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F or decades, only advertising agencies spoke to marketers. All other disciplines 
were routed through this conduit. Today, things are very different; marketers 

deal with many specialists outside of the lead creative agency – media, digital, 
research, data, technology, publicity, consultants, comedians, what have you. One 
such brand custodian that has quietly come into its own over the decades is design.

How did the design discipline come into being? Did advertising agencies 
welcome them... or were they threatened by them? When did these strange, artistic 
creatures get their own direct hotline to the marketer? What challenges do they face 
and how are their problems different from those of traditional ad agencies? Most 
importantly, where is the design function headed in India?

Product categories that will help grow the discipline, I gather, are F&B, FMCG 
– especially personal care – and consumer durables. Even the younger, ‘packet-less 
categories’, like websites and tech-facing brands (like Uber, Paytm, Zomato and 
Amazon, for instance) will help grow the field. These segments belong to what is 
known as the “service design” industry, one that’s fairly neglected at the moment.

While at the individual level, designers, like most artistes, tend to jealously guard 
their craft, at the industry level, the future of the discipline is bright only if designers 
collaborate and co-ideate with the other brand custodians in the communications 
ecosystem. And this is something only marketers can facilitate. Globally, companies 
like P&G, Colgate and Unilever practice this already.

To better understand the mysterious world of design, I spoke to the three founders 
of Elephant Design, a 30-year-old design firm, tucked away in Pune, far from the 
“advertising buzz” of Mumbai and Delhi. Pune is home to several other design 
firms and design colleges. I wonder if we can call it a design hub just yet.

This is our first design-focused cover story in recent times. We hope to do a lot 
more of these, here on.
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Amazon Prime Video India, 
the video-on-demand (VOD) 
platform by e-commerce giant 

Amazon, is launching a nine-episode 
web-series — Comicstaan — which 
will be available on the platform 
from July 13. ‘Comicstaan’ is a series 
where 10 contestants from across the 
country will be chosen to compete 
for the winning title and mentored 
by comedian judges who are experts 
in their respective genres of comedy. 
The show has been produced by 
Only Much Louder (OML).

Amazon Prime Video is already 
promoting the launch of the show 
through digital platforms. Apart 
from that, the new show will also 
be promoted through television and 
other traditional media.

While the show will be hosted 
by comedians Abish Mathew and 
Sumukhi Suresh, the likes of Tanmay 
Bhat, Kenny Sebastian, Sapan Verma, 
Naveen Richard, Kaneez Surkha, 
Kanan Gill and Biswa Kalyan Rath 
will guide, mentor and judge the 
budding talent as they compete each 
week to win the coveted title.

Comicstaan’s first four episodes 
will be available exclusively to Prime 
members across 200 countries and 
territories, starting July 13, 2018, 
which will be followed by a new 
episode weekly. While Amazon Prime 
Video has had Comedy Specials on 
the platform before, ‘Comicstaan’ is 
an unscripted reality show.

Talking to afaqs! Reporter about 
the need to launch a web series-based 
comedy show, Vijay Subramaniam, 
director and head, content, Amazon 
Prime Video India, says, “We are 
guided by our customers’ tastes and 
preferences. There was a growing 
demand from our customers for 
comedy. Everyone likes to have a 
laugh. In the first year, we put up 
14 Comedy Specials which did very 
well for us. And now in 2018, we 
have 20 Comedy Specials. While 
working with these wonderful 
people at OML, we realised there is 

an opportunity to build a pipeline for 
comedy in the country and hence, 
Comicstaan.”

He adds, “The whole idea was to 
get these really talented faces in the 
world of comedy to mentor and find 
India’s next big stand-up comic and 
through that, you create a pipeline 
of talent which also encourages a 

lot of people to come forward and 
not be shy about becoming a stand-
up comic. So, in many ways, it is 
extremely helpful for us because it 
reinforces our commitment to 
comedy as a genre. It allows us to 
build a variety we are seeking and the 
commitment to work with the best 
comics there are in elevating stand-
up comedy in India.”

We asked Subramaniam if the 

TG that demanded more comedy 
shows are the same as the ones who 
consume ‘Inside Edge’ or ‘Laakhon 
Me Ek’. He responds, “Well not 
really. It is important to understand 
what our customers are telling us. 
They are seeking a variety with 
quality because no two customers 
are the same. You want to pick and 

choose the things you want to watch 
depending on the mind frame you are 
in. So, it is important to serve these 
customers with all these categories 
of content which allow them to 
watch according to their watchlist. 
Inside Edge is also loved by younger 
audiences and that’s the whole idea. 
By creating an environment that has 
high-quality content, the goal is to 
keep them engaged and involved 

at a deeper level. All these genres  
are very important to them as long 
as we deliver only the highest quality 
standards and that which is of value 
to them and convenient for them to 
use.”

Amazon Prime Video plans  
to launch three more originals in 
2018. n

suraj.ramnath@afaqs.com
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On June 15, Netflix launched 
its new film, ‘Lust Stories’, 
that talks about love, lust, 

desires and betrayal through four 
different stories in a two-hour film. 
On the same day, Balaji Telefilms-
owned digital platform, ALTBalaji, 
decided to do a little ambush 
marketing. How? The subscription-
based video-on-demand (VOD)
platform launched a digital ad on 
Twitter and on Facebook page 
saying — Tum Karo Toh Lust Stories, 
Hum Kare Toh Gandii Baat.

Was there a deeper reason for the 
tweet other than just a marketing 
ploy? Yes.

ALTBalaji had launched its own 
webseries, ‘Gandii Baat’, in the first 
week of May, which also features 
four stories (name of the episodes — 
Threesome, Tharki Buddha, Vasu 
Nag and Preeto Rani) that focus on 
lust, desires and betrayal.

While ‘Lust Stories’ focuses on 
stories from urban India, ‘Gandii 
Baat’ focuses on stories from rural 
India. ‘Gandii Baat’ has been directed 
by Sachin Mohite while ‘Lust Stories’ 
has been jointly produced by Ronnie 
Screwvala and Ashi Dua and directed 
by four different Bollywood directors 
— Zoya Akhtar, Karan Johar,  
Anurag Kashyap and Dibakar 
Banerjee. The star cast of the movie 
features well-known Bollywood 
actors such as Manisha Koirala, 
Radhika Apte and Bhumi Pednekar, 
among others. The cast of ‘Gandii 
Baat’ features known TV and theatre 
actors such as Narayani Shashtri and 
Neetha Shetty.

While the issues might seem 
quite similar (lust, desire, betrayal), 
between both the series launched 
by respective platforms, they cater 
to completely different audiences. 
The language used in ‘Lust Stories’ 
is Hindi and English and in ‘Gandii 
Baat’ it’s Hindi and a bit of Haryanvi.

afaqs! Reporter asked digital 
experts if both webseries cater to 
different sets of audiences, then 
do they see a merit in doing this 
particular campaign and is it ambush 
marketing according to them as well.

Carlton D’Silva, chief executive 

officer and chief creative officer, 
Hungama Digital Services, says, 
“There is always merit is doing a 
campaign that makes you take notice. 
The fact that we are talking about 
it now shows that it has had the 
desired effect. We are getting into the 
space where original programming 
will become a deciding factor for 
garnering downloads/installs.”

D’Silva believes it is ambush 
marketing and it doesn’t matter 
which medium ALTBalaji has 
chosen to do it on. “Twitter is pretty 

much mainstream now,” he adds.
Navin Kansal, chief creative 

officer, 21N78E, on Lust, as a topic, 
says, “The A-list directors helming 
Lust Stories as well as the star cast, 
have all contributed to creating 
a buzz in mainstream media and 
otherwise.”

According to Kansal, the Gandii 
Baat tweet is not really ambush 
marketing as much as a cheeky 
attempt by ALTBalaji to insinuate 
itself into the conversation on 
social streams. “It hasn’t cost them 
a penny, so while the audience for 

‘Gandii Baat’ is different from Lust 
Stories, it just brings Gandii Baat to 
the fore. As the new-age saying goes 
— ‘No News is Bad News’, so if the 

opportunity exists, there’s no harm 
in piggybacking on something that 
is already making news,” he adds.

Anish Varghese, national creative 
director, Isobar, sees a merit in 
ALTBalaji’s campaign. “They are 
trying to step onto another set of 
audiences, which is urban. It helps 
them take advantage of attaining 
a bigger fan-base and viewership”, 
he says.

For Varghese, the idea of 
promoting these ads on Twitter and 
Facebook works. “That’s how they 
can generate curiosity/conversations 
which result in people looking for 
the content. Undoubtedly, the ‘kind 
of content’ is going to grab a lot 
more eyeballs, compared to the 
campaign,” he adds.

afaqs! Reporter further asked 
the experts if it would have been a 
good idea for ALTBalaji to go a step 
further by doing a YouTube pre-
roll ad of Gandii Baat’s trailer when 
Netflix launched its trailer for Lust 
Stories.

D’Silva says, “To each its own. 
I feel ALTBalaji needed to do the 
promotion because of the reach 
they desired and when it comes to 
Netflix, a trailer (with a number of 
billboards) should be enough for 
targeting their TG.”

Kansal says, “While that would 
have been ambush marketing, 
purely from media money efficacies, 
it would have been wasted since 
the consumption audience for 
both is markedly different as a 
demographic.”

