
with local food). The ad concludes 
by demonstrating the fact that 
forethought always helps and that 
while planning a trip, it is important 
to look out for travel insurance as one 
of the aspects of this ‘Think Ahead’ 
philosophy.

Speaking about the campaign,  Ajeet 
Shukla, executive creative director  
Lucid (a division of Enormous 
Brands), says, “#ThinkAhead came 

as a very strong brand proposition 
for me. There could have been 
many ways to explore it creatively. 
We had to find an interesting way 
of communicating this brand story 
in line with the young tech-savvy 
and discerning set of audiences. We 
looked at humorous and engaging 
content that illustrates the single point 
of the benefits of thinking ahead.”

The ‘#ThinkAhead, Think Travel 
insurance’ campaign will be carried 
forward on TV and digital platforms. 
“We are primarily a ‘Digital Only’ 
brand, but in this campaign, we are 

using both Digital and ATL. The 
media plan is built on the audience 
planning concept and each of them 
have well-defined objectives. TV is 
used for reach, radio for consideration 
and digital media is planned across all 
the stages,” informs Jadhav.

EXPERT SPEAK
afaqs! Reporter asked the experts 

whether such call-to-action videos 
will actually influence the viewers 
and consumers or would they think 
twice before transacting and spending 

money on buying a Travel Insurance 
policy. According to Tamanna 
Virmani, AVP and senior creative 
director - ADK Fortune, a decade ago, 
insurance advertising was anything 
but fun. “It has changed tremendously 
since then. These days it is humorous 
and the best part is that it doesn’t lose 
its focus while delivering the main 
message,” she opines.

“The Tata AIG travel insurance ad 
hits the nail on the head. Not just in 
terms of humour but also delivering 
the USP of the product brilliantly. 

The acting of the protagonist wanting 
to have Poha is applause-worthy. 
The film is well-directed though the 
execution is not-so-new,” she adds.

Deepak Singh, chief creative 
officer, The Social Street, feels that 
the ad has been nicely done. “It’s 
an interesting take, especially coming 
from an insurance company; a funny 
take rather than a serious zone does 
well here. The direction is fine. The 
script needed simple execution with 
well-crafted characters, which they 
have got right,” he says. n

sunit.roy@afaqs.com

Safety Nets
The private insurance player launches ’#ThinkAhead, Think Travel insurance’ campaign. By Sunit Roy 

Conceptualised by Enormous Brands, the ad 
film has been produced by Soda Films.

“When we were 
looking for market 

expansion, we 
decided to focus on a 
larger market — who 
is planning ahead for 
travel, but may not be 

buying insurance.”
JAYRAJ JADHAV
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T he State Bank of India 
(SBI), which has 41 
crore customers across 
22,600 branches in India 
with a total deposit base 

of `26,51,240 crore (as of December 
2017) had no marketing team or a role 
of chief marketing officer until February 
2016 - 60 years after it was nationalised. 
In March 2016, the bank decided to have 
a marketing team and appointed Dinesh 
Menon as CMO. Industry insiders 

estimate that SBI will spend around `100 
crore across television, print and digital 
advertising in 2018.

Menon started his career as account 
supervisor with JWT in 1998. Two years 
later, he moved from JWT to Lowe Lintas 
& Partners where he worked for three 
years as senior brand services and director. 
He got to work on some “really exciting 
brands like Thums Up”. He also worked 
on accounts such as Star TV, HUL, 
HSBC and Standard Chartered as well, 

the last two of which got him interested 
in financial services. From Lowe Lintas, 
Menon moved to American Express in 
July 2003, as head of marketing. In 
September 2005, he was promoted to 
business head – platinum cards.

In February 2006, Menon moved 
to Bharti AXA Life Insurance as vice 
president – marketing and communications. 
In 2008, Menon joined National Bank of 
Oman as head – marketing and worked 
with the bank for two years. From March 

2012 till February 2016, he worked as an 
advisor and during that period, in January 
2014 to October 2015, Menon became the 
founder director of PowerEd Technologies, 
a venture in the area of closed loop 
payments, digital data management and 
asset tracking for academic institutions.

Isn’t it quite remarkable that a 
professional who has spent his career 
in creative agencies and private sector 
companies, went on to join a government-
owned corporation? In this interview, 
Menon answers that question and also 
talks about the challenges he faced when 
he entered SBI, how he overcame them, 
the challenges that he sees in the future and 
more… Edited excerpts:

“Any Fintech Brand 
is our Competitor”
SBI’s first ever chief marketing officer on the brand’s 
challenges and the future. By Suraj Ramnath

 INTERVIEW

DINESH MENON
CHIEF MARKETING OFFICER, 
STATE BANK OF INDIA 
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What were the challenges you 
faced when you joined SBI and 
how has it changed in the past 
two years?

