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F ew months ago, during an edit meeting about advertising trends, we were 
discussing a bunch of ads released in quick succession that, each, implored 

viewers to download the mobile app of the brand in question. “Just how many apps 
are we supposed to download?” said a frustrated reporter. “Besides, does every brand 
really need an app?” asked another.

The starting point of our cover story this issue is a similar question, albeit in a 
different context – Does every brand really need a larger purpose? Over the past few 
months, a large chunk of the campaigns we’ve reviewed on afaqs!, are about brands 
that have gone out of their way to stand for a larger social cause. Hardly an Indian 
fad, this kind of messaging is loosely called ‘cause-vertising’, across markets. Over 
a year ago, when P&G released a video called ‘The Talk’, about black parents 
telling their kids to call out racial inequality, classified under the company’s ‘My 
Black is Beautiful’ initiative, the trend was just taking off. Today, it has reached 
a crazy crescendo.

In 2011, I attended a presentation by Laurie Coots, then chief marketing officer, 
TBWA Worldwide; she said at the time, “Purpose is the next big buzzword that’ll 
do the rounds for the next two years...” It’s been seven years since, and the word’s 
still around. Obviously, there’s a reason for this. We decided to look into the subject 
and find out why brand marketers and their agencies feel such intense FOMO 
(that’s Millennial tongue for ‘fear of missing out’) when it comes to making ads 
based on social causes, problems and realities. The ‘Jaago Re’ phenomenon, some 
call it.

One obvious reason is awards; a lot of the Indian entries that win big at 
international advertising awards shows are campaigns hinged on a larger purpose. 
But that can’t be it. There’s more to the story. Read our cover story for some theories, 
mild and scathing.
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The Incredible India ads, 
so far, haven’t really gone 
beyond just showcasing 

the country’s beauty with typically 
gorgeous sweeping shots of famous 
monuments to colourful locales that 
are ‘Must-See’ destinations for any 
foreign tourist. Of course, there’s 
absolutely nothing wrong with 
this and it’s also primarily because 
advertising agencies behind previous 
campaigns have been efficient enough 
to keep India on the world map as a 
high-end tourist destination. 

However, the recently released 
short films by Incredible India, an 
initiative of Indian Tourism, crafted 
by McCann Worldgroup and 
produced by Crazy Few films (TVC 
and digital released, Print and OOH 
will follow soon, yet to be released) 
and are set to do a little more than 
show the world how beautiful our 
country truly is. The new ads aim is to 
show the world that there’s a reason 
to visit India and it’s not just because 
of our beautiful landscapes but there’s 
a mystery to unravel about finding an 
inner power, something you can take 
back with you, something to hold on 
to forever.

Incidentally, the tourism ministry 
of India has also roped in Google 
to showcase 3D, rotating views and 
provide a virtual reality experience 
of our Indian monuments on its 
Incredible India website.

afaqs! Reporter asked Anupam 
Mishra, the director, about the 
various challenges that came up 
while shooting the films as they cover 
some of the country’s more difficult 

terrains ranging from the Himalayas 
to wonderful wildlife destinations 
like the Kaziranga National Park. He 
responds, “This project was definitely 
a very big and challenging one. When 
we visit a particular place, it plays a 
role in our destiny as we knowingly 
or unknowingly get more informed 
and aware and our minds expand.

“The pre-production of this 
project was very detailed. Multiple 
teams headed to different locations 
to figure out logistics,” he adds.

“Something that had become 
a habit for us was leaving for the 
locations in the wee hours of the 

morning to see how the first light 
of the sun would hit the landscapes 
that we were looking to shoot. 
That moment, when you see the 
golden light shine... is magical. I 
think everyone on the team has their 
personal favourite sunrise moment,” 
Mishra gets candid.

So, what gives him the confidence 
as a director, to revisit the so-called 
clichés; be it India’s fascination with 

Yoga or capturing the visuals with 
the elephants? Does the creative 
shorthand factor come in to play here?

Mishra believes in symbolism 
as he feels it gels very well in 
communication. He is of the opinion 
that the campaigns are more about 
the love for yoga across the globe and 
how much it can contribute to the 
lives of the people who practice it.

“This set of films is definitely 
about various places but, more than 
that, it is about what each protagonist 
has discovered in themselves, in their 
travel to India. I absolutely love the 
line - Find the incredible you - in all 

the films,” he states.
And this, he believes, aptly 

encapsulates the very essence of the 
new campaign. “Each shot, each 
location, comes from this line,” he 
explains.

If it’s a Japan Tourism ad you are 
sure to spot the Cherry Blossoms 
blooming and see the Eiffel Tower 
in a French Tourism ad. So, will the 
good old ‘India montage’, with its 
huge spectrum of stunning landscapes 
and rich cultures, ever get old?

Mishra shares, “No matter how 
many times one covers it you will 
always discover newer aspects. In fact, 
the more we explore, the deeper we 
are able to go into the whole process 
to learn more about our country. 
And, this is what we aimed to share 
with the people around the world.”

Prasoon Joshi, CEO and CCO, 
McCann Worldgroup India, 
considers it an important campaign 
for all of us and feels proud to have 
partnered up to build the brand. “Our 
teams have worked closely with the 
ministry and other stakeholders and 
tried to bring alive different, unique 
facets of India,” he shares.

“The current campaign will add 

another dimension to the legacy of 
brand Incredible India,” Joshi sounds 
hopeful.

TICKING RIGHT BOXES?
Kailash Surendranath, ad 

filmmaker and founder of the film 
production company Kailash Picture 
Company, finds the films beautifully 
crafted in all respects.

“Be it concepts, visuals, voice-
over, research, and soundtrack, these 
films definitely do justice to our 
‘Incredible India’,” says the veteran.

However, Surendranath, being 
an avid follower of the ‘Incredible 
India’ campaign for years, also feels 
that today, when there is such a wide 
awareness of India internationally, 
it would be more credible for the 
thinking audience to see the country 
in a candid light rather than showing 
it as too pristine and doctored.

Jaideep Mahajan, national creative 
director, Rediffusion Y&R, observes 
that the format of travel journals 
of different people is an extremely 
powerful tool to present India 
through different perspectives. “...
The campaign does justice to the 
depth of experiences that India 
provides,” he says, adding that ‘The 
yogi of the racetrack’ is his favourite 
from the lot. n

deepashree.banerjee@afaqs.com
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A New Twist
INCREDIBLE INDIA

McCann has created a new set of ad films for the ministry of tourism. By Deepashree Banerjee

The new ads aim is to show the world that 
there’s a reason to visit India.

“Our teams have 
worked closely with 

the ministry and 
other stakeholders 
and tried to bring 

alive different, unique 
facets of India,”
PRASOON JOSHI
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When People Rage,  
Should Marketers Quaver?

afaqs! Reporter connected with marketers to seek their point of view on the subject. By Abid Hussain Barlaskar

I BELIEVE IRATE 
CUSTOMERS ARE 
YOUR BEST FEEDBACK 
CHANNELS BECAUSE 
THEY CARE ABOUT YOUR 
service or product enough 
to highlight experiences that 
could be improved further. 
Hence, it becomes very 
important to evaluate why 
your customers are irate, 
gauge early warning signals 
on two-way communication 
channels like social media 
and improve service delivery 
mechanisms.

Composed, understanding 
and solution-oriented 
responses help comfort irate 
customers greatly. In fact, it’s 
service one-oh-one. More 
than discounts/coupons/ 
refunds, I think customers 
want their voices to be heard, 
their troubles acknowledged 
and an assurance that the 
brand is there to safeguard 
their interests.

BRANDS AND MARKETERS 
CANNOT FALTER WHEN 
THERE ARE CONSUMERS 
RAGING. PEOPLE RAGE 
EITHER WITH GOOD  
reason or not. If there is a 
good reason — listen, make 
the change, apologise, if 
necessary, and move on. If 
people rage without reason, 
ignore it. 

The truth will eventually 
prevail. The point is to never 
stop listening and embrace  
and utilise the two-way nature 
of digital platforms.

Responses should be calm, 
but quick, and unless they  
have serious grievances which 
are justified, there is little  
room for compensation.

 
Sr president, marketing &  

corporate communications, YES Bank

   
chief marketing officer,  

Big Bazaar

DEALING WITH 
CUSTOMER 
DISSATISFACTION 
QUICKLY WOULD  
MEAN THAT A BRAND/ 
marketer should respond to a 
customer’s issue within minutes 
and not hours.

The basics of effective 
problem-resolution, applies to the 
digital world as well. The main 
difference is that netizens don’t 
have as much patience as the 
snail-mail generation. So, rapid 
damage-control and problem-
resolution are essential. If a 
marketer can respond in minutes 
and not in hours, then they would 
have a good start at quelling 
dissatisfaction. If they take days, 
then the problem could go viral 
and gather much momentum.

Brands should set up social 
media listening posts and 
command centres that work 24x7. 
The response strategy should 
depend on who is complaining 
(an influencer with a lot of 
followers or a normal netizen), 
the nature and seriousness of 
complaints and so on.

    
chairman and managing director, 

Brandscapes Worldwide

A BRAND SHOULD 
STAND UP AND 
RESPOND TO EACH 
OF ITS CONSUMERS 
WHILE ALSO BEING  
fair in its approach. 

The true test of a brand is 
when the brand stands up in front 
of customers and engages with 
them. A brand should stand up 
and respond to each consumer 
that it interfaces with. Each 
positive response is a clear way 
of building loyalty and a following. 
In the digital age, micro-
catchments and personalisation 
are the ways a brand comes alive 
for each consumer.

The response is a mix of 
explaining a brand’s truth/ 
view and also owning up to 
issues. The brand should be 
fair in every situation. In case 
of issues, making good with 
an appeasement is a means 
of placating and retaining a 
customer while being fair to 
maybe an unintentional human 
error. At the end of the day, the 
stronger a brand is in terms of 
handling issues in the public 
domain, the stronger it becomes 
in the consumer’s mind space.

     
 AVP - marketing, jewellery division,   

Titan
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Zoomcar, the self-drive car 
rental company has recently 
launched a humorous digital 

content marketing video titled — 
‘If Salary Were A Person’ — for its 
new product, ZAP Subscribe. The 
brand has partnered with Pocket 
Aces, a digital media entertainment 
company and the ad was released 
on its YouTube channel, FilterCopy. 
The 8.30-minute-long video that was 
launched on July 5, has crossed three 
million views.