For Varghese too, the current 
strategy of promoting on Twitter and 
Facebook is ideal. “In my opinion, 
the strategy is ideal for the kind of 
content they have, it’s perfect when 
people find it,” he adds. n

suraj.ramnath@afaqs.com
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I f the design discipline is a person, 
is she still a toddler in India? An 
adolescent perhaps? Or an old lady 
who is about to be re-born in a 
new avatar? We tried to answer 

this question by spending a couple of 
hours with Ashwini Deshpande, Ashish 
Deshpande and Partho Guha, co-founders 
and directors of Elephant Design, a Pune-
based design agency that was established 
in May 1989, making this the trio’s 30th 
year in business. They started up right 
after graduating from National Institute 
of Design (NID), Ahmedabad, that year.

Elephant, still proudly independent, 

currently employs over 70 people — with 
an equal gender ratio, by the way — and 
has worked on brands such as Axis Bank, 
Britannia, PepsiCo, P&G, Tata Group, 
Godrej, Unilever, Paper Boat, Bharat 
Benz and ICICI Bank, to name some. 
The firm offers services such as product 
design, packaging design, retail design and 
brand strategy, among others. 

When Elephant Design was launched, 
there were no computers. Even when 
computers did enter the scene, they were 
looked at with some aversion because they 
were deemed ‘extensions of typewriters and 
calculators’. A turning point was when 

Apple decided to turn the PC into a tool 
for designers in the mid-’90s. Another 
big tech milestone for designers was large 
format printing, which changed the process 
of image-making; parallelly, the ad and film 
industries started making big hoardings and 
film banners, respectively. Today, technology 
is the fuel that’s driving the discipline, with 
virtual reality (VR), artificial intelligence 
(AI) and Internet of Things (IoT) impacting 
the way designers work.

Even so, when it comes to matters of size 
and scale, design as a function still seems 
to struggle. The disparity between a large 
design agency and a large ad agency is huge. 
And this seems to be the case globally. Turns 
out, this is because designers, as a breed, 
operate within an insular world and feel 
very protective and guarded about their craft, 
must like artistes across the creative spectrum 
might. Somehow, that hinders scale.

Of the three mahouts we interviewed, 
Ashwini was the chatty one. Her husband 
Ashish added to a lot of her points. Partho was 

economical with his words. Edited Excerpts.

Firstly, let’s draw a then-and-now 
picture. From a support function 
to now a marketer-recognised 
discipline — has the sense of 
perpetually catching up finally 
gone?
Ashwini: When we started out, saying 
design was even a support function 
was an overstatement; it was not a 
business. We’ve heard things like ‘We 
understand all the other items on the 
bill but what is this?’ and ‘Why should 
we pay you design fees?’ Design was 
something agencies used to throw in 
as a free-bee.

Even today, design is much larger 
than what advertising looks at as design. 
The advertising agency’s perspective 
of it is includes just branding, a 
little bit of visual communication, 
packaging, retail communication, and 
now social media — that’s it. But 
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design is so much more. For example, 
we do product design. Agencies are 
not even aware that there’s a whole 
discipline called product design, an 
intense exercise. There’s space design, 
also something communication 
agencies aren’t aware of. It’s not just 
about a small lounge or cafe; it’s about 
creating an experience within a larger 
area like a campus.

We approach design from the user’s 
perspective. Most communication 
agencies begin from what the marketer 
wants to see.

In the past, the design part of the 
work came to firms like yours 
through the advertising agency. 
When did you get your own direct 
hotline to the marketer?
Ashwini: Because we’ve been in 
this town (Pune), our entry into any 
corporate has not been through ‘the 
agency’. We’ve never worked through 
an agency. But yes, it is true that 
design specialists had their ‘entry’ 
through agencies. In the initial years, 
when we approached people (clients), 
we never approached the agencies... 
but in hindsight, that would have 
helped us accelerate much faster.
Ashish: We didn’t go through the 
agency route, which should have been 
the normal way of doing things, because 
they had the business, the clients.

We began our initial years talking 
to people about what we can do for 
them and they’d ask us ‘Who are 
you? Who is a designer?’ So we had 
to build it up: ‘I’m like an engineer, 
but I’m not an engineer, I’m like an 
architect but I’m not an architect, 
yes I can make a film but I’m not 
a film-maker...’ In the initial days, 
it was hard sell. Then somewhere 
down the line, post-liberalisation, 
around the mid-1990s, industries 
started looking at markets, internal 
and external, competitively. That’s 
when they realised that the quality of 
what they’re trying to communicate 
— their image — needs to be ‘up 
there’, in line with global standards. 
That’s where the word ‘design’ started 
filtering in, into the lexicon of the 
business community.

When we started working on 
Symphony (Ahmedabad-based air 
cooler brand) around 1991-92, they 
needed design because they wanted to 
differentiate, but design was not really 
understood. We started by trying to 
improve their products, from the point 
of view of aesthetics, but today we are 
value-adding in terms of innovations. 
I began working for Symphony as a 
consultant (to design their products, 
packaging, strategy – everything but 
advertising)... and a few days back I got 
appointed on their board of directors 
(as an independent director). So design 
has moved from the drawing board, as 

a service, to the boardroom.

You’re technically a lot more 
sound than your clients. You 
probably need to decode, translate 
and almost ‘dumb up’ your design 
briefs. Is that frustrating?
Ashwini: Absolutely right. In design, 
the brief is the biggest challenge. 
A correct brief is half the problem 
solved. We’ve always tried to figure 
out the best way to get them to write 
the best brief!

But from the beginning, we’ve 
had to tell people what design does. 
So advocacy and teaching is part and 
parcel of our business. Even today, 
we hear things like ‘Oh but design 
is very expensive’... to that we say 
‘Good design is never expensive; good 
design is profit.’
Ashish: One of the things designers 
do once a brief is given is go back 
and talk to the client. That’s difficult 
for people to swallow, because the 
young marketing professionals and 
brand managers would have already 
done a bit of homework believing that 
is correct. There will be a thick file of 
research done by an agency which says 
something like ‘blue colour works’. 
But the designer is trying hard to go 
back and re-define the brief. There 

are times we’ve gone to the client and 
challenged the brief... and told them 
‘Go ahead and do it but it’s not a great 
idea’, at the risk of missing a project!

But of late, the briefs have become 
better.

Tell me about the most frustrating 
briefs. Ones that made you haggle 
with the brand team...
Ashwini: One example is when 
we started work in 2005, 1,000 days 
before the 2008 Commonwealth 
Youth Games. For us, it was like 
working on the Olympics. But there 
was no brief...
Partho: We were called into this big 
meeting and were told to ‘do very 
good, international-looking signage’. 
We worked on the design for the 
precinct, the stadium, the city... but 
each time we went back to them with 
the work, they said ‘Good, but where 
are the signages?’
Ashish: This happened many times. 
We thought perhaps they wanted 
more signages. So when we went 
back with more, they said, ‘You’re 
only showing us signages. Show us... 
signages’. Finally, we realised they 
wanted us to put up their pictures and 
promote them! We dis-owned that bit 
and told them to get that executed by 

the ad agencies on their roster or local 
hoarding agencies.

So you’re used to working without 
a brief per se...
Ashish: In the early 1990s, when 
working on Nirlep (cookware brand), 
we were doing pots and pans. That’s 
nice, but also a frustrating experience, 
because a saucepan is a saucepan; you 
can’t change the shape, because it has 
a high degree of functionality. And 
people won’t buy it if it looks too odd. 
But then we created a ‘split handle’ 
— we split the knob on the lid of the 
cooking pan into two components to 
provide a ‘parking space’ for the spoon. 
Now this is something the brand team 
never told us to do. They didn’t say 
‘Please solve the problem of the spatula’ 
or ‘Give us a new, interesting lid’. All 
they wanted was a good-looking pot. 
We did it because we thought the user 
deserved it. And we ‘sold’ it to the client 
saying it’s a good-looking design, not 
as a product feature. Soon rival brands 
picked it up and it became the category 
standard.

…and changing the brief 
completely...
Ashish: We were called in to design the 
brand experience and brand character 
inside the Suzlon (energy solutions 
brand) campus around 2009-11. The 
brief was to put the brand’s soul into the 
campus. We re-defined the brief to — 
how do you define the culture within 
the campus? For example, the brand is 
about sustainable energy, but when you 
enter the campus there’s a big gate with 
a moustachioed security guard who asks 
you why you’re there! That cannot be 
the first ‘brand experience’ for people 
who visit. So we got a Welcome Centre 
put in, something that wasn’t in the 
architect’s original plan.

You mentioned briefs today are 
a lot tighter. What led to the 
change?
Ashwini: Clients have far more 
exposure today. Also, there are 
many case studies about how good 
packaging design or retail design 
can actually make a difference to 
the bottomline. Previously, briefs 
were prescriptive, but today there’s 
far more education around what a 
brief is supposed to do. A big shift 
is — marketers have now started 
telling us about numbers. Earlier 
no one thought designers needed to 
know about numbers; they thought 
we just made things ‘look better’. 
Ashish: It’s not just from the brand 
side that design briefs have improved. 
Design firms have also improved the 
way they handle projects. Things 
are more scientific; each time we 
re-define the brief, we set certain 
matrices, like a shift in the bottomline.