I had never worked in a PSU. 
So, I knew it was going to be a 
different canvas all together. I came 
with my eyes all open and ready for 
all scenarios.

I was pleasantly surprised with 
the way SBI works. People think 
it is a staid government bank just 
because the government has a share 
in it. A lot of people in our bank 
are from management campuses and 
are young. When I discovered the 
sheer range of digital products we 
have developed I didn’t know that 
SBI could do all these things. So 
that gave me a lot of confidence in 
the very first month itself. Each and 
every senior manager I interacted 
with were, and continue to be, open 
to change and progress.

The challenge I faced was how 
to bring in changes which are good 
for the bank. I had all the support 
- from the chairman downwards - 
in introducing the changes to make 
SBI a better brand. It takes time 
because there is a lot of process 
involved, which is nimbler in the 
private sector. In the public sector, 
we have to follow documentation 
and processes. It makes it stronger 
but takes a lot more time. That was 
my challenge.

When you say it takes time, in the 
private sector, you can just call 
for a creative/media pitch but in 
a PSU, you have to float a tender? 

Yes, we have to go for a public 
announcement that we are going 
for a tender and we cannot use our 
discretion on our judgement because 
of the Central Vigilance Commission. 
A lot of people can create trouble so 
we follow the process. That’s the big 
difference.

As CMO, what are the changes 
you want to bring in?

Today, a CMO’s job is not the 
same as it was five years ago. It is a 
different ballgame largely because 
of digital technologies. Today, 
consumers are more in power while, 
earlier, brands were in the driving 
seat. A brand cannot afford to slip 
up. The acid test is how much is a 
consumer willing to forgive you for 
a slip up. People especially in India 
vent more than they compliment.

It is not easy to have a standardised 
experience across 22,600 branches 
and different touchpoints. Our 
endeavour is to ensure that we try 
and up the customer service. So, 
from a brand experience perspective 
those efforts are on. It is utopia 
actually and we can never see that 

happening even in a smaller scale 
bank like a HDFC or other 
bank - things are not 
perfect.

My mandate 
from a marketing 
perspective is 
how to get brand 
SBI to stay 
relevant with all 
the audiences at 
all points in time. 
The language and 
conversation that we 
should be having with 
different consumers is the 
most important. The storytelling has 
to be important to all these segments 
and they have to be on all media, 
more on digital. One measure of 
success is going to be how much SBI 
is considered as a preferred banking 
choice across all age groups.

The next step is that much of the 
word-of-mouth we generate should 
come out of brand experiences. 
When I am talking about experiences 
I am talking about digital products 
that we deliver and the touchpoints. 
Only communication can’t deliver 
that. It has to go hand-in-hand 
with on-ground service. We will be 
measured by brand recall but that is 
not a challenge because we are visible 
- it will be more about how much are 
we being considered when it comes 
to SBI being chosen as a bank.

We can’t be a preferred bank only 
when demonetisation happens. We 
should be a consumer’s preferred 
choice without that too. We were 
the only bank in the segment that 
serviced an entire segment of 
customers but when things get back 
to normal, we should not fall out of 
their choice.

Who are your major competitors?
Any fintech brand that is biting 

into our space. They are taking away 
our market share. Tomorrow, any 
of these fintech brand can become a 
full-fledged universal bank. That’s a 
big threat when I talk about Gen Y, 
who are digital natives.

Then you have conventional 
banks and peers from the private 
sector who are doing a lot more to 
make sure they don’t lose market 
share. So, I would say all of them are 
competition but talking about Gen Y 
I would say fintech companies.

The BFSI  (Banking, Financial 
Services and Insurance) landscape 
has undergone a lot of changes in 
the last five years. No one would 
have expected a brand like Paytm 
to become a huge threat which, of 
course, the conventional banks have 
realised now. 

Each and every traditional bank 
is taking steps to tackle this scenario. 

You can’t keep quiet just because you 
are large. In our case, having 22,600 
branches doesn’t mean we shouldn’t 
be competitive. 

Very soon, with internet 
penetration, fintech companies will 
not need branches and that would be 
their strength. It will not be just Gen 
X or Gen Y or digital natives - even 
the middle and older age segment 
will have gone digital.

If SBI won’t play the catch-up 
game with Gen Y, it will not be a 
brand of choice. How we become 
relevant for them is a big opportunity 
for us. We have done a lot of things 
which most banks have not done 
and people are not aware. Yono, a 
lifestyle and banking app, is the latest 
offering from our stable is meant to 
target the Gen Y because India is a 
young country and all the business 
comes from this primary segment.

The middle-aged and the older 
lot who are already banking with us 
is a segment that needs a continuous 
reassurance that SBI should be your 
preferred choice of brand going 
forward. Gen Y is important but so 
are these two segments. I will not 

prioritise one over the other. But 
if we don’t talk in Gen Y language 
then we won’t be their brand of 
consideration.