‘ZAP Subscribe’ is a fractional 
sharing programme where one can 
subscribe to a car on a monthly basis 
and technically have the flexibility of 
having a new car whenever you want. 
In this long video though, Zoomcar’s 
presence doesn’t look like a force-fit 
and blends in well enough to avoid 
annoying the viewer.

Although anything and everything 
on the digital medium is considered 
a part of content marketing, afaqs! 
Reporter asked Harish Rawat, chief 
marketing officer, Zoomcar, what 
he would classify the new video as. 
He responds, “In our mind, content 
marketing is a positive ROI driver 

and we have been very consistent with 
Pocket Aces and other aggregators 
in the industry, not only on video as 
a format but in the written content 
format as well and have seen very 
positive ROI. I guess what is very 
important for brands to understand is 
to be very clear on the objective they 
want to drive out of content and about 
the metrics and messaging as well. 
As long as those things are centrally 
aligned and in-line with business 
objectives, I don’t feel it would be 
leading to any dilution per say.”

According to Rawat, there are two 
types of content marketing — paid 
and non-paid. “A lot of non-paid is 
generated in-house and goes into SEO 
and paid includes brand integrations 
like the one which we have done 
with Pocket Aces and hence, as a 
result, for us, I would definitely say 
it is something that drives overall 
marketing.”

Zoomcar is also planning to come 
up with a TVC for ZAP Subscribe. 
The target audience for the brand 
is the working audience, male and 
female, between 25 and 40.

Aditi Shrivastava, co-founder, 
Pocket Aces, tells us what she was 
apprehensive about while making this 
8.30-minute content marketing film, 
“What’s important is that the script 

should be very crisp and when the 
storytelling is done, it needs to be 
edited very well to keep the audiences 
interested throughout. We believe that 
if the content is interesting enough 
and has the ability to keep people 
interested, you see a really good 
retention rate. In a web-series that 
we do, which is 30 minutes long, we 
see more than 75 per cent completion 
rate on watch-time for those episodes. 
With Zoomcar, we have worked on a 
web-series as well. They came in as a 
‘Powered by’ partner for ‘What The 
Folks!’.”

About what Pocket Aces avoided, 
Shrivastava says, “We avoided things 
like stopping the video to add the 
logo and things like that due to 
which people drop out. It is the same 
audience we are talking to who watch 
one-hour episodes of a web-series. 
If you make captivating content that 
is very relatable to them, which is 

humorous and yes, this does happen 
with me, then they will watch the 
content.”

HIT OR MISS?
Since this video does not classify as 

a digital ad but looks like content 
marketing, afaqs! Reporter asked the 
experts what they would classify this 
video as and if the content is good 
enough to keep the audience inter-
ested till the end.

Anish Varghese, national creative 
director, Isobar, says, “Sometimes 
marketing techniques don’t have to be 
in your face, they can be subtle. It will 
engage your customer without them 
realising that it’s an advertisement. 
We could classify it as ‘shoulder 
content’; in most cases, shoulder 
content is being created by an 
influencer or content platform. This 
kind of content can make sure that it 
will reach the maximum number of 
people by sharing.”

For Porus Jose, business head - 
creative, IdeateLabs, it can be termed 
as anything - an Engagement video, 
single-episode series or a long format 
video meme. “But this is the kind of 
stuff youth conversation is made of,” 
he adds.

Jose continues, “The video 
touches upon some really good 
millennial insights — the struggle 
of expense management, the trap of 
consumerism, the need for instant 
gratification, and the complicated girl-
boy relationship of the digital age. 
The Zoomcar branding docks into 
the story pretty smoothly - it’s neither 
too pushy (that it gets annoying), nor 
too subtle (that you may miss it).” n

suraj.ramnath@afaqs.com

 ZOOMCAR

“We have been very 
consistent with 
Pocket Aces and 

other aggregators in 
the industry, not only 
on video as a format 

but in the written 
content format as 

well and have seen 
very positive ROI.” 

HARISH RAWAT

Zoomcar is also planning to come up with a 
TVC for ZAP Subscribe.

Long, But not Boring
afaqs! Reporter spoke to 
Zoomcar about its digital 
content marketing effort.  
By Suraj Ramnath
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Brand Marketer: That’s a good storyboard, 
but where’s the purpose? It’s the 127th ‘P’ 
of marketing, you see.
Advertising Executive: See, gender 
equality and anti-corruption are taken. 
We could stand for lesbian rights. Or wait, 
let’s make the protagonist a single dad 
undergoing treatment for heart disease... or 
transgender, perhaps?
Brand Marketer: Let’s go with all... and 
toss in animal rights for good measure.

No, that is not a transcript of an 
actual conversation. But, it might as 
well be, seeing as how every second 
brand out there bends over backwards 
to stand for a larger purpose today. 
Carbonated beverage brand Mirinda 
tried punning on the fizz element 
to make a statement about releasing 
exam-time pressure. Fashion brand 
Oxemberg ran a digital campaign 
about cleaning up Mumbai’s Versova 
beach, among other causes. The 
disparity between this campaign and 
the brand’s in-cinema advertising, in 
which Caucasian models ramp walk 
the streets of first world countries, is 
laughable. Animesh Singh, marketing 
manager, Oxemberg, told us, at the 
time, “...the best way to connect with 
Millennials is through purpose-led 
marketing. The young generation 
wants to stand for a cause and have its 
own opinion.”

Some of the messaging of this 
kind - let’s embrace the term ‘cause-
vertising’ for a moment - appears as 
though the brand in question has gone 
out of its way to retrofit a purpose into 
its advertising. And around festivals 
and ‘special’ days like Mother’s Day, 
Women’s Day or Valentine’s Day 
brands get positively maniacal about 
looking for causes to use in their ads. 
It doesn’t help that there are too many 
brands and too few ad-friendly causes.

Sure, Tata Tea and P&G got it 
right with purpose-heavy statements 
like ‘Jaago Re’ (social awakening) and 
‘Share the Load’ (laundry equality), 
respectively. In fact, Sushant Dash, a 
Tata hand who wrote the first ‘Jaago 
Re’ brief, said it gave the brand “the 
moral high ground” and Josy Paul 
who cracked ‘Share the Load’ for Ariel 

believes “advertising should resolve 
social conflicts”. However, there has 
since been a barrage of purpose-led 
messaging, which makes us wonder 
whether every brand really ought to 
take up a cause. The trouble is that 
in these politically correct times, no 
one dares question it, lest they come 
across as heartless. And that includes 
us at afaqs! We’ve covered nearly 
every purpose-led ad, sometimes over 
other, more hardworking campaigns 
that didn’t ride a purpose.

Global Trends, Local Mush
Of late, Unilever’s chief marketing 
and communications officer Keith 
Weed, easily one of the most powerful 
influencers of global marketing trends 
and practices, has been advocating the 
marriage of the marketing (“teams that 
sell more stuff”) and CSR (“people 
who save the world)” teams. He has 
been quoted in several interviews 
this year saying things like “...having 
brands that deliver against a social/
environmental agenda really does 

create good business,” and “...right in 
our brand positionings we integrate 
the social message...” For Weed, it’s 
all about “connecting purpose to 
purchase.”

Earlier this year, Facebook’s vice 
president of business and marketing 
partnerships David Fischer was 
quoted saying, “What I’m most 
excited about is the fundamental shift 
we’re seeing towards purpose-driven 
marketing... Brands realise that when 
they do good, they also do well.”
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While all that is very well and the 
importance of their words is lost on 
no one, the question that looms is: 
where does that leave advertising? For 
the past few months we’ve been on a 
steady diet of soppy, preachy ads that 
fuse product to purpose, but do little 
to entertain, hard-sell or even sell. 
There might exist some literature to 
prove it works, but anecdotal evidence 
suggests, and overwhelmingly so, that 
it’s a sham. As Ekta Relan, planning 
head of Mullen Lintas, wrote in a 
recent guest article for us, “A decade 
ago the question was: ‘What is your 
single-minded brand proposition?’ 
Now it is: ‘What is your brand 
purpose?’ The result: A heart-rending 
commercial. Where are those crazy 
beer and chips ads? I miss them...”

A recent ad by SC Johnson 
for its mosquito repellent brand 
‘All Out’ urged consumers to 
#StandByToughMoms; the film was 
about a mother using the tough love 
technique from the ‘spare the rod, 
spoil the child’ school of thought, to 
discipline her son. While the message 
was worth propagating, the brand 
fit was suspect – the product could 
have been absolutely anything... an 
anti-dandruff shampoo, a detergent, a 
sanitary napkin, a laptop or a sunscreen 
lotion... as long as the adjective ‘tough’ 
could be used in its context somehow.

UrbanClap, a mobile marketplace 
for local services, has unabashedly 
rolled out campaign after cause-led 
campaign around serious issues like 
gay rights and domestic violence. It’s 
an app that helps one call a plumber 
or hire a wedding planner and offers 
services that have nothing to do with 
the issues it takes up in its advertising.

Some brands use TV for product-
centric messaging and save their 
purpose-led films for the digital 
medium, given the luxury of length 
it offers. The result is a fractured 
and discordant brand image. For 
instance, H&R Johnson, marketer of 
tiles, had a stretched-out Katrina Kaif 
romancing the floor on one medium, 
and touching stories about wheelchair 

ramps and infrastructure for the blind 
on another. Nothing wrong with 
either kind of message… except when 
they both come from the same brand 
at the same time. The brand looks like 
it has a dual, or split, personality.

We spoke to several senior 
advertising and marketing folks about 
this fad. Some helped us understand 
where it came from, others helped us 
guess where it’s going.

Insisting that the best way for 
a brand to embrace a ‘cause’ is to 
embed it into its core - (‘Baked In’ 
as admen and authors Alex Bogusky 
and John Winsor, put it) – brand 
strategist Ambi Parameswaran says, 
“Unfortunately, brands have now 
started the scheme of renting a cause 
a month. This is just a waste of time. 
Consumers are not going to see you 
in better light because you did an ad 
with a vision-impaired photographer, 
or a differently-abled child. Ideally 
if a brand wants to stand for a cause 
it should pick a cause that can be 
embedded into the core of the brand 
and live with that cause for the next 
five years. If not, stay with good old-
fashioned messaging that touches both 
the rational and emotional chords of 
consumers. That still works.”