Initially, Paper Boat was launched with a 
very thin cap. But they changed it later, a 
tough decision. Paper Boat is based on the 
memory concept, a very comforting one. 
So the grip also had to be comforting; you 
can’t have a cap you struggle with or a 
toothpaste tube-type cap.
  Ashish Deshpande

Traditionally, when we designed a 
corporate identity, we’d first show it on 
stationery, like a visiting card. Today, it’s 
mobile first — first we see how the mobile 
icon and favicon (the tiny icon in a website 
url) will look.
   Ashwini Deshpande

There’s a need for the design business to 
scale up. It’s still like a cottage industry. 
Also, the industry is taking notice of design 
but is still cautious about it, because the 
mindset is built with the ‘communication 
way’ of looking at brands, which is very 
TVC-oriented.
  Partho Guha
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But with being involved with 
the numbers part comes the 
responsibility of proving ROI...
Ashwini: It’s very difficult. I don’t 
think there’s a solution. There are no 
tools to measure ROI on design work. 
It’s still a lot of guess work and shared 
credit between various agencies that 
work on a brand...

Okay. Now give me an example of 
a good brief.
Ashwini: Paper Boat was a dream of a 
brief. It was open and, at the same time, 
focused. At the time Shripad Nadkarni 
(investor in Hector Beverages, parent 
company of Paperboat; Elephant also 
worked on energy drink Tzinga) was 
working on the brand strategy and 
helped form the brief, which was — 
We want to make ethnic drinks that 
our mothers and grandmothers made, 
that we don’t have the time/recipes/
ingredients to make today, but the 
taste of which have left a ‘limbic print’ 
on our minds. This could have gone 
the ‘paisley-pink’ way that reflects the 
way India is seen by the West or the 
‘Indian kitsch’ way or the ‘kiddie brand’ 
way because it’s about childhood, but 
we rejected all those. We wanted a 
contemporary take-out of that.
Ashish: Initially, Paper Boat was 
launched with a very thin cap. But 
they changed it later, a tough decision. 
Paper Boat is based on the memory 
concept, a very comforting one. So 
the grip also had to be comforting; 
you can’t have a cap you struggle with 
or a toothpaste tube-type cap.

You also named the brand Paper 
Boat...
Ashwini: Yes. The client was not 
hung up on giving it a taste-related 
name. Paper Boat is not a ‘beverage 
category’ name. It’s more in the 
emotional, ‘story’ space. It came from 
the ghazal ‘Kagaz ki kashti...’ Also, if 
the name tells you everything, you 
won’t be curious about the brand.

What did you almost name it?
Ashwini: Good Old.

India gets bashed for its poor 
design performance at global 
awards, as compared to categories 
like film or print that agencies 
seem to have ‘cracked’. You’ve 
judged design entries across the 
globe. Is the flak unwarranted — 
or are we really lacking?
Ashwini: The Western concept of 
good design is minimalism. That’s 
not the case in Asia or the East. In 
India, ‘minimalism’ makes it look 
like you’ve not worked enough on it! 
We’re a ‘maximalist’ country. That’s 
why Indians are always in conflict 
when we send work for global awards. 
We should resolve it, hopefully by 

becoming confident in our own ways. 
Then all the awards will be ours.
Ashish: The way we see design will 
also find its way in the world.

How has your dynamic with 
the creative agency evolved and 
where do you see it going?
Ashwini: In the ‘90s I remember 
going to Lintas to chat with Balki 
and Pops when they were setting up 
a design shop dCell, a revolutionary 
thing at the time. That was my 
earliest interaction with the mainline 
creative side of things. For the longest 
time agencies didn’t acknowledge the 
business of design, but as we started 
working on national brands such as 
Bajaj, ICICI, Idea, we started coming 
into contact with agencies, during 
larger briefing meetings.

There were initial attempts by 
agencies to get us out. There’s always 
that insecurity... they thought ‘Oh, 
the client is now paying to get a logo 
done. We’ll do it. Pay us.’ So during 
the initial 10-15 years, there was no 
learning from each other.

But what helped was — many 
of the services that we were giving, 
agencies were giving to clients for free! 
So somewhere, agencies were relieved.

And after a point, when MNCs 
were firmly in India, especially FMCG 
companies, design services were given to 
design companies. For example, Procter 
& Gamble and Daimler-Benz would not 
give design services to a communication 
agency, because globally they 
were used to working with 
design companies. So a 
norm got established 
— design projects 
would go to design 
agencies. That’s 
when the comfort 
(with creative 
agencies) started.
Ashish: When 
we started working 
for Axis Bank, the 
objective was to change 
the overall customer 
experience at the branch. That’s 
not the area communication agencies 
usually step into. However, there can 
be a little overlap — like the poster 
of Deepika Padukone outside, which 
is part of the campaign. Then you 
start dictating what the culture of 
communication should be — on a 
poster or a leaflet. Then you find 
you’re treading on the toes of the 
communication agency. They don’t 
like it. It took us a while. Over time, 
even they started understanding that 
our work doesn’t affect their campaign, 
so they let it go too.

That’s interesting...
Ashwini: Also, the role of a 
communication agency has shrunk, 

in recent times. A whole lot of 
things they used to take 

decisions on have been 
taken away from 

them and have 
gone to specialist 
agencies. I don’t 
know what 
exactly they do 
besides ad films. 
Now there’s 

talk of consulting 
agencies doing 

their work. So it’s 
natural for them to feel 

like they’re being bitten 
from all sides.

The moment of truth for a logo or 
a package is no longer at the retail 
level. E-commerce has changed that. 
How has that changed your world?
Ashwini: Absolutely, it’s all about the 
app icon now. Traditionally, when we 
designed a corporate identity, we’d 
first show it on stationery, like a 
visiting card. Today, it’s mobile first 
— first we see how the mobile icon 
and favicon (tiny icon in a website 
url) will look. We have to think of 
fonts, colour palettes keeping all kinds 
of screens, even low-res smartphones, 
in mind. Earlier, for packaging, we’d 
think ‘Who sits next to the product 
on the shelf?’. Today, I also have to 

think, ‘What are the other app icons 
around this one likely to be?’ That’s 
my shelf too.

Even for a packet, the first 
interaction is a website, not 
necessarily the shelf...
Ashwini: Yes, now it’s BigBasket and 
Amazon. You have to see how your 
pack looks, next to competition, in 
that little size, (on a website or app).

What’s the biggest challenge for 
design firms today?
Partho: There’s a need for the design 
business to scale up. It’s still like a 
cottage industry. Also, the industry 
is taking notice of design but is still 
cautious about it, because the mindset 
is built with the ‘communication way’ 
of looking at brands, which is very 
TVC-oriented. But all real things are 
design focused.
Ashwini: Even designers have to 
let go of this mentality of being a 
‘boutique’ company. They want to 
control every little dot and every little 
font and typeface. Unless you let go of 
that degree of the ‘art’ inside you, you 
won’t become a business, an industry.
Ashish: ...a design project is always a 
compromise; it’s not a piece of art... 
there’s a business, technical, production, 
logistics, and marketing input. n

ashwini.gangal@afaqs.com

Ashwini: Kurkure. It was challenging for many reasons. It’s a really large, 
country-wide brand, including markets where people can’t read, and take cues 
from packet colours. They were facing tough competition and needed to do 
something that was worth noticing and made them more likable than they were. 
They had to reiterate that it didn’t have any ‘bad’ things in it, and that it is made 
from kitchen ingredients. But how do you say that and still stay fun? It was a 
collaborative effort between us, the Indian marketing team, and their global 
design team, most of who had never been to India or had never seen this ‘ladi’ 
concept of `5 packs that hang at the paan and cigarette shops. And Kurkure 
already has certain local ‘cues’ that we couldn’t break completely. And there  
were many products, variants and SKUs. All this made the whole thing quite 
complex. But we were happy with what came out of it, finally.

Ashish: Another complex project was the re-branding of Future Group’s  
Easyday chain of shops. At the end of the exercise, they came to us saying  
they want us to design the retail formats also! So from a branding exercise, it  
became a retail design exercise. We’re used to doing retail design in a  
traditional, process-oriented way — we go to the space, understand the flow  
of people, make a prototype and do some mystery shopping — but Future  
Group is phenomenal in their speed; as soon as the layouts are ready, it’s 
executed across 30 shops the next day! Sure, design needs time, but we learnt  
the importance of speed from them.

Partho: When Cairn (oil and gas company) shifted to a new office, we worked  
on re-doing the building, the experience, the culture... but Cairn operates in a 
vague space; everything they do is underground... and it’s oil! What is the visual  
of what they do? They’re scientists who do seismic studies to decide where to do 
dig. We conducted a pitch for architects and defined the brief for them. Architects 
have their own sensibilities about aesthetics; they are not clued into the needs  
of the user who is going to experience the space. So that was a hard project.

WHAT WAS YOUR MOST  
CHALLENGING PROJECT RECENTLY?

Paper 
Boat is not 
a ‘beverage 

category’ name. 
It’s more in the 

emotional, 
‘story’ space. 



With millennials expressing 
themselves through 
emojis, and animation 

being just as popular today as it 
was decades ago, the collaboration 
between the ad industry and the 
limitless world of animation is 
one of great merit. The recently 
launched animated film by Britannia  
for NutriChoice biscuit  range only 
strengthens such ties. Conceptualised 
by J Walter Thompson (JWT) 
Bangalore, the Hollywood-esque, 
trailer-like digital film features two 
characters — ‘oats’ and ‘chocolate’ 
— to launch its new variety ‘Oats 
Chocolate and Almond Cookies’.