SBI re-designed its logo in 2017. 
Why?

Two reasons. If you look at our 
old logo it was quite cluttered. A 
logo should be simple for usage and 
application anywhere. Globally you 
will find that most logos are simple 
and easy to decipher.

Secondly, we were going through 
a merger (with associates, State 
Bank of Bikaner and Jaipur, State 
Bank of Hyderabad, State Bank of 
Mysore, State Bank of Patiala and 
State Bank of Travancore as well as 
the Bharatiya Mahila Bank) that year 
and we thought it was right time 
to bring everything under one roof 
and to refresh the logo. The new 
logo is cleaner, sleek and is visible 
everywhere.

You are calling for media and 
digital agencies for a pitch. Ever 
thought of having one media 
agency that handles your digital 

o e o
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“If SBI won’t 
play the catch-
up game with 

Gen Y, it will not 
be a brand of 

choice.”
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Certain topics are mostly 
left outside the purview of 
mainstream discussions 

especially due to the stigma associated 
with them. Commercial sex work 
is one such topic, at least in India. 
Countries across the globe have 
either legalised, criminalised or 
decriminalised the act depending upon 
multiple socio-cultural and political 
variables operating in the respective 
regions. However, India’s case is 
precarious. Vague and ambiguous 
laws regarding commercial sex work 
classify the act as legal, but criminalise 
any third party involvement in the 
form of pimping, pandering, brothels 
and pornography among several 
others, thereby rendering the industry 
unregulated and mostly exploitative 
in nature.

Another such topic is that of 
menstrual health which continues 
to adopt the ‘hush-hush’ tone 
of communication and is safely 
kept under wraps. Combining the 
two topics at hand — commercial 
sex-work and periods — feminine 
hygiene brand Stayfree has launched a 
campaign titled, ‘#ProjectFreePeriod’ 
in partnership with the DDB Mudra 
Group and the NGO, Prerana. 
The campaign aims to empower 
commercial sex-workers by imparting 

useful skills that can help them opt for 
a different career choice. ‘But what’s 
the connection?’ one may ask... 

This social initiative will be carried 
out during the period-days wherein 
women of the sex trade are given a 
three-day off from work. During this 
time the brand, along with its partners, 
have pledged to provide vocational 
training to these women so that they 
can move out of the sex industry. 
Ironically, while several women dread 
their period-days, commercial sex-
workers look forward to them as they 
provide a welcome break from the 
lifestyle they are subjected to.

“We felt it was an opportunity for 
us to help them use their periods to 
normalise their lives,” shares Rahul 
Mathew, national creative director, 
DDB Mudra Group.

He adds, “Over the last year, 
we have been looking for different 
and differentiated ways to enable 

this thought in society through 
both, communication and action. 
As an agency, we do a lot of work 
towards digging out new insights and 
behaviours from different parts of 
society and then marrying them with 
the intents and ambitions of brands. 
As we immersed ourselves further 
into the project, we realised that skill 
(building) was actually the best way to 
rescue them from the trade.”

An analysis of the sex trade in India 
reveals that commercial sex-workers 
are mostly working with pimps at 
illegal brothels and their freedom of 
movement or the decision to switch 
careers is typically not a matter of 
choice or skill development. Many 
are victims of sex-trafficking and 
are forced to keep working in this 

industry without their consent. How 
then does this initiative hold ground?

Mugdha Dandekar, project 
manager at Prerana (an NGO focused 
on rescuing trafficking victims) says, 
“While there are many reasons how 
women land up in the sex trade, one 
of the most compelling reasons for 
them to stay is because they do not 
know anything else. Even when they 
have an option to leave, they don’t 
have any skills that will allow them 
to honourably re-join society. As a 
result, even the rescued ones often 
return. This in turn, also leads to their 
future generations being unable to 
break out of the trade.”

Mathew adds, “We see ourselves 
as an initiative that opens a door 
of hope for these women; they still 
have to choose to walk through it. 
But knowing that they now have the 
means to reintegrate with society, we 
believe it should give them the courage 

to do so. One of the women comes 
from a village with no electricity. She 
saw candle-making as an opportunity 
for her to go back to her village and 
set up her own business. That, for us, 
is a woman who now has a ‘Dream of 
Progress’.”

In January this year, the first edition 
of ‘#ProjectFreePeriod’ was launched 
in the red light district of Mumbai. In 
the workshops since, over 30 women 
have been a part of this programme 
and have been taught skills that range 
from candle-making, embroidery, 
henna-art, soft-toy making to a basic 

beauticians course. 
Speaking about the curriculum, 

Mathew says, “The curriculum was 
the trickiest bit for us to resolve. It 
needed to include skills that could 
sustain them in the future, but at the 
same time could be crunched into 
modules that could be taught in three 
days. We also had to be mindful that 
these skills interested and engaged our 
women. Each module also needed to 
allow these women to feel a sense of 
accomplishment in what they learnt. 
So, we’ve crafted them in a way that 
every module is complete in itself but 
allows her to further her abilities with 
every passing month.”