CSR Versus Cause-vertising
Brand marketers have a different 
take on it. While some claim there 
is pressure from the agency end to 
write briefs that are about a purpose - 
(interestingly, many agencies have the 
exact peeve; they claim clients tend 
to write too many purpose-centric 
briefs these days) - others have erased 
the line between corporate social 
responsibility related messaging and 
mainline brand messaging.

Cautioning against this, Kaushik 
Prasad, general manager - consumer 
marketing, Ford India (views 
expressed are personal), says, “We 
need to make the distinction between 
CSR and ‘cause-vertising’. If it’s not 
CSR, then cause-vertising needs to 
have a strategic linkage to the brand 
and its business. It needs to move 

some metrics. Say, a home cleaner 
brand espousing the cause of Swachh 
Bharat has a direct link to its business. 
Consumers are smart and can see 
through ‘BS’. Be persuasive, not 
pretentious. Get the organisation’s 
commitment behind it; the cause 
shouldn’t leave along with the CMO. 
And get metrics in place to know it 
is working... no, winning at Cannes 
cannot be the only objective...”

What’s so tempting about going 
down this ‘cause’-way, anyway?
We live in an era in which coffee is a cup 
of resolve (Nestlé’s Nescafé) and tea 
is a social leveller (Unilever’s Brooke 
Bond Red Label). But how and why 
did we get here? Marketing strategy 
consultant Lubna Khan (formerly 
with W+K) surmises, “Brands 
have started to talk about purpose 
because there is a global cultural shift 
in expectations from corporations. 
Consumers and employees expect 
businesses to go beyond profit, and 
contribute positively to society...,” 
going on to caution, “Purpose should 
be authentic. It should come from 
the beliefs, values and practices of 
the brand and its organisation. If it’s 
just a cynical attempt to ride the 
current bandwagon, consumers 
will see through it and create a 
backlash. Purpose should go beyond 
advertising, marketing and CSR. All 
employees and partners should be 
consulted when espousing a purpose; 
they should be supported as they act 
on it every day.”

In 2003, an era when lather was still 
considered to be directly proportionate 
to a detergent’s cleansing abilities, Surf 
Excel launched a low foam, water-
saving formula. This, like Lifebuoy’s 
‘Help a child reach five’ initiative, had 
a strong connection with the main job 
of the product.

When French apparel brand 
Lacoste took up a cause recently, 
the team integrated the purpose 
into the product itself, by replacing 
the trademark crocodile logo with 

images of endangered animals. It was 
a limited-edition collection for the 
International Union for Conservation 
of Nature. While one may argue that 
wildlife conservation has little to do 
with fashion, it’s the brand’s original 
crocodile logo that readily lent itself 
to this kind of ‘purposeful’ tweaking. 
A few months ago, Unilever’s SVP 
of sustainable business development 
and communications, Sue Garrard 
famously said, “Purpose is not lipstick, 
it’s the DNA in your business.” 
Lacoste didn’t make good on this 
criterion. But it didn’t preach either.

Vani Gupta, former PepsiCo 
marketer and now co-founder of 
consulting firm Hypersonic Advisory, 
attributes the overwhelming tendency 
towards purpose-led communication 
to intense competition, lack of 
functional differentiators and the need 
to ride the wave around some or the 
other burning issue. When a brand 
says ‘buy me for the stand I take in 
society’, it basically offers consumers 
a shortcut to participating in a larger 
cause without candle light marches or 
any other kind of investment of their 
time and effort, goes her argument.

“There are more consumers now 
than before who wish to participate 
in positive social change. Consumers 
are attracted to brands that can tie in 
their product performance to larger 
issues. They feel assured when brands 
maintain their purpose over time. 
But I am pained by brands that wish 
to exploit my emotions by treating 
deep fundamental issues through a 
topical and tactical lens. Knowing the 
difference in these two states is critical 
for a purpose-led marketing strategy 
to succeed,” she says.

But how many Jaago  
Res can there be? 
The moral high ground is, by 
definition, a place for a select few. If 
everyone summits, the peak plateaus. 
Done well - and those are the 
operative words here - cause-related 
advertising can be a differentiator and 

We live in an era in which 
coffee is a cup of resolve and 
tea, a social leveller. But how 

and why did we get here?

The moral high ground is, 
by definition, a place for 
a select few. If everyone 

summits, the peak plateaus.



Prashanth Challapalli (43), who was recently 
elevated to chief operating officer, Leo Burnett 
Orchard, joined Leo Burnett as chief integration 

officer, South Asia in January 2017.
Challapalli, who has spent over 20 years in 

advertising in agencies such as iContract, Ogilvy, Lowe, 
Dentsu, Publicis Ambience, Bates 141, and Rediffusion 
Y&R, has also successfully built and led Jack in the Box 
Worldwide as co-founder and chief operating officer. 
He has workeind on brands like Inox and Bennett 
Coleman & Co. Challapalli has been an integral part of 
the Leo Burnett Group since the last 18 months, driving 
the integration agenda for key clients such as Google, 
P&G, McDonald’s, and TVS Motorcycles.

Leo Burnett Orchard (a subsidiary of The Leo 
Burnett Group which is a part of Publicis Groupe) 
has clients like Amazon India, Viacom18, Essilor, 
Dream11, Amante, Colors, Volkswagen and Emami.

So, from CIO to COO, we ask Challapalli 
how his life has changed, to which his response 
is, “The way I look at it, one vowel or letter has 
changed in the designation - from CIO to COO; 
so, an extra ‘O’ has been added. I won’t look at it 
as a massive change in what I am doing or what I 
have been doing. However, the one big part that 
gets added to what I have been doing is the profit 
and loss (P&L) space. For me, personally, the 
good thing is that I have done the P&L role twice 
before, so it is not new from that perspective.”

Challapalli believes that the great 
thing about this transition is that in the 
last one-and-a-half years, the time he has 
spent in the group has given him a very 
good understanding of what the group’s 
capabilities are because he has worked 
with everybody within.

“I am still going to continue doing the 
same thing except that my focus is largely 
going to be Leo Burnett Orchard and driving 
the growth for the agency across Mumbai and 
Bengaluru. Obviously, I have been handling a 
couple of client relationships like Google and 
McDonald’s so I have always worked with large 
teams and Orchard is a fairly large team with 
about 70 people across both offices. So, I will 
be managing teams, understanding what the 
requirements are, where we have our strengths 
and weaknesses, and what gaps we need to fill,” 
he adds.

As CIO, Challapalli worked with Dheeraj 
Sinha, managing director - India and chief 
strategy officer, South Asia, Leo Burnett, and 
Rajdeepak Das, managing director - India and 
chief creative officer, South Asia, Leo Burnett. 
He reported to Saurabh Verma, CEO, Publicis 
Communications - India. In his new role as 
COO, Challapalli reports to Sinha and Das.

Has there been a massive change in his role, 
post elevation? Challapalli says, “Not really, apart 
from the P&L. Across the group we have a simple 

philosophy of how we approach business; we 
call it ‘People, Product and Profit’. Focus on the 
people and if you get the right people, you will 
get a great product out and the great product will 
ensure that you have profits.”

Challapalli tells afaqs!Reporter that the 
moment the agency comes up with some really 
great campaign(s), their inbox is flooded with 
resumes with a note saying - ‘Hey, do you have 
openings? We are seeing the good work you are 
doing and would like to be a part of it.’ The same 
rule applies to clients, he says. “When they too 
see two-three great campaigns, clients call up and 
say - we really like that kind of work, can we have 
a cup of coffee? It’s a domino effect,” he explains.

Talking about the focus areas, Challapalli 
says, “There are certain gaps that we will fill 
and additional skillsets we would want to get on 
board and we will and I think we are very clear 
in our heads what we want to do and where we 
want to go. For a number of reasons, I don’t want 
to fully articulate what the vision or ambition is. 

My belief is you rather do it first and then let the 
world know about it.”

Talking about the challenges Orchard is 
currently facing and those he would want to 
solve, Challapalli says, “Every agency in India 
has two challenges. One is talent. Finding the 
right talent is a challenge. The second challenge 
is growth. If I look at India, we are at a far better 
percentage level of growth compared to North 
America, Europe or most markets. But what 
is more important is to find the right kind of 
growth. My growth needs to be future-proof.”

According to Challapalli, it is easy for him 
to pick 10 clients who will pay him well and 
the agency could be sitting on good revenues. 
Nonetheless, he has questions, “Can we do 
justice to those clients? Do I have the skillsets 
that are required to work with those kinds of 
clients? So, finding the right kind of growth is 
important. Growth by itself is not a challenge for 
Orchard. If we were a standalone agency which 
was left to its own devices and all we were doing 
was two TVCs and BTL somewhere, then there 
would have been a massive problem. We know 
what our capabilities are and we know what we 
can leverage from the group. Finding the right 
kind of growth is the current challenge”.

Procter & Gamble (P&G), in the last couple 
of years, has been acquiring creative agencies 
and making it an in-house business. We asked 
Challapalli - what if clients in India start doing 

that too? He says, “It has happened and 
is not new. Lintas started as an in-house 
agency of Unilever. Lintas’ full form is 
- Lever International Advertising Services. 
Clients have been doing this for a very 
long time. Our belief is that specialists 
need specialist agencies. There needs to be 
a distance between marketing teams and 
advertising teams because you need to bring 

that objectivity to the table. I am not saying that 
all clients who have their in-house agencies 
will fail, obviously, there will be some success 
somewhere. But I doubt we are under threat 
from that model.”

According to him, a great creative person 
would want to work with other creative guys 
within an agency and the same logic applies to 
an account planner or any other person within 
a creative agency. When a bunch of people 
from the ad industry are put in a marketing 
environment, there would be people who come 
and go.

“Finding the right people to replace the ones 
who have gone, might become a question mark. 
But anything is possible. I am not Nostradamus 
to say if this will work or won’t, but I have 
my doubts. While P&G is putting together its 
in-house team, we handle P&G right? We have 
a massive global relationship with them. Are we 
losing business from them? No!” n

suraj.ramnath@afaqs.com

“We are not under threat 
from clients that have 
in-house agencies.”

p o le

“Specialists need Specialist Agencies”
PRASHANTH CHALLAPALLI I COO I LEO BURNETT ORCHARD

By Suraj Ramnath
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Has online video begun  
affecting TV ratings?

A look at what the experts from the industry have to say. By Suraj Ramnath

THE RAPID UPTAKE OF DATA 
CONSUMPTION, ESPECIALLY ON 
MOBILES, HAS LED TO A SURGE  
IN BOTH THE NUMBER AND  
USAGE OF OTT APPS IN INDIA.  
The industry has been cognizant of this 
pattern, resulting in a wave of OTT-first 
content being produced in India in the 
last six to eight months.