It seems that a lot of brands and 
agencies are turning to animation 
to drive home the product/services 
sentiment. So, afaqs! Reporter 
decided to dig a little deeper to get 
more insight as to why did the brand 

opt for the animation format.
Ali Harris Shere, VP-Marketing, 

Britannia Industries says that 
NutriChoice has been working on 
developing this product concept for 
quite some time now and both have 
undergone a fair amount of changes 
on the basis of the consumer research 
the brand conducted. 

“One thing stood out — every 
respondent was very curious about 
the coming together of these two 
disparate ingredients viz. Oats and 
Chocolate. We decided to play this 
up in an interesting and engaging 
manner, especially on digital. While 
TV was assigned to do the job of 
awareness creation, we earmarked 
digital as the medium that creates 
curiosity for this unusual combination 

through content that is genuinely 
unique and engaging,” he says. 

Shere believes the ‘trailer’, created 
by JWT, is clutter-breaking and has 
some wonderful attention hooks that 
will entice you to watch the full 
video and in the end make you smile. 

“This trailer will be followed with 
more such interesting and engaging 
content, building on the characters 
of Oats and Chocolate,” he further 
shares.

With regards to the TG, 
Shere explains that typically, the 
NutriChoice consumer is well aware 
of the need to start/stay healthy, 
but is unable to stay on the course 
because staying healthy is not 
very easy. Further, “There are two 
key barriers that any health brand 
consistently tries to break — adoption 
into category and retention within 
the category. The oats cookies range 

tries to break both these barriers with 
the unique proposition of health and 
taste. They offer the promise of health 
through oats that’s designed to drive 
adoption of the category and aims to 
retain a majority of the entrants by 
the appeal of tasty ingredients, such 
as chocolate, in this case,” he informs.

However, some challenges 
continue to plague the animation 
and VFX industry. Most prominent 
of these being that animation in 
India is still perceived as a kid’s 
category, unlike in the US, where 
adults constitute a major audience 
for animated content.

But, how does a brand inject 
freshness and relevance to a format 
that has been in the industry for a fair 
period now? And on the other hand, 

the ‘guy meets girl and falls in love’ 
could easily be the most clichéd plot 
of any Hindi movie or ad.

We got in touch with Priya 
Shivakumar, senior vice president 
and executive creative director, JWT 
- Bangalore, to understand why the 
agency opted for the animated format. 
Here’s what she had to say: “We had 
these two wildly different ingredients 
coming together to create a tasty, 
yet healthy snack. It was the recipe 

for a classic love story like the ones 
where we see two vividly differing 
personalities fall in love with each 
other. For us, it was the ‘When Harry 
Met Sally’ of biscuits.”

With regards to zeroing on the 
idea of using animation in the first 
place, Shivakumar explains, “Oats 
was created as the health-conscious 
character while chocolate was 
depicted as the fun, vibrant and 
drool-worthy personality. Animation 
was something that was vital to the 
execution of the idea as opposed to 
getting something done easily and 
hence, it was the perfect tool to use to 
bring this story alive.”

“The fact that the internet loves 
trailers, just made it all the better for 
us,” Shivakumar adds.

EXPERT SPEAKS
afaqs! Reporter asked Suresh 

Eriyat, founder-director of Eeksaurus 
(an ad film production house), to give 
his opinion on the ad and if he thinks  
it was a hit or a miss. 

“Mostly, such brands prefer films 
with high-speed, live-action product 
shots that they call ‘appetising’, 
which lacks in giving the product 
any unique identity when compared 
to all others in the category who 
are also deploying a similar medium 
to reach out. Having said that, I 
really wish the creative behind this 
film had some substance other than 
having such trashy content to drive 
communication forward,” Eriyat says.

“This story can work for an ice-
cream or a chocolate commercial... I 
actually felt it could be leading to a 
new variant of chocolate or Nutri-bar, 
but when they revealed the cookies in 
the end, it was really surprising and, of 
course, disappointing,” he points out. n

deepashree.banerjee@afaqs.com
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Mimicking a Movie Trailer
BRITANNIA

The brand’s latest digital ad markets a product that combines oats and chocolate. By Deepashree Banerjee

Conceptualised by JWT, the trailer-like film 
features two characters — ‘oats’ and ‘chocolate’

“There are two 
key barriers that 
any health brand 

consistently tries to 
break, adoption into 

category and retention 
within the category. 

The oats cookies range 
tries to break both 

these barriers with the 
unique proposition of 

health and taste.”
ALI HARRIS SHERE
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COCA-COLA

Should ads deliver social 
messages too? It’s a  
debate-worthy question, but 

perhaps not the one that would end 
in a solid conclusion. Meanwhile, 
Coca-Cola, in a new campaign, 
has created limited-edition cans 
with logos printed partly in English 
and Korean languages. They read 
— “Here’s to peace, hope and 
understanding” along with the 
hashtags ‘#TastethefeelingofHope’ 
and ‘#PathToPeace’ marking the 
historic summit that took place on 
June 11 in Singapore, between US 
President Donald Trump and North 
Korea’s Supreme Commander Kim 
Jong Un. The agency behind the 
campaign was Dentsu Merdeka LHS 
Malaysia.

Coca-Cola, together with Ogilvy 
& Mather - Singapore, also revealed 
an animation where Trump and Kim 
are depicted as cartoon characters. 
Currently, displayed in Singapore’s 
Changi Airport, the animation shows 
Trump and Kim approaching each 
other from opposite directions. As 
they meet and shake hands, their 
respective trails merge in a very 
Coke-esque motif. 

But getting back to the local 
scene, Coca-Cola India has unveiled 
a new ad campaign for its recently 
launched ‘Share a Coke’ initiative. 
‘#ShareACokeIndia’ is the Indian 
spin-off of Coca-Cola’s hugely 
successful global campaign that has 
been reinvented to connect with 
Indian consumers. The theme uses 
‘Relationships’ as the concept. With 
the theme — Har Rishta Bola, Mere 
Naam Ki Coca-Cola — the narrative 
draws upon the significance of 
various relationships for Indians and 
reignites them by creating moments 
of happiness that come from sharing 
a Coke.

Recent research on shopper 
behaviour reveals that the average 
consumer scans the retail shelf in 
20 seconds or less. Brands are taking 
note of that and turning to specialised 
design firms to revamp the packaging 

of their products to improve their 
appeal and ensure ease of use for the 
consumer. 

In 2012, the Coca-Cola 
Company decided to venture out 
into unchartered territory of brand 
journalism. The corporate website 
was reimagined as a dynamic 
digital magazine and an owned 
media channel. The ‘Share a Coke’ 
campaign originated in Australia in 
2011 and has proved to be a success 
across multiple countries. 

When asked if this is the right 
time, Ajay Bathija, director-Colas, 
Coca-Cola India and South West 
Asia says, “We did not want to just 
copy-paste the global template, 
instead, we wanted to build it around 
a clear Indian-relevant insight which 
resonates with Indian teens across 
the country. Hence, our journey 
was to first understand the platform 
which we wanted to pursue - based 
on all our consumer interactions 
and research, ‘Relationships’ came 
out the clear winner. Post that, we 

co-created the campaign together, 
with the Indian consumers.”

Labels have been created in 12 
languages — English, Hindi, Tamil, 
Telugu, Kannada, Bengali, Malayalam, 
Oriya, Assamese, Gujarati, Punjabi, 
and Marathi. Each relationship is 
accompanied by an exciting descriptor 
such as Grandad (Old School. Yet 
Cool), Grandma (Scolds me. Spoils 
me), Daddy (My teacher. My friend), 
Mom (Above the rest. Simply the 
best), Son (My devil. My angel), Sis 
(Supermodel. Super role model), Bro 
(Troublemaker. Merrymaker), Boss 
(Pushes me. Promotes me). Also 

thrown in are modern nicknames like 
BFF (Laughs with me. Cries with 
me) and Bae (Bugs me. Hugs me).

Bathija explains that the company 
plans to execute the ‘Share a Coke’ 
campaign as a series where each 
year a new theme will be leveraged. 
Currently, the campaign has been 
promoted through youth properties 

like IPL. There will also be an 
elaborate experiential leg later on.

The seven-year-old global 
campaign has made its way to India 
and features Coke bottles and cans 
with words like ‘Papa’, ‘Didi’ and 
‘Bhai’ replacing the traditional logo. 
But the execution and response vary 
from one country to another.

“The Indian campaign is unique 
because it celebrates today’s 
relationships which are ever-
evolving and gives them a refreshing 
spin. Further, the multi-faceted 
India campaign includes a number 
of consumer touchpoints, including 

marketing activations, digital and 
social media engagements, in-store 
marketing, and marketing campaigns 
with Diljit Dosanjh to elevate brand 
love. Consumers can also go online 
to download virtual ‘Share a Coke’ 
labels at Coca-Cola India’s Journey 
webpage,” says Bathija. 

THE BRAND’S APPROACH 
TO THE INDIAN MARKET
Coca-Cola’s consumer research 

showed that relationships in the 
country are becoming more informal 
than they were before. Hence the 
brand  wanted to highlight that. 
Through ‘Share a Coke’ campaign, 
Coca-Cola is encouraging the 
consumers to communicate, and 
refresh relationships in a new light. 
The idea is that you can use Coca-
Cola as a way of expressing how 
you feel with your family, friends 
and co-workers. For example, a 
consumer can now let his ‘Father’ 
know that he is a ‘Friend/Guru’ by 
sharing a bottle of Coke.”