Dandekar tells us that the women 
of the sex trade have welcomed this 
initiative. “We’ve even seen women 
sending their children to the classes 
so that they at least break out of the 
generational trap of the trade. While 
the project is still young and evolving, 
what’s heartening and optimistic is the 
commitment at both ends - from those 
conducting it and those participating. 
We have regulars who are growing 
both, in skill and confidence and they 
are in turn becoming poster-women 
for others. Initially, we had to rely on 
our connections with some of them 
(commercial sex-workers), now they, 
in turn, are helping us recruit more 
students,” states Dandekar.

Corporations are often criticised 
for engaging in such social initiatives 
to gain goodwill for the brand and 
lacking any serious commitment. 
And so a question comes to mind 
— what was the need to advertise 
this campaign (through the press 
releases, Facebook posts)? One can’t 
help but wonder — wouldn’t it add 
more credibility if this initiative been 
carried out without the media glare?

Mathew explains, “Project Free 
Period is the CSR leg of an initiative 
launched by Stayfree last year called 
— ‘Dreams of Progress’. The brand 
is committed to the cause but also 
understands the magnitude of what 
this project could achieve. Which is 
why it is not perceived as being the 
brand’s property alone and that they’re 
also looking to collaborate with various 
other brands and agencies to make it a 
more sustainable and scalable model. 
We believe that the more people talk 
and participate in initiatives like these, 
the more comfortable society will be 
about such topics.” n

sankalp.dikshit@afaqs.com

Sensitising the Masses   
STAYFREE

The brand launches a new social initiative — ‘#ProjectFreePeriod’ for sex workers. By Sankalp Dikshit 

“As an agency, we 
do a lot of work 

towards digging out 
new insights and 
behaviours from 
different parts of 
society and then 

marrying them with  
the intents and 

ambitions of brands.” 
RAHUL MATHEW

The first edition of ‘#ProjectFreePeriod’ was 
launched in the red light district of Mumbai.
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duties as well?
It is just that we want to segregate things. 

But we are not ruling out individual agencies 
for media and digital. The developed markets 
are moving towards housing everything under 
one agency because they have better control. It 
works well for the clients as well. That is an ideal 
scenario.

SBI after so many years of having empanelled 
agencies has now given a creative mandate 
to one agency. You have been in an agency 
structure as well as in the client side. Did 
that help in making this decision?

There is no rule, as such, that we have to work 
with several agencies. Before we went ahead with 
a fresh round of pitches, we made sure that there 
is no such rule. 

I do have an understanding of how an agency 

works, so I could talk to the management on 
merits and demerits of both. I know how a public 
sector bank is viewed from an agency 
perspective so to some extent yes that 
did help.

How different are the 
challenges if you compare 
- since you have worked 
in each - an agency with 
the private sector and 
now the government 
sector?

Agency work is madness, 
but an agency is the most 
interesting place to be. It is the 
one place where you will find the 
most varied set of intelligent people 
because your mind is always working on 
different consumer segments and different 
insights unlike people in the same industry who 
think only about the same thing.

The banking sector is very organised. But 
when you are in marketing, there is a little bit 

of madness you have to infuse. In the agency 
business, you get infused but, in this sector, you 

have to become a madman to make sure that 
you are seen as a marketing person.

The private sector is good fun 
and we have a lot of liberties 

to do a lot of things but there 
are processes in place there as 
well. You would be reporting 
to the global headquarters 
there as well. In SBI, there is 
a lot of freedom along with a 
lot of control and processes, 

but you are also allowed to 
speak your mind and do things. 

The bank reposes its faith in 
domain experts.

Miss the agency side of things?
Honestly speaking, no. When you move out 

of the agency you realise that an agency is just 
one spoke in the wheel. On the business side, 
there is a lot more to do. n

suraj.ramnath@afaqs.com

“Any Fintech...
<< continued from page 21
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Like it or not, this is certainly a 
different kind of brand video. 
Uploaded on YouTube, the 

story starts with a CCTV view of a 
parking lot. A Ferrari drives in and 
parks badly in front of two cars, one 
of which is a Tiago, the hatchback 
from Tata. The owner gets out of 
the Ferrari, locks it and moves out of 
the frame.

A masked robber, hiding behind 
another car, emerges with a metal 
scale, unlocks the Ferrari, and just 
when the viewer thinks he will drive 
off with it, he brakes a few metres 
ahead. He jumps out, uses the same 
scale to open the Tiago, and zooms 
off with it. While the viewer is still 
wondering what will happen next 
comes the super, ‘Tata Tiago. The 
car for the city.’ The 59-second video 
is silent except for a faint whirring 
sound in the background.