However, TV still remains the 
dominant mode of media consumption 
in the country. With more than 
500 channels, with daily original 
programming available to the consumers 
for anywhere between `200-250 per 
month, TV retains a strong value-for-
money proposition. 

Long form content consumption on 
OTT will take some time to evolve given 
the current low level of wireline internet 
penetration in India. Further, continued 
investment by traditional broadcasters 
on television seeks to ensure that a large 
volume of original content is available 
across TV channels on a daily basis; 
volumes that OTT platforms are not able 
to match currently.

Thus, in the near to medium term 
future, television is not likely to be under 
threat from OTT, with a complementary 
co-existence being the most likely 
scenario.

TELEVISION HAS ONLY BEEN A 
GROWTH STORY. LET’S LOOK AT 
IT FROM THE TV VIEWERSHIP 
POINT OF VIEW - THE AVERAGE 
VIEWERSHIP FOR TOTAL TV IN  
2015 stood at 21.2 billion impressions, 
which currently stands at 29.2 billion.  
Apart from that, even the youth (15-30  
year olds) that are considered to be the 
highest consumers of OTT content, 
contribute 32 per cent of total TV 
viewership, the highest amongst all age 
groups. This too, has been growing year-
on-year. In fact, youth continue to engage 
increasingly with TV. As TV penetration 
increases, we can only expect this to go 
higher and the potential for this growth,  
in a country like India, is humongous.

Yes, consumption of OTT platforms is 
increasing, but there are still challenges, 
including bandwidth issues. According 
to reports, the country currently has 300 
million internet-enabled mobile phones 
and 250 million viewers consuming online 
content. When compared with TV viewing 
individuals, there is still a long way to go  
for digital consumption.

Increasing Average Time Spent per 
Viewer on TV (currently standing at 3 
hours 43 minutes), new channel launches 
and growing ad-ex are just a few indicators 
which demonstrate robust TV growth.

  
partner and co-head, media and entertainment,  

KPMG India

  
chief executive officer,  

BARC India

NOT YET, BUT IT IS BEGINNING 
TO DISTRACT PREMIUM 
AUDIENCES AND ATTRACT  
MASS AUDIENCES.
LET ME TELL YOU HOW... 
Distraction - The recent release of Sacred  
Games competed for attention with World Cup 
Soccer, Wimbledon and yes, Sanju. Who won? 
It’s hard to say, but attention was divided.

Attraction - My 84-year-old mother tells me 
over breakfast one day - ‘I want Amazon  
Prime’... on further investigation, I discover 
she saw a Breathe promo on Colors and since 
Madhavan is one of her favourites, she wanted 
Prime, to watch the show.

Recently Hotstar reported that they broke a 
world record in simultaneous concurrent video 
streams, and yet, the advertising revenues 
for the 2018 IPL broadcast grew YOY. Finally, 
my driver informed me that other drivers and 
security staff at my place of work have and are 
watching pirated episodes of Sacred Games. 
Good news - the content has wide appeal. Bad 
news - it’s being pirated.

Gradually, as consumers realise that OTT 
frees them from the tyranny of the broadcaster’s 
schedule and the TV-set’s immobility, they will 
wonder how they managed in the first place.

But all of that is in the future. Meanwhile, no,  
I don’t think OTT is affecting television ratings 
yet, but I believe it will.

   
chief executive officer,  

Applause Entertainment
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Over the years, plastic has 
gained firm footing as a 
household item; be it carry-

bags for grocery or the plastic cutlery 
of the ‘use-and-throw’ variety. It’s not 
just households but big businesses 
too have taken in plastic as an 
indispensable part of their inventory. 
The ban on plastic in Maharashtra is 
set to impact all who consider plastic 
an integral part of their daily affairs.

Big businesses such as e-commerce 
websites, food delivery platforms and 
consumable brands among others, 
largely rely on plastic items to deliver 
their products to consumers. The 
recent ban on plastic in Maharashtra 
jolted many of these businesses and 
got many to look for alternatives. 

The plastic ban in Maharashtra was 
enforced on June 23 prohibiting the 
use of items such as plastic carry-bags, 
plastic/thermocol disposable cutlery, 
straws and a variety of other items. 

After Maharashtra, the Uttar 
Pradesh government has also 
imposed a state-wide polythene 
ban starting July 16. However, as 
per reports in major media outlets, 
the ban was later relaxed by the 
state government following “intense 
lobbying by multinational companies 
and plastic industry bodies for softer 
rules and extensions.”

While the relaxation has brought 
some respite, brands now need to 
find viable alternatives to plastic.

We at afaqs! Reporter got in touch 
with various brands for a little insight 
on the impact of the ban and how 
businesses were coping with the 
sudden change. 

In its inputs, food ordering 
and delivery platform Swiggy 
mentions that the brand has been 
busy connecting restaurants with 
distributors of alternative options 
(paper, aluminium, wood) to 
disposable plastic cutlery. Like 
most food delivery platforms, items 
delivered by Swiggy are normally 
packed in plastic containers and are 
also accompanied by plastic cutlery 
like spoons and forks.

“Swiggy is helping its exclusive 
partners get inventory on priority. 
This includes sourcing them from 
Mumbai and Bangalore. We are giving 
our delivery partners cloth and paper 
bags to carry their food boxes during 
instances when the restaurants aren’t 
ready with the same,” the brand says.

E-commerce giant Amazon seems 
to have accepted the ban in a rather 
positive manner. In a response to 
our queries, Amazon says, “We 
welcome the recent decision of the 
Maharashtra government to curb the 
growth of plastic waste. Amazon’s 
packaging innovations are a big focus 
of our work on sustainability and 
are designed to reduce waste while 
delighting customers and ensuring 
that products arrive intact. We are 
committed to and invested in this 
work and intend to work with the 
government in developing alternatives 
because it’s a triple win — it’s good for 
business, good for the planet and good 
for our customers and communities.”

Online lingerie shopping platform 
Zivame claims to be using reusable 
and recyclable cartons for over 80 per 
cent of its deliveries. That way, the 
brand, despite being in the business 
of packaged delivery of goods, might 
also be in the lesser affected lot.

In its response, Zivame says, 
“We at Zivame are conscious about 
environmental safety and this reflects 

in our product packaging across 
our omnichannel routes... We are 
committed to the cause and will keep 
bringing in new initiatives to support 
the cause.”

Speaking about the impact of the 
ban on its business, food delivery 
platform Zomato informs that there 
was a dip in the volume of orders in 
the first week post the ban. However, 
the brand further mentions that it 

has been encouraging restaurants not 
to send plastic cutlery with orders. 
“Zomato has always been in favour 
of the move, as the long-term public 
good far outweighs the short-term 
hassles. We have been working closely 
with our restaurant partners since the 
ban announcement and have been 
encouraging them to comply. The 
decision is for the greater good of 
everyone in the longer run,” says a 
Zomato spokesperson.

Online grocery shopping platform 
Grofers, was quick to put out a 
15-second long digital ad on its social 
media platforms. The ad features 
the ban and asks consumers to ‘keep 
calm and carry-bag on’.

BRAND EXPERTS SPEAK 
Tarun Singh Chauhan, brand 

consultant from TSC consulting, is 
of the opinion that today’s consumers 
are aware and they might soon start 
avoiding brands that don’t comply 
with the policy of the state.

“The unorganised sector that uses 
the wrong plastic will be the most 

affected. The usage there is the most 
and it cannot be clearly identified. All 
brands of the organised sector which 
use plastic will have some issues, 
but will eventually find a solution,” 
Chauhan says.

Speaking of what brands should 
do to cope with the changing 
scenario, Chauhan has this to say, 
“Brands must go back to packaging 
solutions that are eco-friendly. This 

is a global issue now and there is no 
point living in denial.

According to independent brand 
consultant Suresh L, almost all 
brands that offer packaged products 
will soon be battling the challenge of 
finding viable alternatives to plastic.

Speaking on brands which will 
be impacted most, Suresh says, “Soft 
drink and mineral water brands will 
find the task doubly daunting. They 
will not only have to find an alternative 
to their bottles but also make a major 
tweak to their logistics and inventory. 
While they’ve been given a temporary 
reprieve to continue using their PET 
bottles, it is subject to a buy-back 
condition which calls for their supply 
chain to work both ways - to and from 
the customer. All the leading milk-in-
sachet brands will be affected as well. 
E-commerce giants will be affected 
too, but their primary packaging 
source has been corrugated boards 
and boxes. Cloth and foil are sure to 
become viable options and hopefully, 
paper will not be over-exploited or we 
will be facing problems of a different 
nature soon.” n

abid.barlaskar@afaqs.com

Finding Solutions
PLASTIC BAN

The recent plastic ban in Maharashtra and UP is being discussed, dissected - online and offline. We wonder 
how businesses in the e-commerce and ‘delivery ecosystem’ are coping? By Abid Hussain Barlaskar 

Brands now need to find viable  
alternatives to plastic.

“The unorganised 
sector that uses the 

wrong plastic will be 
the most affected. 

The usage there is the 
most and it cannot be 

clearly identified.” 
TARUN SINGH 

CHAUHAN
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a strong competitive advantage even, feels Puneet 
Das, tea marketing head, India, Tata Global 
Beverages (marketer of Tata Tea). “Consumers 
have evolved and want to understand whether a 
product is aligned to their values. But they’re able 
to see through brands that jump from one year’s 
fashionable cause to the next or brands that don’t 
have consistent, authentic conversations related to 
the social cause they take up. Winning in this space 
demands a deep commitment to transparency and 
authenticity,” he says.

Emphasising the importance of a sensible 
connect between brand and cause, Das adds, “One 
of the telecom brands had done a ‘Save The Tiger’ 
campaign - while relevant to the audience, it is 
not necessarily an intuitive fit for the brand or the 
category.” A Google search reveals he’s referring 
to Aircel.

Last year, when Pepsi tried to ride the social wave 
around the Black Lives Matter movement through 
its Kendall Jenner ad film, it evoked massive 
outrage and was compelled to apologise and pull 
the ad down. Many felt, the film, in depicting 
images of public protests and demonstrations 
evidently appropriated from the actual movement, 
made light of it. “Pepsi was trying to project a 
global message of unity, peace and understanding. 