NOTHING LEFT  
TO CHANCE...

Coca-Cola India conducted a 
survey amongst its target audience, 
18-29-year olds, to identify what the 
campaign should be about. Out of 
the five concepts shared with the 
participants (name, designations, 
relationships, film dialogues, and 
film names), most of them picked 
relationships. Participants were also 
asked to list their top 20 relationships 
and the most popular ones made 
their way to the labels on bottles and 
cans. The process helped Coca-Cola 
understand the relationships that are 
most significant to today’s youth. 

Establishing a deep emotional 
connect with the customer was the 
primary aim of the brand’s new 
campaign. But catering to the vast, 
culturally and demographically 
diverse audience across India was 
not an easy task for sure!

When asked about the logistical 
issues involved in an initiative like this 
Bathija says, “We tied-up with HP for 
printing the labels. Their technology 
allowed us to produce varying run 
lengths of each of the 12 relationships 
based on the demand from each state. 
Further, we ensured the campaign 
connect was intact across every state 
and each Coca-Cola case, with a 
balanced mix of relationships, was 
shipped to the market.” n

deepashree.banerjee@afaqs.com

Smart Packaging
afaqs! Reporter spoke 
to Ajay Bathija, director, 
Colas, Coca-Cola India 
& South West Asia, about 
using bottle packaging 
as a media platform.
By Deepashree Banerjee

Coca-Cola plans to execute the ‘Share a Coke’ 
campaign as a series where each year a new 

theme will be leveraged. 
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INDIRA IVF

A daughter who wants to delay 
conception, stressed out by 
the social pressure of bearing 

a child while constantly worrying 
about the effect of ageing on fertility, 
is reassured by her mother. The 
mother suggests In Vitro Fertilisation 
(IVF) as an option to the worried 
daughter so that she can freely 
choose to bear a child later in life. 
This is what unfolds over the five-
and-half minutes of ‘The choice’, 
the latest ad film for Indira IVF. The 
digital film was published on Blush, a 
women’s lifestyle channel by Culture 
Machine, the digital media company, 
which also crafted the film. 

The digital ad might seem like a 
film about IVF, the concept, and not 
Indira IVF, the brand. The brand 
communication is subtle and one 
would surely miss it if not for the 
magazine at 1.04 minutes into the 
film’s timeline along with the final 
brand message in the end, of course. 
‘The Choice’ is a sequel to an eight-
minute-long ad film, ‘Methi ke 
Laddoo’ also published on Blush. It 
is also a part of the mother-daughter 
series, running on the channel. 

The race for creating eye-catching 
and thumb-stopping content for the 
swift and choosy digital crowd is 
real, but how much does such subtle 
delivery really do for the brand? 
What does it take for a long-form 
ad film to stop looking like an ad all 
together? 

Rakshita Swami, VP - Brand 
Labs, Culture Machine, sheds light 
on the hows and whys about the ad 
film. “We never thought of making 
an ad and doing that would defeat 
the purpose. The point of creating 
content like this is to make a long-
term investment on the way you 
want your brand to be positioned 
and it’s not just about solving a 
specific medical issue. It has a larger 
perspective on the taboos and stigma 
surrounding IVF. The idea was to 
not push branding into people’s 
faces; it is supposed to open up 
conversations instead of creating 
propaganda. Through that relevant 
conversation, people can connect 
with the brand and what the brand 
stands for,” Swami says. 

The ad is clearly progressive in its 
approach and attempts at shifting the 
image of IVF from a problem-solving 
medical procedure to a personal life 
choice.

“It all came from the understanding 
of how IVF is perceived in society. 
More than just showing what IVF 
can do, it is important to clear the 
misconception around it. Of things 
like motherhood as an option, 
adoption and IVF, none should be 
taboo and there is a need to open 
up conversations about these ideas. 
Ideas such as adoption, avoiding 
conception for a career or other life 
goals, are surrounded by stigmas such 
as not passing your genes to your 
child. Motherhood and parenthood 

is such a personal decision and social 
dogmas should not come in the way. 
This is what fuelled the film,” Swami 
adds.

Speaking about the challenge of 
creating an ad for a procedure like 
IVF, Swami says, “We never faced 
that challenge as the ad was never 
about IVF as a procedure, but the 
freedom of choice. The problem 
that we were solving was different. 
It was easy to look at IVF from 
the progressive perspective; having 

an empowering conversation about 
freedom of choice and something 
that is not dictated to us by others.”

Nitiz Murdia, director, marketing, 
Indira IVF, spoke about how the ad 
tweaks the image of the IVF procedure 
from a solution to infertility to a free 
choice, “The idea for ‘The choice’ 
bloomed from the reaction of social 
media followers to our first film 
‘Methi ke Laddoo’. When ‘Methi 
ke Laddoo’ was put on social media, 
it drew comments asking why the 
mother had to pressure her daughter 
to bear a child and why not opt for 

adoption or not have a child at all. 
We decided that we had to talk about 
that too. We basically said that IVF is 
not a solution to a problem, but an 
option, among others and a person is 
free to choose.”

When asked about what to expect 
from the collaboration with Culture 
Machine, Murdia has this to say, 
“There are many other problems; for 
example, infertility is considered a 
female problem and people rush to a 
gynaecologist instead of an infertility 
expert. The next films might be 
centred on this.”

IN RETROSPECTION
Praful Akali, founder and MD, 

Medulla Communications, says, “The 
subtle branding will, in fact, go a 
long way in making the ad more 
effective. Currently, the trust level 
amongst consumers is so low on 
healthcare services such as IVF that 
overt advertising is not effective at all.”

Akali opines that the challenges of 
crafting an ad for medical procedures 
like IVF are huge. “IVF, as one 
can imagine, is an extremely high 

involvement category because it 
affects all aspects of your life. There 
are a number of factors that can affect 
the choice of a brand rather than the 
traditional single-minded proposition 
that FMCG brands talk about. It is 
one of the few times that I’m seeing 
a medical services category being 
addressed well in India, especially a 
category as sensitive as IVF. The ad 
could have been significantly tighter 
and more impactful, but it makes up 
with the relevance and the depth of 
the insight,” Akali adds. n
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Right to Choose
The brand’s latest digital film dispels taboos around In Vitro Fertilisation. By Abid Hussain Barlaskar

The mobile phone brand tries to highlight its long 
battery feature through its new over-four-minute  
ad film. By Ashee Sharma

‘The Choice’ is a sequel to another long film, 
‘Methi ke Laddoo’, also published on Blush.

“The point of  
creating content like 

this is to create a 
long investment over 

the way you want 
your brand to be 
positioned and  

it’s not just about 
solving a specific 
medical issue.”

RAKSHITA SWAMI
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Brand Virat: Overexposed,  
diluted or on point?
Brands that get Kohli on board have to work doubly hard to differentiate their  

proposition and his role therein. By Sunit Roy

I DO NOT THINK BRANDS THINK 
ABOUT THE DILUTION OF THEIR 
CELEBRITY ENDORSER’S BRAND 
VALUE, BUT FOCUS ON HOW  
THEY CAN GET THE MAXIMUM  
bang-for-buck from them. Clearly, the 
reason so many brands are using Virat 
Kohli is that he is arguably the hottest 
celebrity brand in India and it helps 
grab eyeballs for advertisers when he is 
used in their campaigns. Lazy brands 
may sign him up blindly without first 
determining whether the brand’s values 
and positioning are aligned with Virat’s 
personality and his expressed and 
perceived values.

Today, behaviour and actions of a 
celebrity have a far greater bearing on the 
brand endorsed, and the control with the 
brand has become diluted through the 
growth of social media. The old days of 
a brand being able to put out a curated 
image of a celeb as its endorser are over 
and so brand managers now have a 
lot more sleepless nights hoping their 
celeb-endorser does not do anything that 
can hurt the brand. The cases of this 
happening are common and are unlikely 
to go away since, after all, even celebs 
are human beings with emotions, moods 
and foibles.

I AGREE THAT SEEING YOUR 
FAVOURITE CELEBRITY  
(IN SEVERAL ADS) CAN BE A 
LITTLE DISCONCERTING FOR  
THE CONSUMER AT TIMES  
because perhaps the consumer does  
not expect all of these things from  
Virat. So, authenticity and steering  
close to the key values that the celeb 
brings to the table, as per his persona, is 
the key.

A proliferation of imagery and stories 
across all kinds of brands takes away  
from the seriousness of the endorsement 
in the long run. The line between a 
variety of endorsements and being seen 
as frivolous is a thin one and neither 
the brand nor the celebrity should be 
burdened with that.

Having said that, it would be good to 
explore the celeb (in this case Virat) to 
the full extent of his narrative and then 
seek a fitment with the brand that  
needs to be endorsed. Virat is not just 
about fitness and sports alone — that 
would be too narrow an explanation — 
he is also about hunger in the belly, a 
passion to excel, sheer drive, ambition, 
and world-class achievement. So, the 
nuances of the celeb need to be juiced  
in a credible and authentic manner.