The ad, which was uploaded 
recently, has been conceptualised 
by Soho Square, directed by Porus 
Kharegat and produced by Box 
Office.

Talking about the ad, Anuraag 
Khandelwal, executive creative 
director and creative head, Mumbai, 
Soho Square, says, “Car ads generally 
focus on product features. But Tata 
Tiago recently became the second 
best-selling hatchback in the country 
after Maruti Suzuki Celerio so 
people already know the car and 
are happy with it. We wanted to do 
something different. We told the 
client that we wouldn’t be able to 
show the car features because if you 
are shooting on a CCTV camera you 
can’t zoom in and out. And they 

were bold enough to buy it. So we 
had a bit of fun.”

Did the client have an issue with a 
shot of a Tiago being stolen so easily? 
Khandelwal responds that the story 
is about a thief who is hell-bent on 
stealing a car. 

“He can open a Ferrari, so can 
he open a Tiago. He can also open 
an Audi, BMW or even a Mercedes. 
The idea was to show that Tiago is 
a car for the city. It is not so much 
about selling Tiago but about the 
car’s attitude - the car is as cool as is 
the ad.”

By the standards of digital brand 
videos, the story is short. The core 
TG for Tiago is SEC A and B, 22-50, 
male and female who are first-time 
car buyers. The ad will not appear 
on TV.

We asked our digital experts to 
review the ad and this is what they 
had to say.

Carlton D’Silva, chief executive 
officer and chief creative officer, 
Hungama Digital Services thinks, “If 
the ad has been shot through a CCTV 
camera it’s not very convincing. I 
believe the execution could have 
been better and more believable.” 
He also feels that the situation is too 
exaggerated.

On the other hand, Suraj Nagappa, 
vice president, Isobar India, finds the 
idea and execution excellent. “Who 
would have thought that a film with a 
low budget and minimal script could 
be so entertaining and have such a 
rich narrative?!”

He adds, “To make it more 
realistic the agency or the production 
house could have used a real car-
lifting footage to create more impact. 
The agency could have completed 
the ad with the thief getting caught, 
sending out a clear message that only 
free thing they will get when they 
steal a car is a day-trip to local police 
station.” n

suraj.ramnath@afaqs.com

Raising a Laugh
TATA TIAGO

The digital video created 
by Soho Square imagines 
a car theft as captured 
on CCTV. By Suraj 
Ramnath

By the standards of digital brand videos,
the story is short. The ad will not appear

on television.

“When you are
in marketing, 

there is a little 
bit of madness 
that you have

to infuse.”
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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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PANTENE
Pantene released an ad film ‘#GoGentle’, 
featuring brand ambassador Priyanka Chopra 
conveying the message: #GoGentle on social 
media. After all, we are human. We get hurt. 
And celebrities are no different.

TATA AIG
Tata AIG General Insurance has 
created an experiential campaign titled 
‘#ThinkAhead, Think Travel insurance’. 
The ad has been produced by Soda Films. 
Creative Agency: Enormous Brands

MAHINDRA & MAHINDRA
The two-minute long ad film titled ‘May 
Your Life Be Full Of Stories’ weaves in a 
romantic storyline of an archetypal hero 
saving a damsel in distress.
Creative Agency: FCB Interface

TASTY TREAT
Tasty Treat has launched a new brand film. 
The campaign is a montage of our current 
lives where sweet, spicy and crunchy 
snacks constantly add fresh flavours.
Creative Agency: Infectious

SUZUKI
The two-wheeler manufacturer has rolled 
out a video highlighting the importance of 
wearing a helmet in a quirky and fun way. 
The brand’s new campaign goes by the 
name ‘#CaughtWithoutHelmet’.

SWIGGY
Swiggy, the food ordering and delivery 
platform has come up with this witty 
television commercial titled ‘Ready Before 
You Are’ keeping the IPL fever in  mind.
Creative Agency: Lowe Lintas

TATA TIAGO 
Tata Tiago has recently launched a 
minute-long digital video which has been  
directed by Porus Kharegat and produced 
by Box Office.
Creative Agency: Soho Square

SHIKSHA 
P&G India has unveiled this new digital 
film for its flagship CSR programme ‘P&G 
Shiksha’. The film has been launched 
across social media platforms.
Creative Agency: Leo Burnett India

LIFESTYLE
Ginger by Lifestyle has launched 
‘#ImperfectlyPerfect’ – a digital campaign 
that celebrates the quirks, the differences, 
that makes every girl unique and distinctive.
Creative Agency: JWT Bangalore

STAYFREE 
This social campaign ‘#ProjectFreePeriod’ 
aims to empower commercial sex-workers 
by imparting useful skills that can help 
them opt for a different career choice.
Creative Agency: DDB Mudra Group

SAMSUNG
Samsung Refrigerators celebrates the 
special bond between mothers and 
daughters with this ‘#MomsLoveNonStop’ 
campaign.
Creative Agency: Cheil

GODREJ HIT
Godrej’s home insecticide brand HIT 
has released a new digital video titled 
‘#AsliMachharMaaro’ featuring comedy 
artist Suresh Menon. 
Creative Agency: Ogilvy & Mather

VIDEOS

STANDARD CHARTERED
Standard Chartered PLC, a 
British multinational banking and 
financial services company, has 
launched ‘Kyun Nahi!’ campaign  
featuring actor Anushka Sharma 
as its brand ambassador. The ad 
shows how you can open a savings account instantly 
with Aadhar OTP, make digital payments on-the-go 
and much more.