Clearly, we missed the mark and apologise,” said 
Pepsi then. Coca-Cola took a smaller risk in 
comparison by trying to ride the ‘LGBT marketing 
wave’ (that reached Indian shores months back) 
when it created limited edition cans of Coke that 
had Fanta inside; in Brazil, the phrase ‘That Coke 
is a Fanta’ is a homophobe’s derogatory way of 
saying ‘That person is homosexual’.

Budweiser’s 2017 Super Bowl ad about 
founder Adolphus Busch’s journey from 
Germany to America in the 1850s, that tried 
to ride the discussion around US immigration 
policies, was bashed by many, not least by 
Donald Trump’s troop. Clearly, a purpose-led 
ad cannot be a one-off stunt, especially when the 
brand’s usual advertising tone is of a completely 
different note. As marketing consultant Sita 

Narayan Swami sums up, “Don’t ‘cause wash’. 
Your brand must walk the talk. The cause needs 
to be built into the overall strategy and not just 
the advertising campaign, failing which there 
could be potential backlash.”

This wave of purpose-led messaging will 
not last. In advertising history, this cause-
obsessed phase will stick out as an era of mass 
stupidity. n

Based on additional interviews with Bhavishya 
Kellapan, business head, Mia; Paroma Ganguly, 
director, strategy, Iris Worldwide; Shalini Gupta, 
VP, brand communications, Lokmat; Lakshmipathy 
Bhat, marketing communications professional, and 
Lloyd Mathias, brand marketing expert.

ashwini.gangal@afaqs.com

Does Every...
<< continued from page 17

This wave of purpose-led messaging 
won’t last. In advertising history, this 

phase will stick out as an  
era of mass stupidity

Netflix recently-released Q2 
results and subscribers 
numbers falling short 

of expectations, saw the OTT 
platform’s stock go down 10 per 
cent. But company executives were 
happy with the progress in India.

During the investor call, Reed 
Hastings, founder and CEO, Netflix, 
said, “We are happy with the progress 
we are making in India since the 
time we launched two and half years 
back. We have a lot of work and 
opportunity in India.”

Adding about where Netflix 
stands as compared to its competitors, 
Hastings said, “We are way behind 
YouTube and Hotstar in India. Those 
are really the leaders of the internet. 
There is so much TV viewing at linear 
TV that could be internet viewing.”

In the month of May, Netflix 
launched Lust Stories, in July, it 
launched Sacred Games and in August 
the platform is launching Ghoul.

Talking about Netflix’s success, 
Hastings, said, “Netflix is having 
great success having established a 
reputation and going on with triplets 
like Lust Stories, Sacred Games and 
Ghoul. We’re also getting some nice 
momentum in India growth. We are 
still a niche product and have a long 
way to go in expanding the languages 
and many other aspects to be a broad 
Indian product. In terms of our reach, 
I am very pleased with what we have.”

On the success of Sacred Games, 
Ted Sarandos, chief content officer, 
Netflix, said, “In India, we saw great 
success with Sacred Games. We 
have been producing shows that are 
incredibly relevant in their home 
territories and the nice windfall is 

that they get viewed the world over. 
It is accelerating the brand perception 
of Netflix as someone who produces 
content you care about in every part 
of the world.”

Sarandos said that shows 
like Ghoul (coming up soon) are 
produced at a level “that is really 
high and get consumers really excited 
about Netflix.” According to Greg 
Peters, chief product officer, Netflix, 
the platform is far from reaching the 

limit when it comes to the addressable 
market given the pricing structures 
Netflix has right now. “We have a lot 
of room to grow in a recently affluent 
part of the society in India and around 
the world. We are constantly testing 
our pricing models and strategy that 
works best and finding what features 
we can add that are revenue positive 
and have a consumer-friendly kind of 
approach,” he concludes.n

feedback@afaqs.com

Falling Behind But...
NETFLIX

Netflix released its Q2 results on Monday and due to subscriber numbers falling short, the OTT platform’s 
stock went down by 10 per cent. By News Bureau

(L-R) Peters, Sarandos and Hastings: hoping to get the momentum back
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PayPal, the US-headquartered 
digital payments company, 
recently rolled out its first full-

fledged brand campaign (highlighting 
how safe it is) to announce its Indian 
footprint. Paypal took quite a bold 
step by making the move to enter 
an intensely competitive market 
that’s already populated by strong 
homegrown brands like Paytm and 
global giants like Google (with Tez).

But, what makes it the right time 
for the brand to tell their PayPal 
story in India? We ask Jayant Desai, 
head of marketing, PayPal India, who 
responds, “The domestic business 
was launched on 8 November 2017; 
which marked the day of the historic 
move of Demonetisation. In April, 
we announced general availability 
(GA) - any merchant, who wants 
to come to our platform, could do 
so. Since then, the team has been 
working to get the whole machinery 
up and running and, therefore, we 
felt the time is ripe...”

Has there been too much light 
shed on the ‘Safe hai’ aspect? “We 
wanted to position it as a safer and 
easier way to pay and hence the 
catchphrase that is underpinned by 
PayPal’s value proposition in terms 
of buyer and seller protection,” Desai 
states. The online payment market 
space in India has been increasingly 
flooded with cashbacks, best deals 
and used cases. In such a scenario, 
are Indians ready to prioritise the 
‘safe and secure’ narrative offered by 
this American player? 

“Our research indicated that safety 
and security are the primary needs 
while making online transactions. 
We felt that that’s what differentiates 
us from the crowd and the frenzy 
of cashbacks,” Desai explains, even 
though India is largely a cash market 
as close to 90 per cent of personal 
consumption expenditure that Indian 
consumers make is still in cash.

When asked about the execution, 
Desai specifies that the TG for 
the campaign is the global Indian. 
“They are basically English-speaking, 
affluent, tech-savvy, online users, 
who travel, and are likely to have a 
credit card. Keeping this audience 
in context, we chose the cast and 
characters in our communication. 
So the creative tension plays around 
something that PayPal is about (an 
American brand venturing into the 
Indian market). It’s about creating 

that global-local creative tension and 
also between the old and the new.” 

According to Desai, there are 
two paths to security - one is to 
create an alarm and the other is to 
create the consumer’s confidence. 
“We opted for the latter. Rajit 
Kapur was a choice made by Shoojit 
Sircar, the campaign director. From 
a creative execution point of view, 
it appears quite an oversimplified 
version where the man of the house, 
portrayed as an old-world father 
(Rajit Kapur), is yet to embrace 

the digital mode of payment. Is the 
brand fully focused on converting 
people who are yet to come online?  
Sumanto Chattopadhyay (chairman 
and CCO at Bates, the agency), who 
has worked on this campaign, says, 
“We’re portraying a family in which 
the mother and daughter are quite 
progressive, in terms of comfort 
levels, with online purchases and 
payments. The father, however, is 
cautious about online payments.”

Chattopadhyay doesn’t feel this 
is an over-simplification at all. “It 
stems from the fact that there have 
been many instances of credit cards 
and other instruments of online 
payment, being hacked. I myself have 
been a victim of this,” he explains.

“When I realised that PayPal has 
a truly impregnable back-end and it 
doesn’t even reveal your credit card 
details to the merchant - I felt secure 
about using it. That’s the insight we 
built Rajit’s character on,” he shares.

On being quizzed whether 
he is positioning an international 
wedding as the big usage occasion, 
Chattopadhyay responds, “An 
Indian-American wedding gave us 
the opportunity to talk about how 
PayPal can be used to pay for online 

purchases both locally and across 
borders. It also aptly mirrored the 
journey of this global payments giant 
which began in the US and is now in 
India. And yes, weddings are a huge 
occasion for all kinds of purchases 
for which PayPal may be used.”

INDUSTRY SPEAK
Despite taking the beaten track of 

typical family gatherings, before and 
after a wedding celebration, there 
is still a warm feeling that the films 
evoke, feels Kishore Karumbaiah, 
chief creative officer and partner, 

Langoor. “The credit surely goes to 
the actors, both the newbies and the 
veterans,” he adds.

Nonetheless, when it comes to 
effectiveness, for those wary of online 
shopping, the casual tone of the film 
will not cut it. “Hopefully, they have 
planned a full-blown digital/ social 
campaign to support the TVCs. How 
safe is ‘Safe hai’? Only time will tell,” 
Karumbaiah continues.

Gopa Kumar, EVP, Isobar, says, 
“The series of videos and smaller 
edits drive home the fact of the 
safety and ease of use functionality 
of PayPal. The film is simple, nicely 
shot, with believable character, and 
drives home the objective clearly.”

The challenge PayPal faces is that 
it’s an already cluttered market. How 
it stands out and becomes relevant to 
consumers will depend on the width 
of acceptance of the platform from 
both merchants and consumers.

Kumar maintains, “With respect 
to India, this takes time because of 
factors like finance, literacy, language 
etc. It is a good start for a brand; I 
would like to see how they are able 
to sustain and keep on educating the 
consumers over time.” n

deepashree.banerjee@afaqs.com

The Differentiating Factor
PayPal is trying to bring the domestic and cross-border story alive. By Deepashree Banerjee

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

“Our research 
indicated that safety 

and security are 
the primary needs 

while making online 
transactions. We 

felt that that’s what 
differentiates us from 

the crowd and the 
frenzy of cashbacks.”

JAYANT DESAI
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Havells India — an electrical 
equipment manufacturing 
brand with a product 

portfolio ranging from home 
and kitchen appliances, lighting, 
switchgear, cables and wires — in a bid 
to promote its LED lighting solutions, 
has released a new digital campaign. 
Titled ‘Let’s End Darkness’, the new 
ad film is based on the core idea 
that everyone holds a different dollop 
of darkness within themselves and 
that switching to the LED lighting 
range from Havells not only brings 
you a wide range of energy efficient 
lighting solutions but also removes 
the darkness.

To promote its various products 
and product categories, the brand has 
done both quirky as well as touching 
(socially responsible) communications 
in the past. 

Conceptualised and created by 
Dentsu Digital, the latest film - ‘Let’s 
End Darkness’ - has been produced by 
Films Rajendraa. What’s interesting is 
the fact that the brand has gone with a 
rather typical TV advertisement motif 
of showing the same old ‘doctor/ 

engineer vs modern-day profession’ 
argument for its #LetsEndDarkness 
campaign.