ASHOK LALLA, 
independent digital  
business advisor

DIP SENGUPTA, 
senior advertising  

professional

I THINK TODAY WHEN 
YOU LOOK AT CELEBRITY 
ENDORSERS, A KEY QUESTION 
THAT CONSUMERS ARE LIKELY 
TO ASK THEMSELVES IS  
‘Would Virat really use this brand?’ This  
is the first question that came to mind  
when Virat appeared in the Uber ad. Why 
would he use Uber? After all, he must  
have a fleet cars and chauffeurs. Uber  
later clarifies that Virat uses Uber when he 
is overseas.

Recently, a celebrity tweeted for a One 
Plus device from an Apple device. Social 
media has exposed the likes and dislikes  
of celebrities like nothing else. In the old  
days, no one knew many personal details 
about celebrities. So, the question to ask 
is really: ‘Would Virat use a Celkon mobile, 
Shyam’s Steels, Royal Challenge or drink 
Boost every morning?’ If he doesn’t, all 
the brand is likely to get is a little more 
awareness by seeing Virat’s face.  
Celebrities and their relationships with 
brands need to feel real.

PRABHAKAR MUNDKUR,  
brand strategy  

advisor
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One of the latest digital ads 
from Myntra’s End Of 
Reason Sale (EORS) urged 

shoppers not to be like Germany, 
and netizens on social media did 
not take it well. The banner ad copy 
read:  “This is the 2nd time Germany 
went to Russia unprepared, don’t be 
Germany.” The visual depicted the 
banner being displayed by Mexican 
football fans and all of this came after 
Germany’s defeat at the group stage 
match versus Mexico. 

However, it was the German’s 
first so-called ‘unprepared’ trip to 
Russia that left Facebook natives sore. 
It did not take long for the brand’s 
page-followers to ascertain that the 
ad was referring to a World War II 
disaster in which lakhs of German 
soldiers froze to death during their 
ill-planned invasion of the Soviet 
Union. While some pointed out the 
historical reference, others lashed out 
at Myntra for holding a prejudice 
against a nation and mocking it with a 
wartime comparison. There were also 
threats to shun the brand altogether.

The ad appeared on Myntra’s 
official Facebook page. But later on, 
as the backlash gathered steam in the 
comments section, the ad vanished 
from the fashion website’s page 
leaving only an inert - link expired 
- prompt.

afaqs! Reporter approached 
Myntra to hear their side of the story 
and to confirm if it really was the 
followers’ backlash that prompted 
them to pull down the ad.

“It was a fun post, intended as 
a brief amusement for FIFA fans. 
We often look at topical themes to 
engage with our audiences with a hint 
of humour and this particular post 
was not any different. These posts 
are set to expire after a fixed period 
of time as they lose their relevance 
beyond a certain time,” said a Myntra 
spokesperson in an official statement.

However, until Myntra cleared 
the air, it did look like social media 
reactions did affect the brand’s digital 
media planning.

AGREE OR DISAGREE?
When it comes down to whether 

or not social media flak does, in fact, 
dictate media plans, afaqs! Reporter 
asked the experts: 

Gopa Kumar, executive vice 

president, Isobar India, points out, 
“In this day and age, when anything 
can become an issue or get caught 
up on and then become an issue or 
even when a non-issue becomes an 
issue, brands need to be careful and 
tread a very thin line between what 
is acceptable and what is not. While 
there is neither right nor wrong in the 

same, it’s about the brand and what it 
stands for; but when issues snowball 
into a controversy then all efforts are 
centred around containing the issue 
rather than focusing on the brand. 
Hence, it’s imperative that brands 
be careful. It’s not impacting media 
planning in any big way. It’s just that 
all filters need to be checked before 
we start planning for any campaign 
and where brands need to be clear 
with regards to what extent they 
would want to go on issues which are 
kind of tricky.” 

Over the issue of speculating 
on social media reaction during 
planning, Kumar says, “In this day 
and age, speculation is unwarranted 
and not desired. It is better to go with 
facts and also, one can predict trends 

and then plan accordingly.”

Tanvi Malik, co-founder 
of Faballey, a woman’s shopping 
website, gives us a mixed view on 
the issue. Malik still firmly maintains 
that brands must be extra careful 
when treading on sensitive grounds.

“I would partially agree and 

definitely not disagree at all because 
public opinion can sway brand 
perception in the stage that we live 
in right now. Political correctness is 
now more important than it has ever 
been,” she says. 

On the issue of social media flak 
influencing media planning, Malik 
opines, “It is actually a healthy practice 
as brands generally tend to put forth 
what they think consumers want. 
It’s the era of listening and reacting 
and also responding and interacting 
with consumers in real-time. So, 
absolutely, any communication 
which brings the brand and the 
consumers closer is good.”

Raghav Subramanian, from 
IPG Mediabrands, Interpublic 

Group’s media management 
network, disagrees that public 
opinion influences media planning 
more than brand strategy.

“Media planning is only a tool to 
deliver the brand strategy. While in 
the digital era, media planning  can be 
changed according to public opinion, 
the larger impact will always be on 
the brand. Every brand can be strong 
and at the same time vulnerable in 
the social media space,” Subramanian 
says.

However, he maintains that 
media planning has to be a lot more 
nimble in today’s digital era. “Real-
time monitoring of social media has 
empowered media planning to make 
course-corrections on the go. Also, 
social media today has become a 
significant input for media planning. 
And so, most importantly, investment 
in data science and tools has become 
imperative for better media planning,” 
Subramanian maintains.

In his take on forecasting for 
social media reaction during media 
planning, Subramanian has this to say, 
“Data and tools have been powerful 
engines in making digital marketing 
predictive. But when it comes to 
social media, large setups for clients 
are able to steer a certain response 
and influence through strong social 
monitoring and Online Reputation 
Management (ORM), but most other 
medium-to-small setups remain 
reactive rather than proactive.”

Chandramohan Mehra, CMO, 
Bajaj Allianz Life Insurance and 
General Insurance, says, “Brands 
need to be mindful of consumer 
sentiment, regardless of medium. 
However, it may not always be 
easy to predict consumer reaction. 
Knowing your consumer deep and 
aligning your desired brand values 
to all forms of communication keep 
a brand insulated from potential 
risks. Of course, in an agile business 
environment, brands could get 
things wrong. Listening and agile 
actions become key. A framework 
of authenticity, acknowledgement 
and apologies as necessary, quick 
learning and moving on are 
important. Consumers will forgive 
you if authenticity and sincerity is 
demonstrated via actions.” n

abid.barlaskar@afaqs.com

At the Receiving End 
MYNTRA

Recently, Myntra’s football-themed poster was removed from FB after it angered netizens. In the digital 
age, public opinion moulds media planning as much as brand strategy. By Abid Hussain Barlaskar 

Investment in data science and tools has  
become imperative for better media planning.
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When was the last time that 
you saw a bank equate 
itself with a bench? 

Well, Kotak Mahindra Bank’s latest 
campaign ‘#IndiaInvited for Kotak 
811’, does just that. Cartwheel 
Creative Consultancy, the agency 
that crafted the ad, pulled it off in a 
rather arresting manner. The brand 
has also roped in Ranveer Singh as 
its endorser. 

The ad copy, as narrated by 
Ranveer, balances Kotak 811 with 
a lone bench on a busy railway 
platform for all the right reasons. 
Ranveer, as the protagonist in the 
ad film, talks about the bench and 
if only in life, we could all be like 
it. His dialogue goes on to describe 
the bench as something that doesn’t 
discriminate against the people who 
sit on it. The ‘bench’ does not judge 
people over personal traits such as 
origin, income, marital status, family 

background, language, colour or 
creed, just like Kotak 811. 

The 360-degree campaign - 
#IndiaInvited - which is centred 
around discrimination, is simple 
and tasteful, yet it hits hard at the 
realities of the judgemental world 
we live in today. The single-shot ad 
showcases people from all walks of 
life in a rather seamless effort shot on 
a railway platform; a space where it 
would be quite easy to find all kinds 
of individuals. The ad film starts 
out with a bachelor girl looking for 
a place on rent and follows up with 
an acid attack victim looking for a 
job, an obese man, etc. till Ranveer 
reaches the ‘bench’ and explains 
how the inanimate object passes no 
judgment on those who use it, just 
like the Kotak 811. 

afaqs! Reporter spoke to the 
brand marketer to better understand 
why they chose this route of 

communication.
Elizabeth Venkataraman, 

executive vice president - Marketing, 
Kotak Mahindra Bank states that 
Kotak 811, the brand, is as inclusive 
as the bench. “Anyone can open an 
account with Kotak 811. The product 
leaves no room for judgment of a 
customer. The person only has to 
be an Indian and has to have a PAN 
and Adhaar card. The product itself 
is operated from an app, that way 
you’re not even exposing yourself 
to a judgment. One can sit at their 
house and just open an account; 
in that very form, the product 
supports inclusiveness. That’s where 
the idea of inclusiveness was born,” 
Venkataraman says. 

But this still doesn’t quite answer 
the questions of why go with this 
narrative of inclusiveness, and now, 
and if there’s discrimination in the 
banking sector too.

Venkataraman responds, “We 
cannot say if discrimination really 
happens in the banking sector, but 
customers in multiple pieces in our 
research have raised the point that 
sometimes they feel intimidated 
while stepping into an establishment 
like a mall or a bank branch for 
fear of being judged. It is entirely 
from a consumer point of view. 
We responded with a product 
that just wipes that away. You can 
enjoy banking services right from 
the comfort of your house without 
having to physically visit a bank. 
You only have to be an Indian with 
a PAN and an Adhaar card. That’s 
where Banking, Financial Services 
and Insurance (BFSI) and social 
inclusiveness got together.”