MEDIKER 
Mediker has released a print 
ad highlighting the fact that 
it is not just mothers or kids 
but even babas (Godmen) 
use this oil to get rid of lice. 
It contains Coconut oil, in 
addition to Neem and Camphor. It has been clinically 
tested and proven to be completely safe to use, with no 
side-effects, claims the brand.

RIN
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 — has 
released a print ad on the 
occasion of World Water Day that 
is observed on March 22.

PRINT
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Post: Digital Media Planner
Company: IdeateLabs
Profile: Assess and evaluate data 
that relates to circulation and 
distribution of certain media 
channels. Make use of web analytics 
tools to monitor digital campaigns. 
Goal based approach with a view 
to increase brand awareness, 
engagement and revenue.
Exp: 2 to 5 years
Location: Mumbai
Email: careers@ideate.email
........................................................... 

Post: Associate Creative Director 
(Art)
Company: Organic BPS Pvt Ltd
Profile: Senior level person, 
educated preferably from an art 
college with work experience 
in reputed advertising agency/
design firm. Ability to work/think 
independently, excellent design 
sense as well as ideation qualities, 
passionate about delivering brand 
solutions.
Exp: 6 to 8 years
Location: Kochi
Email: jobs@organicbps.com
...........................................................

Post: Manager – Client Servicing 
and Business development
Company: Coconut Media Box LLP
Profile: Generating new business 
from existing clients, meeting 
requirements, making proposals & 
costing, responsible for converting 
the pitches, maintain long term 
cordial relation with all clients, 
supervise and ensure smooth 
execution and client satisfaction
Exp: 4 to 6 years
Location: Mumbai
Email: Farha@coconutmediabox.in
...........................................................

Post: Junior/Senior Copywriter 
(Pref. Healthcare Exp.)
Company: Think out of the box 
Advertising & Communication 
Services
Profile: The candidate must have 
excellent command over English 
with a good vocabulary - written, 
spoken and presentation skills; 
be capable to copy check and 
proofreading to ensure quality of 
work, be able enough to creatively 
think and put across ideas effortlessly.

Exp: 2 to 3 years
Location: Mumbai
Email: musarrat@thinkoutofthebox.
in / suhail.syed@thinkoutofthebox.in
...........................................................

Post: Digital Head
Company: Vermmillion 
Communication Pvt Ltd
Profile: Media management, Digital 
strategy, Content generation, 
Campaign planning, Client 
servicing, Team Handling.
Exp: 5 to 8 years
Location: New Delhi
Email: hr@vermmillion.net.in
...........................................................

Post:  Visualizers and Creative 
Interns
Company: Triverse Advertising Pvt 
Ltd
Profile: We are on the hunt for 
talented visualizers and creative 
interns. You will have the 
opportunity to work across a range 
of segments from FMCG to luxury, 
from MNC to regional brands, 
across categories including food & 
beverage.
Exp: 0 to 2 years
Location: Gurgaon
Email: triverse@triverseadvertising.
com
...........................................................

Post: Senior Visualizer (Candidates 
only from Pune & Mumbai should 
apply)
Company: 3Dots Design (Pune)
Profile: Apart from experience the 
candidate should have the ability to 
crack creative concepts and execute 
them independently. Excellent 
command over CorelDraw, 
Photoshop expected and working 
knowledge of Illustrator will be 
considered as added advantage.
Exp: 5 to 7 years
Location: Pune
Email: Contact@3dotsdesign.in
...........................................................

Post: Business Development 
Manager
Company: Greysell Marketing 
Promotions Pvt Ltd
Profile: Business Development 
Manager - Planning and Execution 
of Business Strategies. Generating 
Database, Making calls, Converting 

that into meeting followed by pitch 
& conversion.
Exp: 3 to 4 years
Location: Andheri, Mumbai
Email: hr@greysell.in
...........................................................

Post: Tender Executive
Company: Centum Advertising & 
Marketing Pvt Ltd
Profile: The candidate should have 
worked in a reputed advertising 
agency with an experience in 
administrative work as well. 
Filling online and offline tenders, 
good knowledge of e-tenders and 
documentation. 
Exp: 2 to 3 years
Location: New Delhi
Email: hr@centumad.com
...........................................................