The ad film depicts the emotions 
of a discerning father who allows 
his son to take photography (still 
considered an unconventional career 
option) as a profession. In fact, the 
over-one-minute-long video takes 
the term LED (light-emitting diode) 
to an altogether different proposition 
where the three letters of ‘LED’ stand 
for ‘Let’s End Darkness’.

Speaking to afaqs! Reporter 

about the objective behind walking 
the same old path, Avinash Joshi, 
Sr. VP and business head at Dentsu 
Digital states that an ad which doesn’t 
relate with its audience, is not an ad. 
“#LetsEndDarkness is about more 
than just professions, rather, it’s about 
giving our audience a bigger message 
of ending the darkness - called 
difference. As a matter of fact, still, 
only these two professions (medical 
and engineering) are considered as 
safe and respectable,” he says.

“When we got the brief, it was 
simple and clear - ‘To position 
Havells LED as a preferred choice 
above the competition and to make 
the brand synonymous with LEDs in 
the lighting segment’. The first thing 
that came to our minds was ‘what 
does LED actually stand for?’ So, we 
asked a few people and the answers 
were - ‘L (something) E (something) 
D (something-something). This 
instinctively gave us the idea that 
when people don’t even know the 
meaning of the word ‘LED’, then why 
not change it! But change it to what? 
Thus, ‘Let’s End Darkness’ was born. 

We brought in a human angle of the 
darkness inside us which is about 
Doubt, Difference, Discrimination, 
Division, Distance, and a lot more,” 
Joshi adds.

Interestingly, there is subtle/ 
minimalistic branding in the entire 
film and the name of the brand 
appears only at the very end of the 
video. We wanted to know if it 
was tough for the agency to resist 
the temptation of lingering on the 
product for longer and how does 
Havells Lighting benefit from it.

“The beauty of working for 
a bold and visionary client is that 
they understand the depth and the 
power of an idea. The moment we 
presented the idea everybody in the 
boardroom had the same conviction 
and clarity that this is not just a 
product campaign, it’s about owning 
a bigger platform. That’s why the 
product shots in the film are smooth 
and natural. Frankly, the decision 
was taken in five minutes,” explains 
Hitesh Jain, creative director at 
Dentsu Digital.

OVER TO THE EXPERTS
According to Ayan Banik, head 

- brand strategy, Cheil India, it’s a 
smart communication tactic to own 
a generic category like - LED - by 
coining socially relevant terminology 
-LED = Let’s End Difference/ 
Let’s End Darkness. He, however, 
maintains, “The premise of ‘Let’s End 
Difference/ Let’s End Darkness’ is a 
pretty powerful thought, especially 
with regard to lighting/ LED as a 
category. Unfortunately, the creative 
rendition hasn’t been able to do 
justice to the thought.”

He adds, “The idea kick-started 
on a much larger social issue, 
but somewhere, the storytelling 
succumbed to the pressure of doing 
light-hearted, breezy, humour-filled 
communication to appeal to the 
‘so-called urban millennial mindset’. 
Previously, the brand has done 
funny as well as socially responsible 
communication, this time around, in 
their bid to do both, they haven’t been 
able to do justice to either.”

Echoing Banik’s sentiments, 
Bikram Bindra, VP and strategic 
planning head - Delhi, Grey Group, 
says, “The film has an interesting and 
a potentially powerful premise, but it 
isn’t leveraged enough. The narrative 
around ‘doctor/ engineer’ seems a bit 
hackneyed to me - surely in today’s 
day and age there would be graver 
issues that one could shine a light on.”

He further adds, “The branding 
was on point; it is great that brands 
are waking up to the value of minimal 
presence in their large, purposive 
driven work. Overall, I think the 
space has great opportunities and a 
strong connect with the category and 
brand. I look forward to what comes 
next in this series.” n

sunit.roy@afaqs.com
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The Old Debate Continues
HAVELLS

Again, we hear the words ‘doctor-engineer’ in a commercial. This time, in a Havells ad. By Sunit Roy

Conceptualised and created by Dentsu Digital, 
the film has been produced by Films Rajendraa.

“When we got the 
brief, it was simple 

and clear — To 
position Havells LED 
as a preferred choice 

above the competition 
and to make the  

brand synonymous 
with LEDs in the 
lighting segment.”

AVINASH JOSHI
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IKEA

At the beginning of the year, 
in its hometown of Sweden, 
IKEA, the multinational 

furniture and home accessories 
brand, put out a magazine ad with 
an in-built pregnancy test, asking 
women to use it and eventually 
revealed a discount on a baby crib. 
Needless to say, the ad flew high on 
the global ads buzz-meter.

IKEA (‘ee-kay-a in Europe and 
‘aii-kea’ to the rest of the world) is 
no stranger to generating intrigue 
and its ads are usually described 
as inspiring; even boundary-
pushing. Ads like the one on drag 
pride or the one that made heroes of 
everyday home accessories, the one 
with beds and mothers or even the 
one that celebrated its classic Poang 
chair’s 40th birthday and the others 
in between, have all made interesting 
statements for the brand.

The ad world talks a lot about 
IKEA’s great track record of winning 
Cannes Lions, where it has been 
lauded for clarity of vision and an 
‘ability to localise its global target 
market and create campaigns that 
vary significantly across territories.’

Now, finally, as brand-savvy 
Indians eagerly await the opening of 
the first IKEA store in Hyderabad, 
in August this year, the company has 
partnered with Dentsu Impact to roll 
out its first campaign for the country 
— titled ‘Make Everyday Brighter’.

The maiden TVC strings together 
carefully curated mise-en-scène shots 
filled with everyday family moments 
aided by visual staples for IKEA ads 
- soft natural light, products woven 
in, with some price points thrown in 
here and there.

In India, the company has spent 
three whole years learning about its 
consumers — from cultural roots, 
aesthetics, aspirations, and buying 
behaviour. While some would expect 
the DIY aspect of IKEA’s products to 
be highlighted somewhere, the first 
film, for now, doesn’t touch upon 

it. Also, consumers can, for a small 
premium, opt for pre-assembled 
home delivered furniture.

IKEA earlier stated that the growing 
young population in India, who move 
houses frequently and are more likely 
to snap up its inexpensive, functional 
furniture, are a focus. The brand is 
reportedly expected to spend between 
`150-180 crore on advertising 
this fiscal. Ulf Smedberg, country 
marketing manager, IKEA India, says 
“Everything we do comes from our 
belief to create a better everyday life 
and from market insights and this is 
expressed in our positioning direction 
‘Make Everyday Brighter’.”

He adds, “For us, it is important 
that all we do should be relevant yet 
aspirational and connects India and 
IKEA in a fun, distinct, yet unique 
way.”

KEEPING INDIAN  
SENSIBILITIES IN MIND
Dentsu Impact’s president, Amit 

Wadhwa and chief creative officer, 
Soumitra Karnik, agree that ‘this is 
unlike any other launch’. “IKEA has a 
very strong global tonality that ensures 
that the brand’s core and vocabulary 
remain intact from country to 
country. India, of course, is unlike 
any western market and it was a fine 
balance to maintain between global 
tonality and Indian sensibilities, 
especially given the largely traditional 
market of Hyderabad,” they explain.

They add that the brief was, 
therefore, interpreted from ‘the 
lens of modern India; a melting 
pot of traditional values interpreted 
for contemporary society — with 
blurring gender roles, loosening 
social mores, evolving family 
dynamics, and modernising value 

systems — but still hinged on the 
universal bond of home and family, 
which is IKEA’s core domain’.

WILL THERE BE A QUIRKIER 
APPROACH FOR DIGITAL?
“Absolutely!” exclaims the 

team. “This is a brand whose 
communication always leaves you 
with a happy feeling - sometimes 
through quirk, sometimes through 
warmth. The TVC, being the first 
one in India, was conceptualised 
in a manner that’d appeal to the 
mass audience. Yes, it is warm, but 
not in a mushy, stereotypical way; 
it’s progressive and very real,” they 
elaborate.

They agree that digital, as a 
medium, does allow for a quirkier 
approach. “Very soon you will see 
an entire series of communication 

that is fun, quirky and very fresh. 
Without giving away much, all I’d 
say is that we have in store something 
that is new for the Indian market, as 
well as for IKEA,” the team promises.

On the execution, the team wanted 
to focus on the brand’s ‘warm, real 
and authentic values’. “Moments 
that are real and spontaneous — not 
made up at all - that is something that 
you will always see in IKEA’s films,” 
they express.

MAKING AN IMPACT?
“No one can deny that IKEA 

is iconic. It needs no introduction 
to the globally travelled, affluent 
Indian. All that these people need 
to know is the address of the store!” 
exclaims Subramanian Krishnan, 
chief strategy officer at TBWA India.

“However...,” he adds, “...in the 
longer-term horizon, one assumes 
that the brand seeks to connect with 
a more middle-class sensibility and 
be aspirational to someone who is 
not aware of IKEA yet. Seen through 
this lens, I feel IKEA could’ve done 
better. The challenge, in such cases, 
almost always, is to take a global brand 
idea and ‘Indianise’ its meaning. It’s 
in this Indianising that the campaign 
falters. I feel it would’ve resonated 
more if it had some uniquely Indian 
situations or emotions, instead of 
cupcakes, forks and sleepovers.”

Varun Duggirala, co-founder and 
content chief at The Glitch, has this to 
say, “IKEA as a brand, has always been 
aspirational and its range of furniture 
and the variety and beauty of each 
has always been the stuff of furniture 
dreams. There has also always been a 
certain quirk to its advertising. That’s, 
unfortunately, missing in this film.”

“In an attempt to make a 
wholesome Indian family the hero of 
the film, the furniture itself doesn’t 
look as appealing or differentiated. 
For me, personally, the messaging 
of ‘why should I buy’, isn’t clear 
enough for the Indian consumer. 
Bring back the quirk, I say,” he adds.

Rahul Ghosh, senior VP and creative 
director at Contract Advertising looks 
at IKEA as a lighthouse creative brand 
that has consistently hit out of the 
park. “It has done some delightful 
work across all kinds of media-great 
films, compelling activations. So we 
were looking forward to the first 
Indian IKEA commercial. And frankly 
speaking, it was a bit of, you know, a 
downer of sorts,” says Ghosh. n

shweta.mulki@afaqs.com

Maiden Attempt 
After three years of 
‘understanding the Indian 
consumer’ the furniture 
giant rolls out its first  
ad campaign in India.  
By Shweta Mulki 

Being the brand’s first TVC in India, it was 
conceptualised to have a mass appeal.