“The narrative also goes back 
to the collaborative efforts of the 
regulators, the government and the 
banks who have contributed towards 

improving financial inclusion from 
all parts of the country. But even 
today, that still requires attention as 
only two per cent of the population 
owns a mobile money account. It 
means that there is tremendous 
scope of increasing the engagement 
with the formal financial system,” 
Venkataraman further adds. 

D Ramakrishna, aka Ramki, 
founder, creative director, Cartwheel 
Creative Consultancy, tells afaqs! 
Reporter that the ad was aimed at 
reinforcing the brand’s leadership in 
the category. 

“The brand, Kotak 811, was 
launched last year and it is a pioneer 
in its category. Towards the end of the 
year, there were other competitors in 

the same space. We were making a 
statement with this ad,” Ramki says. 

Speaking about the selection 
of the discrimination storyline in 
the campaign, Ramki says, “While 
discussing this internally we found 
that everybody has had some sort of 
experience with discrimination or 
being judged or even differentiated 
and stereotyped. People size you up, 
judge you and hold impressions in 
ways which may or may not be 
correct and that does affect the way 
they treat you. Some of it can also 
be self-perceived. For example, 
someone might think s/he is too 
shabbily dressed to step into a big 
store, among others. There are many 
specific segments of people who 
get more than their fair share of 
being judged. The selected images 
are a sample for the ones who are 
discriminated against.” 

OVER TO EXPERTS 
Nishant Jethi, ECD, Publicis 

India is of the opinion that the ad 
does seem un-BFSI like. However, 
he maintains that it’s because 
brands today are looking for new 
ways to deliver their message. “The 
way brands communicate today is 
changing and people are looking 
at newer ways of storytelling. In 
my view, this work is well directed; 
simple and straight with a perfect 
brand connect. And, a celebrity like 
Ranveer Singh is hard to miss. It is a 
perfect balance of a good idea, use of 
celebrity and execution,” Jethi says.

Anusheela Saha, group creative 
director, FCB Ulka, points out that 
choosing a railway platform as the 
stage was a clever move.  

Commenting on the brand’s 
inclusive stand in the ad film, Saha 
adds, “Consumers expect brands to 
have a purpose. Plenty of businesses 
have serious aspirations to do good 
and be seen doing good and I feel 
Kotak 811 had something similar in 
mind when they did this ad. I am 
interested to see how they take this 
forward.” n

abid.barlaskar@afaqs.com

KOTAK MAHINDRA BANK

“The narrative also 
goes back to the 

collaborative efforts 
of the regulators, 

the government and 
the banks who have 
contributed toward 
improving financial 
inclusion from all 

parts of the country.” 
ELIZABETH 

VENKATARAMAN

The ‘#IndiaInvited for Kotak 811’ campaign has 
been created by Cartwheel Creative Consultancy.

Playing the 
Inclusion Card 
Why does a bank need to prove it does not 
discriminate? afaqs! Reporter explores the  
reason behind the its high-decibel campaign 
launched recently. By Abid Hussain Barlaskar 
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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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INDIRA IVF
The brand’s latest ad film ‘The Choice’ 
changes perception of In Vitro  
Fertilisation from a infertility solution to  
a personal choice.
Creative agency: Culture machine

PUMA
The sports brand’s campaign with Indian 
cricket team captain Virat Kohli is on a 
mission to a fitter nation, and urges couch 
potatoes to ‘#ComeOutandPlay’.
Creative agency: DDB Mudra

MUTHOOT FINCORP
The brand’s latest ad film was released on 
the occasion of Father’s Day. It upholds the 
loneliness of fathers separated from their 
families for a long time.
Creative agency: Infamous People

HIMALAYA BABY CARE
Another Father’s Day special, the brand’s 
campaign ‘#DadsUnplugged’ captures 
dads sharing experiences from exploring 
the world of fatherhood.
Creative agency: Shot Ready

TACO BELL
Taco Bell’s latest ad ‘#Makepotatogreat’  
with comedian Tanmay Bhat sheds all the 
limelight on the brand’s latest offering —
Crispy Potaco.
Creative agency: Ogilvy Delhi 

ADIDAS
The brand released a campaign recently  
featuring Ranveer Singh for the launch 
of ‘Samba’ line of sneakers, from Adidas 
Originals. 

SAVLON
The ‘Savlon Healthy Hands Chalk Sticks’ 
campaign was introduced to engage children 
in primary schools and emphasise the 
importance of washing hands before eating.
Creative agency: Ogilvy Mumbai

GENERAL AIR 
CONDITIONERS
General air conditioners recently released ad 
campaign General’s ‘air flow’. The message 
that the brand tries to convey in the film gets 
exaggerated with the billowing moustache.

HITACHI
Hitachi inverter AC’s cooling surpasses 
Bachchan’s ‘thanda tel’ and Shahrukh’s  
‘cool cool powder’ in eliminating Suraj 
Chakravarty’s (the protagonist) heat.

HIMALAYA
The new ad for Natural Glow Kesar Face 
Cream delivers the message that the face 
must share equal glow with a person’s 
life.

SKORE
The contraceptive brand turns up the heat, in 
its latest television commercial and there’s 
just one way to cool it down. Many ways to 
heat up, one way to cool.

VIDEOS

AMUL
Amul grips the football fever with its ad ‘Lio or 
Cristiano, the No.1 debate continues!’

UBER
Whenever you 
need it and 
wherever you 
are, there will 
always be an 
Uber around. 
That’s the message Uber’s print ad ‘Desert’ delivers.

MITSUBISHI 
MOTORS
The brand’s ad 
for its ‘Forward 
Collision Mitigation 
System’ saves 
drivers from the 
collisions and also serves a warning beforehand.

PRINT

Rag rag mein
Daude city

be heard

THE MOST AUDACIOUS AD OF THE MONTH

BRITANNIA
‘#WhenOatsMetChocolate’, the brand’s 
latest ad for NutriChoice cookie, is a  
love story of oats and chocolate. 
Creative agency:  JWT Bangalore
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Post: Digital Media Planner 
Company: IdeateLabs
Profile: The candidate will have to 
assess and evaluate data that relates 
to circulation and distribution of 
certain media channels. Make use 
of web analytics tools to monitor 
digital campaign. 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: Creative Director
Company: iMS Group India Pvt Ltd
Profile: Demonstrated drive, 
innovation and creativity. Tertiary 
qualified in graphic design, visual 
arts or related field. The CD role 
will work directly across all clients, 
conceptualising and leading projects 
from brief through to delivery.
Solid Adobe Creative Suite skills. 
Passionate, positive and energetic 
team leader. Creative agency 
experience and/or relationship 
highly regarded.
Exp: Minimum 7 years design 
experience within FMCG category
Location: Mumbai  
(Vidyavihar West)
Email: danielle.campany@
imsglobal.agency
...........................................................

Post: Key Account Manager 
(Creative Agency Background)
Company: iMS Group India Pvt Ltd
Profile: Trained in a good brand 
design agency, with a focus on 
effective creativity and seamless 
project management. Must know 
the ins and outs of delivering 
strategic design projects from 
concept to implementation. 
Excellent communication, 
organisation and client service skills 
from a creative agency background. 
Will take responsibility for budgets, 
time planning and briefing creatives.
Exp: Minimum 4-6 years’ 
experience in a good branding/
design agency
Location: Mumbai  
(Vidyavihar West)
Email: danielle.campany@
imsglobal.agency
...........................................................

Post: Creative Designer (Creative 
Agency Background)
Company: iMS Group India Pvt Ltd
Profile: The candidate should be 
an experienced creative designer 
with extensive packaging design 
portfolio; trained in a good brand 
design agency, with excellent 
design creativity and seamless 
project management. Excellent 
communication, organisation and 
able to work in team environment.  
Work closely with Key Account 
Manager to ensure client briefs are 
executed.
Exp: 2 - 4 years’ experience in a 
good branding/design agency
Location: Mumbai  
(Vidyavihar West)
Email: danielle.campany@
imsglobal.agency
...........................................................

Post: Content Writer 
Company: Heyday Communications 
Profile: Looking for a dedicated 
and smart content writer for the 
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: Sr. Manager/GM – 
Exhibitions and Events 
Company: Ventures Advertising Pvt 
Ltd 
Profile: The candidate should be 
a graduate with 10 to 15 years of 
experience in a senior position. S/
he must have excellent contacts 
with vendors (India and Abroad); 
should be able to make presentation 
to clients, be fluent in English; 
aggressive with an attitude of 
closing deals. 
Exp: 10 to 15 years 
Location: Mumbai
Email: hrventures@vapl.net
...........................................................

Post: Copy Writer 
Company: Adworth Media Pvt Ltd 
Profile: Copy writers, essentially 

from print advertising back ground, 
with a strong hold on idealisation 
and conceptualisation. A cool 
enthusiast with a passion for copy 
writing and cracking ideas for 
campaigns. The candidate should 
have worked on 360 marketing 
communication.
Exp: 2 to 3 years
Location: Delhi
Email: info@adworthmedia.org
...........................................................