Post: Content Writer
Company: Heyday Communications
Profile: Looking for dedicated and 
smart content writer for advertising 
agency who can have excellent 
creative blend of ideas to cater 
print / electronic / OOH / Digital 
Medias’. To Develop creative 
content, developing campaign for 
print media, electronic media and 
digital media.
Exp: 3 to 5 years
Location: Delhi
Email: hr@heydaycommunications.
net
...........................................................

Post: Client Servicing Executive
Company: The Think Tank 
Entertainment
Profile: Complete understanding 
of Branding & Marketing concepts. 
The candidate should have above 
average communication, social, and 
persuasive skills. Excellent presence 
of presentations capabilities based 
on well-researched insights.
Exp: 3 to 4 years
Location: Mumbai
Email: hr@ttte.agency
...........................................................

Post: Client Servicing Executive
Company: Vaishali Publicity Pvt Ltd
Profile: Client Servicing, Business 
Developer, Bridge Between Client 
& Company, Interact with Clients, 
Client Handling, Marketing.
Exp: 1 to 3 years

Location: New Delhi
Email: shivani@vaishalipublicity.
com
...........................................................

Post: Digital creative copy writer
Company: PEGASI 
Communications
Profile: Deliver creative and 
compelling copy across all aspects 
of our digital communications, 
including website copy, blogs, 
articles and social media. The 
candidate should be able to 
conceptualise campaigns based on 
the briefs.
Exp: 3 to 4 years
Location: Dubai
Email: pegasicom@gmail.com
...........................................................

Post: Client Service Executive / Sr. 
Client Service Executive (Female)
Company: Momentum 
Communications I Pvt Ltd
Profile: Developing and maintaining 
healthy relationship with existing 
clients; handling queries efficiently 
on mails, phones, as well as in 
meetings; managing customer 
centric operations and ensuring 
customer satisfaction by achieving 
delivery and service quality norms.
Exp: 1-5 years
Location: Gurgaon
Email: hrd@momentum.co.in

TO ADVERTISE, CONTACT:

Shubham Garg  
Ph: 08130166777 

Email: shubham.garg@afaqs.com

Aakash Bhatia (West)  
Ph: 09650544122

Email: aakash.bhatia@afaqs.com

 Akansha Dixit (North)  
Ph: 9999621895

Email: akansha.dixit@afaqs.com

jobswitch@afaqs.com

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

www.jobswitch.in

Join us on  : facebook.com/jobswitch

EVEN GOOD CAN 

GET BETTER!
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people
A round up of some major people 

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

Wavemaker 
Rachna Julka has joined Wavemaker 
as digital strategist and is presently 
based out of Singapore. Prior to 
joining Wavemaker, Julka was 
working as consultant for about two 
years in Singapore. 

Publicis Groupe 
Pranay Anthwal has joined Publicis 
Groupe as the company’s executive 
director. He is currently based out 
of Mumbai. Prior to this, he was 
working as managing partner at 
Starlight 108, a media innovations 
and IP company. 

GroupM
GroupM has announced the 
appointment of Sameer Singh 
(Sam Singh) as CEO of its South 
Asia operations. Singh will lead 
the continued development of 
GroupM’s data-centric enablement 
for its agencies as they deliver 
competitive advantage to clients 
with digital leadership and content. 

The One Club
Sonal Dabral, group chief creative 
officer and vice chair at Ogilvy 
India, has been appointed to the 
International Board of Directors at 
The One Club for Creativity, the 
foremost non-profit organisation 
celebrating creative excellence in 
advertising and design. 

Ogilvy South
Ogilvy has appointed Anirban 
Roy as head of planning, Ogilvy 
South with immediate effect. 
Prior to this, Roy was in Ogilvy 
Mumbai and comes with 15 years 
of work experience across mainline 
and digital in India and APAC 
(Singapore, Manila). 

Wavemaker MENA
Wavemaker has appointed Rabinder 
Thirumurthy, also known as Rabe 
Iyer, as the CEO for Wavemaker 
MENA. He will soon be relocating 
to Dubai to officially join 
Wavemaker on June 10th.

ADVERTISING

Adytude AX
New Delhi-based NFX Digital, 
which owns and operates gamified 
consumer insights portal Adytude.
com has roped in Mohit Hira 
as co-founder of Adytude AX, 
its new product that is currently 
under development. Based out of 
New Delhi, Hira will also serve as 
chief convergence officer of NFX 
Digital, the parent company. 

Interactive Avenues
Interactive Avenues, the full 
service digital agency of media 
agency network IPG Mediabrands, 
has roped in Shantanu Mulay as 
creative business head. Prior to 

joining the agency, Mulay was 
working with Brand Capital as 
chief manager - marketing. Mulay 
will be based out of the Mumbai 
office and will report to Shantanu 
Sirohi, COO, Interactive Avenues. 