“Everything we do 
comes from our belief 

to create a better 
everyday life and  

from market insights, 
and this is expressed 
in our positioning 
direction ‘Make 

Everyday Brighter’.”
ULF SMEDBERG
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The stand-up comic is today’s 
youth celebrity and can quite 
easily occupy the same space 

as a Bollywood starlet, in the digital 
arena. Thus, with a clear aim to 
recreate the brand connect, Bourbon 
Friendly Matches brings two 
YouTube heavyweights — comedians 
Abish Mathew and Mallika Dua — 
to the proverbial stage where the 
duo have to prove their friendship 
through a series of seven whacky 
challenges. Each challenge tests an 
attribute of their friendship which 
the brand claims to have arrived at 
after intense consumer research.

So, afaqs! Reporter asked Ali Harris 
Shere, VP marketing, Britannia, the 
inevitable question — What kind of 
strategy was employed by the brand 
to pull off the whole concept of 
comedy content with blatant product 
placement? 

“The consumer insight that we 
picked up on was that expressing 
and sharing real friendship on social 
media was a big thing. Also, stand-up 
comedy is the new emerging trend for 
its hilarious and brutal honesty. The 

concept of ‘Friendly Matches’, with 
two popular stand-up comics, could 
address our insights and it is also 
central to the brand’s idea of fulfilling 
real friendships,” he explains. 

“Comedy is no doubt the largest 
consumed genre of content amongst 
millennials and Gen Z,” Shere states, 
adding that this target demographic 
seeks humour and light-hearted 
content from social media.

A recent case study — MTV 
Many Me — just reaffirms that 
view by stating that humour is the 
biggest weapon for today’s youth. 
MTV recently launched its youth 
study titled ‘MTV Many Me 
Project’ covering 11,000 youngsters 
from more than 50 cities across India. 
Among millennials, humour drives a 
50 per cent lift in brand familiarity.

Shere continues, “The brand 

wants to create a world of friendship 
that is real and unpretentious. We 
want to find a place in each friends’ 
group and this campaign is our first 
salvo in that direction.”

The rules of engagement, when it 
comes to brands and their obsession 
with celebrity partners, stands quite 
in contrast today as opposed to say, 
a few years ago and that definitely 
carries a breath of fresh air along with 
it. In the recent past, several brands 
have picked stand-up comics over 
Bollywood biggies to advertise their 
brands.

It’s not just the premium cream 
biscuit segment, but this trend can 
easily be spotted in various other 
segments. For example, Suresh 
Menon’s quirky stand-up comedy 
video for Godrej’s home insecticide 
brand HIT and Tanmay Bhat’s 
exuberant presentation in the new 

Taco Bell ad.
Shere further expresses, “The 

challenge with ‘Friendly Matches’ 
was to pick the right stand-up comics 
and use them in a way they’ve never 
been used before for a brand — and 
hence, the idea of a game show 
format featuring Mallika Dua and 
Abhish Mathew, who are good 
friends in real life as well.”

The show features them proving 
their friendship to each other in fun, 
whacky ways with their own brand of 
humour thrown in; the ‘Saat phere of 
Friendship’ as they called it.

Interestingly, today’s consumers, 
especially netizens, tend to have 
increasingly shorter attention spans 
and they prefer not to sit and watch 
long-format creatives/ad films unless 
there’s a very definitive and interesting 
hook to the ad. In such a scenario, we 

were curious to find out just what 
gave the brand the confidence to go 
ahead with such product-led content 
over long episodes.

That brand claims that the digital 
campaign achieved the highest ever 
view-through rate of 45 per cent, 
which is 10 per cent more than the 
industry average and it performed 
significantly higher than benchmarks 
across all media metrics.

The length was, therefore, not a 
deterrent in this case and Shere adds, 
“In fact, the longer edits performed 
even better than the shorter ones, 
proving that good content finds its 
audiences.”

The campaign, therefore, rendered 
the brand a powerful (much needed) 
digital activation platform around 
real friendship.

“The genre of comedy hit a big 
sweet spot with the Digital Native 
TG. The campaign brought together 
Abish Mathew and Mallika Dua, 
who helped drive sustained interest 
and conversations around it. The 
campaign has also helped position 
Britannia as a young and fun brand 
to a core consumption TG i.e. the 
youth,” Shere informs.

The brand, this time around, 
recognised the need for a revamp and 
felt the requirement to unlock the 
new proposition and the necessary 
amount of communication for the 
same.

So, afaqs! Reporter asked Priya 
Shivakumar, executive creative 
director, JWT about her role as the 
creative agency in this campaign as 
apparently, there is no advertising 
involved as such. In such ‘content 
marketing’ type of videos, what 
purpose does the ad agency serve 
exactly?

“As the creative agency, we devised 
the concept of friendly matches. The 
whole idea to create a series of seven 
episodes was a thing we thought 
would really resonate with our target 
consumers. That and having two 
stand-up comics,” she opines.

“The themes and interactions 
were crafted by our team and was 
later written by Abish Mathew,” 
Shivakumar informs further.

STRIKING A CHORD?
For Chandrashekhar Mhaskar, 

EVP, Isobar, the BFF moments were 
more of a nostalgic ride all the way. 
“They were throwback moments for 
me, personally,” he says candidly.

With regard to the longish-
short format type, he says, “This 
might catch on and prevail for some 
time, provided the content is really 
fascinating and glues the attention of 
the viewers.”

Shrenik Gandhi, chief executive 
officer and co-founder, White Rivers 
Media, praises the fun route taken 
up by the brand. “I liked the way the 
film series has been shot; it is tight, 
crisp and funny,” he says.

However, there is always room for 
improvement, Gandhi points out. He 
believes that User-Generated Content 
(UGC) — if the brand had called 
in fans to share their videos with 
their BFFs — could have had a better 
impact. “But, getting fans to shoot 
something as long as this was a big 
ask”, he shares in the same breath. n

deepashree.banerjee@afaqs.com

Laughter in the Air
BRITANNIA

The brand has created 
multi-episode digital 
content with comedians 
Abish Mathew and  
Mallika Dua.  
By Deepashree Banerjee

“The consumer  
insight that we  

picked up on was  
that expressing and  

sharing real friendship 
on social media  
was a big thing.” 

ALI HARRIS SHERE
The campaign has helped position Britannia as 

a young and fun brand amongst youth.

2 5afaqs! Reporter, August 1-15, 2 0 1 8



e

Cadbury’s ‘Kuch Meetha Ho 
Jaaye’ campaign is somewhat 
iconic in the advertising and 

marketing space and even with its 
vast consumer base. Time and again, 
however, the brand has released new 
creatives — each with a different 
message — under the ‘Kuch Meetha 
Ho Jaye’ umbrella.

The brand’s latest tagline, ‘Kuchh 
Achha Ho Jaaye, Kuchh Meetha Ho 
Jaaye’, is aimed at building a strong 
brand equity and emotional connect 
for the brand. The tagline also mark’s 
Cadbury’s 70th anniversary of its 
presence in India and is a renovation 
of its original ‘Kuch Meetha Ho 
Jaaye’ campaign.

The new campaign is led by a 
TVC and will be further amplified 
through digital and social activations 
along with PR and innovative OOH.

Commenting on the launch of the 
campaign, Anil Viswanathan, director 
- marketing (Chocolates), Mondelez 
India, says, “For many years now, 
Cadbury Dairy Milk has represented 
a host of emotions, from shared 
values such as family togetherness, 
good feelings and collective joy. On 
the brand’s 70th year in India, the 
new ‘Kuch Accha Ho Jaaye, Kuch 
Meetha Ho Jaaye’ campaign, will aim 

to recapture the Cadbury Dairy Milk 
spirit, strengthen connections with 
consumers and shine on people who 

go the extra mile for others.”
Conceptualised and created by 

Ogilvy India, the TVC features two 
brothers as its central characters. The 
younger brother is shown kneeling 
down in front of an empty Cadbury 
Dairy Milk wrapper, praying for 
his chocolate to reappear. The elder 
sibling is studying while keeping an 
eye on his brother’s antics. The elder 

brother, out of the goodness in his 
heart, sacrifices his chocolate and 
replaces the empty wrapper with his 
own. The younger sibling is surprised 
by what transpires and runs to show 
his brother that his prayers have been 
answered, while the elder brother 
plays innocent. But the mother, a 
silent spectator, notices her elder son’s 
generous act. The creative signs off 

with the new tagline “Kuch Achha Ho 
Jaaye, Kuch Meetha Ho Jaaye”

Sharing the insights behind the 
campaign, Sukesh Nayak, CCO, 
Ogilvy India, says, “This film 
launches the new positioning of 
Cadbury. It’s a beautiful story that 
lauds generosity. Something that I 
feel the world needs a lot these days. 
This story is a moment captured in 

a regular day between two brothers; 
told with a simple human charm, 
straight from the heart. It doesn’t 
stop at this. There is a whole lot 
planned to bring alive this thought. 
It is Cadbury’s attempt to bring forth 
the inherent goodness in people; 
capturing the spirit in a way that only 
Cadbury can.” n

feedback@afaqs.com

Changing Tracks 
CADBURY

The brand’s new tag line ‘Kuchh Achha Ho Jaaye, 
Kuchh Meetha Ho Jaaye’ is aimed at building a 
strong brand equity and marks Cadbury’s 70th 
anniversary in India.  By News Bureau  

The new campaign, conceptualised and  
created by Ogilvy India, is led by a TVC.

“The new campaign 
will aim to recapture 
the Cadbury Dairy 

Milk spirit, strengthen 
connections with 

consumers and shine 
on people who go the 
extra mile for others.”
ANIL VISWANATHAN

On July 19, Lodestar UM, the media 
agency from the stables of IPG 
Mediabrands, celebrated ‘Impact Day’. 

It was a day when the agency turned off its emails 
and closed the office to come together to help the 
surrounding communities.

The agency identified some relevant themes 
city-wise and built an ‘Impact Plan’ around it.

With plastic being a huge point of discussion 
in the country, Lodestar UM, adopted the 
theme of ‘Say No to Plastic’ across all offices, 
except Mumbai. They roped in a client, Borosil, 
who make glass water bottles costing roughly 
`300. The agency created a vibrant ‘save marine 

life’ series on glass water bottles that could be 
customised for individuals with their names.