Post: 2D Animator    
Company: Greysell Marketing 
Promotions Pvt Ltd 
Profile: The candidate must have 
animation skills, combined with a 
good sense of graphic design; have a 
good level of computer knowledge; 
have a good working knowledge of 
relevant graphics, animation and 
compositing software, including 
Photoshop, Illustrator, After Effects 
Flash and/or Cel Action.
Exp: 2 to 4 years
Location: Andheri, Mumbai
Email: hr@greysell.in
...........................................................

Post: Asst. Account Manager 
Company: MX Advertising Pvt Ltd 
Profile: The candidate should 
be a self-motivated individual 
capable of independently handling 
FMCG and Lifestyle brands 
across media platforms. As the 
leader of your team, one should 
be adept at developing marketing 
and communication strategies and 
leading presentations.
Exp: 3 to 5 years
Location: Mumbai
Email: hr@mxadvertising.com
...........................................................

Post: Business Development 
Manager 
Company: INVICTA Media Pvt Ltd 
Profile: The candidate should be 
capable of generating and managing 
new businesses, ensuring client 
satisfaction, provide fresh ideas 
and options for various projects. 
S/he should be capable to achieve 
targets generating revenue. Develop 
relevant business proposals.
Exp: 5 to 7 years
Location: New Delhi
Email: careeratinvicta@gmail.com
...........................................................

Post: Digital Executive 
Company: India News 
Communications Ltd 
Profile: Well conversant with 
the complete digital processes 
such as extraction of data from 
analytical tools, building reports 
and dashboards in Excel and 
using visualisation tools such as 
Meltwater.
Exp: 2 to 4 years
Location: Noida
Email: hr@inclgroup.com
...........................................................

Post: SEM Manager
Company: Vermmillion 
Communication Pvt Ltd 
Profile: The candidate should have  
experience in running Adwords, 
Facebook campaigns. Digital 
Marketing (Google AdWords, 
Facebook ads, Twitter ads, LinkedIn 
ads and Double Click).
Exp: 2 to 4 years
Location: Gurgaon
Email: hr@vermillion.net.in

TO ADVERTISE, CONTACT:

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

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

Aakash Bhatia (West)  
P h :  0 9 6 5 0 5 4 4 1 2 2

E m a i l :  a a ka sh . b h a t i a @ a f a q s. co m

 Akansha Dixit (North)  
P h :  9 9 9 9 6 2 1 8 9 5

E m a i l :  a ka n sh a . d i xi t @ a f a q s. co m

j o b sw i t ch @ a f a q s. co m

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

w w w . j o b sw i t ch . i n

Jo i n  u s o n   :  f a ce b o o k. co m / j o b sw i t ch

EVEN GOOD CAN 

GET BETTER!

2 9afaqs! Reporter, July 1-15, 2 0 1 8



people
A round up of some major people 

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

&TV 
Zee Entertainment Enterprises’ 
second general entertainment 
channel, &TV, has appointed 
Abhishek Upadhyay as marketing 
head. Prior to joining &TV, 
Upadhyay was working with OLX 
Group as marketing head.

Initiative
IPG Mediabrands-owned full-
service media agency, Initiative, has 
announced the promotion of Arun 
Sharma to the role of chief operating 
officer (COO) for Delhi. Last year, 
Sharma was also given the additional 
mandate of IPG Mediabrand’s 
newly-launched unit MAGNA and 
was named managing director of the 
division. 

One Digital Entertainment 
One Digital Entertainment, a multi-
channel network has roped in Sahil 
Gupta, the erstwhile co-founder and 
director at Trinity World School, as 
the company’s vice-president and 
national head. Gupta brings with 
him extensive experience of over 14 
years in sales, revenue generation 
and business incubation in the 
Indian media landscape.

Epic Television Network 
Epic Television Network has 
appointed Rajiee M Shinde as 
president. Previously, Shinde 
worked at PTC Network as chief 
executive officer and director. In her 
latest role at Epic, Shinde has been 
entrusted with the responsibility of 
expanding the business and building 
the Epic network.  

Times Network 
Times Network has appointed 

Mihir Bhatt as chief editor - IPs. 
In his role, Bhatt will head efforts 
to create unique and content-rich 
offerings on all IPs of the network, 
in addition to his editorial and 
anchoring responsibilities at ET 
NOW. 

Applause Entertainment 
Applause Entertainment, Sameer 
Nair led content studio from 
Aditya Birla Group, has recently 
announced the appointment of 
Ashok A Cherian as their head of 
marketing and revenue. At Applause 
Entertainment, Cherian will lead 
integrated marketing and brand 
building and drive revenue for the 
brand. 

Viacom 18 
Viacom18 has appointed 
Biswarup Das as director, regional 
entertainment. Das is based out of the 
company’s Kolkata office. Previously, 
Das was working with ABP as 
marketing head, ABPweddings.
com for more than three years.  
 
In another development, Arjun 
Paramhans has recently moved 
to Viacom18 Media as a senior 
manager-digital media. Prior to this, 
he served as senior manager- digital 
brand solutions at BIG FM.  

Sony Pictures Networks India 
Mayank Dayal has joined  
Sony Pictures Networks India as  
vice-president, marketing, sports 
cluster. Dayal replaces Murtuza 
Madraswala who quit the 
organisation in April this year. 
Previously, Dayal was working with 
Viacom18 as director, marketing, 
kids cluster. 

MEDIA

autoTRADER.ca
Dhiren Raikuvar has joined 
autoTRADER.ca as lead digital 
strategist. Previously, Raikuvar 
was working with Times Network 
as general manager. Previously, 
Raikuvar worked with Times 
Network as general manager. 
Before joining Times Network, 
Raikuvar worked with Adlabs 
Imagica as head - digital and 
e-commerce. Prior to that, he 
worked with Razorfish as business 
director for three years.

 DIGITAL

iCubesWire 
iCubesWire, a digital marketing solution and  
concept provider, recently announced the appointment 
of Upal Ganguli as the senior account and creative 
director at their head office in Gurgaon. He will  
be heading the creative, copy and pre-sales vertical  
and will be responsible for formulating impressive 
ideas and shaping them towards execution.  
Ganguli comes with an industry experience of over 10 
years and is credited for working with brands like HP, 
Hyundai, Maruti Suzuki, Godrej, SAP, Alpenliebe, 
Happydent to name a few. Prior to joining iCubesWire, 
he has also worked with Grapes Digital and DDB 
Mudra Group.

Wieden + Kennedy  
Lubna Khan has decided to move on after her  
short stint at Wieden + Kennedy and has become a 
marketing strategy consultant. She is presently based 
out of New Delhi. Previously, she has had stints  
with Leo Burnett as a national strategy head and served  
as head of planning at Grey Group. She reveals 
exclusively to afaqs! Reporter, “My next move is 
to develop my consulting practice, which utilises 
unique methodologies arising out of the intersection 
of psychology, creativity and culture,” 

Over the course of her career, Khan has worked 
with JWT, Cheil Worldwide,Rediffusion Young & 
Rubicam, BBC World Service Trust.

ADVERTISING

Taco Bell India
Deepak Rawat has joined Taco 
Bell India as senior manager, 
marketing. Previously, Rawat 
worked with Jubilant Foodworks 
(Domino’s Pizza India) as brand 
manager for close to seven years.   

Havells
Havells India has appointed 
Mukul Saxena as executive vice 
president and chief technology 
officer. Saxena will head Havells’ 
Centre for Research and 
Innovation (CRI) function, and 
will further augment company’s 
customer centric innovative 
approach.  

Lodestar UM
IPG Mediabrands owned, 
Lodestar UM, has appointed Anita 
Devraj Mookerjee as head, South. 
Mookerjee will lead the entire 
South India operations of LUM, 
including the agency’s Bangalore, 
Chennai and Cochin operations. 
Prior to joining Lodestar UM, 
Mookerjee was the managing 
director of Mediacom Indonesia.

AccorHotels India
AccorHotels has recently 
announced the appointment of 
Apoorva Maheshwari as director 
of marketing for AccorHotels 
India. Maheshwari replaces 
Madhu Joshi and in this role, 
she will be responsible to lead 
the marketing activities for the 
growing portfolio of brands in 
the country. 

L’Oréal 
L’Oréal India has appointed 
Amit Jain as managing director, 

effective August 1, 2018. Jain will 
be L’Oréal India’s first Indian 
managing director. He will also 
look after Bangladesh, Sri Lanka 
and Nepal. 

Uber India
US-based cab aggregator Uber 
has recently elevated Pradeep 
Parameswaran as president of its 
India and South Asia operations. 
He succeeds Amit Jain, who was 
elevated to the role of head- Asia 
Pacific region last month. 

Times Television Network - 
Influence
Nivedita Oak has been elevated 
to deputy general manager, 
Times Television Network - 
Influence. Previously, Oak was 
regional head for Zoom, FCT 
and branded content. She has 
been with the network for over 
11 years. Prior to joining Times 
Television Network (TTN), 
Oak worked with ABP News as 
account director for two years. 

Adidas Originals
Darshan Bangera has joined brand 
marketing at Adidas Originals 
and is based out of Gurgaon. 
Previously, Bangera was working 
as senior manager-brand and 
operations at Bennett Coleman 
and Co. (Times Group) for more 
than four years. 

Vyoma Media
Vyoma Media has appointed 
Vandana Sharma as business head 
- Corporate Sales. Sharma will be 
tasked with identifying business 
opportunities across the eastern 
market. 
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