Motivator
Shveta Singh has joined Motivator, 
GroupM as national digital head and 
is currently based out of Gurgaon. 
Previously, Singh was associated 
with GTB and successfully handled 
digital marketing, operations, 
media and analytics for Ford India. 
Singh also served as VP, strategic 
planning and head digital at Dentsu 
Creative Impact for over a year.

DIGITAL

Zivame
Lingerie retailer Zivame has 
recently appointed Amisha Jain 
as the chief executive officer. Jain 
will strengthen Zivame’s efforts 
in bringing innovative products 
for Indian woman and furthering 
growth by intensifying its omni 
channel presence. 

Flipkart
Flipkart co-founder Sachin Bansal 
has exited the business by selling 
his entire stake of over 5 per 
cent for around `7,000 crore to 
Walmart. US retail giant Walmart 
has formally announced that it is 
buying 77 per cent of Flipkart’s 
stake for $16 billion (`1.02 lakh 
crore).

Zee Entertainment
Mondelez International’s 
Amit Shah has moved to Zee 
Entertainment as cluster head - 
Regional Hindi Speaking Markets 
(RHSM). Previously, he was 
working as an associate director 
- Marketing, Gum, Candy & 
Beverages - India, at Mondelez. 
In his new role, Shah will be 
responsible for TV channels in 
the RHSM - current footprint in 
markets of Maharashtra, Bengal, 
Orissa and Bihar.

Mondelez
Prashant Peres has been elevated 
to the post of senior director - 
Chocolates, Asia Pacific, Middle 
East and Africa (AMEA) at 
Mondelez. In his new role, Peres 
will lead strategy, innovation and 
equity for the Mondelez’ flagship 

category across AMEA. 

Axis Mutual Fund
Ramanathan Sridhar has been 
elevated as senior manager- 
marketing and brand at Axis 
Mutual Fund. He is presently 
based out of Mumbai. Prior to 
this, Sridhar  was working as a 
marketing and brand manager at 
AMF for about two years. 

House of Hiranandani
Prashin Jhobalia, the former 
head of marketing at Tata Value 
Homes, has now joined House 
of Hiranandani, as vice president 
- marketing strategy. Jhobalia will 
be heading the marketing vertical 
at the House of Hiranandani 
helping the group to establish 
itself as a leading real estate 
conglomerate, developing iconic 
integrated communities in India. 

Mondelez Bangladesh
Kallappa Pattanashetti has joined 
Mondelez Bangladesh as the 
company’s country head. Prior 
to this, he was working as the 
category marketing manager in 
Mondelez International. 

Intex
Intex Technologies has appointed 
Rajiv Bakshi as CMO. He will 
envision Intex’s Go-To-Market 
Strategy for the entire range of 
mobile and consumer durables, 
spread across 25 plus product 
verticals including feature and 
smartphones, LED TVs, ACs, 
washing machines, speakers, 
headphones and accessories.

MARKETING

TOI Brand
Siddharth Varma has been elevated 
as deputy general manager - TOI 
Brand at Bennett Coleman and Co. 
Ltd. (Times Group). Prior to this, 
Varma was working as an assistant 
general manager for about two years. 
Currently based out of Mumbai, he 
is heading the Times of India Brand 
across the West markets which 
include the Mumbai Metropolitan 
Region (MMR), Gujarat, Goa, and 
the rest of Maharashtra. 

Netflix 
Video streaming platform Netflix, 
has appointed Swati Mohan as 
director, marketing. Previously, 
Mohan worked with National 
Geographic and Fox Networks 
Group India as country manager. 
She worked with network for more 
than six years. Prior to joining 
National Geographic and Fox 
Networks Group India, Mohan 
worked with Maxus as national 
director - entertainment, sports and 
partnerships. 

Sony Pictures Networks
Sony Pictures Networks (SPN)
India has appointed Ajay 
Bhalwankar as business head for 

the network’s upcoming Marathi 
general entertainment channel. By 
spending more than two decades 
in the media and entertainment 
industry, Bhalwankar has a well-
rounded understanding of all facets 
that define this sector. He has been 
associated with SPN since 2014. 

BIG FM
BIG FM has appointed Sunil 
Kumaran as country head, Thwink 
BIG. Kumaran returns to the BIG 
family to lead the network’s marquee 
content studio and talent incubator 
Thwink. His responsibility 
will involve scaling the group’s 
ambitious Content Studio business 
through development and creation 
of original content, talent incubation 
and strategic alliances. 

nkd India 
Madhu Joshi has joined nkd - a 
British start-up that specialises 
in manufacturing filtration water 
bottles - as director India. As the 
director India for nkd, Joshi will 
be managing the sales, distribution, 
and marketing across India. In past 
10 years, Joshi has led the foray of 
leading brands such as BELKIN 
International.

MEDIA 
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