Large corporates which participated across two 
cities — Delhi and Bangalore — were Whirlpool, 
IndusInd, Viacom, BMW, Times of India, SAIL, 
IOCL, McCann, Cheil, FCB, Wipro, Exide Life 
Insurance, Air Asia, Duroflex, and Amante. The 
creative and art was done by FCB Interface.

The agency did a separate activity for Mumbai 
- Saki Naka in Andheri is an industrial area that 
generates a lot of garbage. Every little stretch of 
road has a garbage dump. The agency decided to 
make a UM Impact Day theme and execute the 
whole project from start to finish. 

While the initiative was being driven by 
Lodestar UM, seeing the energy and enthusiasm 
around this mission, other offices in the agency’s 
building, including FCB Ulka, FCB Interface 
and Initiative, and Rapport wanted to be part of 
it. On July 19, over 200 employees of Lodestar 
UM and all the other companies came together 
on the street, to transform the area. n

feedback@afaqs.com

Celebrating Impact Day
Impact Day is about the agency taking a day off to come together 
and help surrounding communities. By News Bureau 

LODESTAR UM

All for a cleaner surrounding
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Nine years ago, the 
accommodation-sharing 
online company Airbnb 

was born in a San Francisco room 
with three guests - one of whom 
incidentally was a thirty year old 
Indian. At one point, its three 
founders - Brian Chesky, Joe Gebbia 
and Nathan Blecharczyk even sold 
cereal to keep it afloat. Defining 
its core audience as ‘head-first 
explorers’, today, it’s a community 
of 5 million homes in 191 countries, 
and an icon of the sharing economy.

Airbnb’s global campaign - ‘Live 
There’ was introduced in India in 
April last year urging travellers to 
not just ‘see’ a destination but ‘live’ 
there. The aim was reimagine travel, 
so it highlighted experiences made 
possible through its community and 
used celebrities like Shahrukh Khan 
and Twinkle Khanna to start the 
buzz. Now, for the campaign’s first 
wide-reach messaging in India, it is 
actor-couple Kareena and Saif Ali 
Khan (both, incidentally, don’t have 
an official social media presence) 
helping them widen the base. Isn’t 
that a stretch?

Says Varun Raina, Airbnb India’s 
marketing manager, “Saif-Kareena 
are known to be articulate about 
their preferences and bold choices. 
Through the association we also 
wanted to give travellers a sneak peak 
into their lives and how they travel.” 

Backpacking, middle-income 
millennials are an important part of 
the company’s TG. Will Saif-Kareena 
resonate with them? Last year Wieden 
& Kennedy was picked as Airbnb’s 
global (creative) agency of record - its 
India arm has made these three films. 
The team wanted to show the couple 

in a new light, and bring out the 
essence of ‘taking some time off from 
the usual, and show the excitement of 
planning a holiday.’

The videos have crossed 10 
million views. Does that reach 
enable a connect with the relevant 
audience? Communications 
consultant Karthik Srinivasan feels 
the use of celebrities who can afford 
any/every kind of place anywhere 
in the world perhaps alienates most 
target users of Airbnb. According 
to Srinivasan Airbnb is built on 
peer-to-peer word of mouth. “This 
idea, oddly, seems to take peers out, 
replacing them with celebrities. 
In line with Uber’s Virat Kohli-
featuring campaign, this continues 
to demonstrate a lack of imagination 
from the agencies,” he says.

Ishrath Nawaz, ECD, Publicis 
India, feels the execution is nice and 
natural. He thinks it could work, 
but barely. “It’s refreshing, and to 
some degree, clutter-breaking, and 
does the job of telling people about 
the little things that make AirBnB 
different. But I won’t score it high 
on memorability and recall,” says 
Nawaz.

Pooja Jauhari, CEO at The Glitch 
says, “The chemistry between Saif 
and Kareena lifts the very simple 
creative, making it an easy watch. So 
from a marketing strategy standpoint, 
using the couple works for me as 
people are talking about it.”

On the other hand however, the 
focus is on luxury residences, and in 
my view this alienates backpackers, 
young and budget travellers - which 
is a very large pool of options available 
on Airbnb”, feels Jauhari.n

shweta.mulki@afaqs.com
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Is this the Right Fit?
AIRBNB

Airbnb hires Kareena and Saif to woo travellers to 
try new ways of doing old things. By Shweta Mulki Millennials are leading cultural changes

Edited Excerpts from an interview 
with Varun Raina, marketing 
manager, Airbnb, India:

Do messages like “You can 
have your own home. Make 
your bed. Cook. Do the stuff 
you normally do” appeal to 
the Indian traveller?

Over a million Indians 
have travelled using Airbnb. 
This is  testimony to the new-
age traveller’s willingness to 
experience the world in new 
ways.

Can you share some insights 
on the Indian market vis a vis 
consumer behaviour/habits?

Nowadays travellers are open 
to experimentation, as choices 
reach an all-time high. A new 
era of travel and hospitality has 
emerged, with consumers who 
are more confident about their 
choices and preferences.

Indians are amongst the 
highest spenders when it comes 
to outbound travel - some of 
the most preferred destinations 
include New York, London, 
Paris, Milan, Dubai and Bangkok. 
They have moved beyond the 
idea of annual vacations and now 
instead plan multiple shorter trips 
through the year.

Another trend is customised 
amenities and facilities in 
accommodation which also 
determines destination choice. 
For example, last year we 
conducted a survey across the 
APAC region which revealed that 
food was a big influencer “basis 
which we curated the ‘Kitchens of 
Asia’ initiative.

Airbnb India has reported-
ly witnessed a 200 per cent 
growth last fiscal here. What’s 
your current push? 

We intend to sustain this 
momentum and partner with 
local business and communities, 
regulatory bodies, governments 
and influencers to take Airbnb 
deeper into markets and build 
stronger connect with travellers.

At 30,000 listings in India, it’s 
been a 115 per cent growth in the 

past year. Goa - our top domestic 
destination - has over 5,000 
listings, with a growth of 259 per 
cent in listings since 2015 and a 
surge of 515 per cent in domestic 
and international bookings. We 
have almost  doubled growth in 
the number of nights booked on 
Airbnb in India since 2016.

Airbnb is enabling micro-
entrepreneurship for home 
owners. For several hosts, it’s 
among the primary sources of 
income.

What drives millennials’ trav-
el behaviour?

Millennials are on the frontline 
of cultural changes. Some of the 
key drivers we have noticed are:  

Experiential travel: They now 
want to build their itineraries, and 
immerse themselves in the local 
culture, cuisine, and more.

Personalised experiences: 
Each person’s interpretation of 
hospitality varies and the common 
element across categories is the 
ability to customize.

International travel and long 
weekends: Technology has made 
it easier to plan, and travellers 
no longer see planning these 
vacations as a daunting task.

With online travel aggregator 
portals and hotels too focus-
ing on experiences, who do 
you see as competition?

This space has immense 
potential for diversity and it is 
encouraging to see a shift in the 
domain, as people increasingly 
know what they want from their 
travel experiences.
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New campaigns across television, print, out-of-home and digital media.

Got some great campaign that has been published recently? Upload it on afaqs! for the world to see.
Visit: www.afaqs.com/advertising/creative_showcase

o e e

HAVELLS
The digital ad takes the term LED (light-
emitting diode) to an altogether different 
proposition where the three letters of ‘LED’ 
stand for ‘Let’s End Darkness’. 
Creative agency: Dentsu Digital 

CADBURY
The TVC was released with new tagline 
‘Kuch Achha Ho Jaaye, Kuch Meetha 
Ho Jaaye’ marking the brand’s 70th 
anniversary in India.
Creative agency: Ogilvy India 

BRITANNIA
The brand has created multi-episode digital 
content with comedians Abish Mathew and 
Mallika Dua with an aim to recreate the 
brand connect, Bourbon Friendly Matches.
Creative agency: JWT

PAYPAL
The brand’s TVC is part of its first 
full-fledged campaign in India. The ad 
stresses on value proposition in terms of 
buyer and seller safety.
Creative agency: Bates

APPLE
The ad, featuring AR Rahman, is part of the 
brand’s ‘Behind the Mac’ campaign that includes 
three more films featuring an entrepreneur, 
another musician and a blind photographer.  
Creative agency: Media Arts Lab 

GOOGLE
The ad for Google’s payment app —  
Tez — stresses on the platform’s ease-of-
use and security by de-materialising the 
card and enabling customers with ‘tap  
an pay’.

KELLOGG’S
The brand’s ad film for Chocos Fills beats  
a ‘moody’ mood with the product’s  
‘choclaty’ nature.

FACES CANADA
The ad for Ultimate Pro matte lip crayons 
features actor Kriti Sanon and is part of 
the brand’s ‘#BeautifulBeginsWithYou’ 
campaign.
Creative agency: Dentsu Aegis Network

PARLE
The brand targets teenagers and young 
adults with its new campaign and awards  
‘20 out of 20’ for forward thinking while 
dealing with "traditional" norms. 
Creative agency: Everest Brand Solutions

INCREDIBLE INDIA
The ad aims to show that there’s a 
reason more than beautiful landscapes  
to visit India. There’s a luxury to be 
enjoyed and mystery unravelled.
Creative Agency: McCann Worldgroup 

METROPOLIS
The ad film is for Fever Fighters, a patient 
care initiative by the brand, that promises  
to fight fever 24x7. 
Creative Agency:  21N78E Creative Labs

VIDEOS

AMUL
Like Ronaldo, the 
brand too scores 
a GOAL with the 
tag ‘Great On All 
Things’. The print ad shows  
Cristiano Ronaldo juggling three goals, no wait!,  
it’s three blocks of Amul butter.
Creative agency: daCunha Communications

WEST BENGAL 
ZOO AUTHORITY
The print ad showing a  
one-horned rhino takes a  
dig at keyboard-
conservationists. The image 
states, unlike images, text, 
files, ‘Right-click can’t save Rhinoceros. Adoption can’.
Creative agency: Genesis

PRESTIGE 
JINDAL CITY
This print ad for the  
real estate brand 
attempts to woo 
customers with its 
proximity to shopping 
areas. The ad copy itself reads ‘Move closer to shopping’.
Creative agency: Watercrab

PRINT

Rag rag mein
Daude city

be heard

THE MOST AUDACIOUS AD OF THE MONTH

IKEA
After three years of ‘understanding the 
Indian consumer’, the furniture giant 
has rolled out its ad campaign in India. 
Creative Agency: Dentsu Impact
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Post: Business Head - Media 
Company: IdeateLabs
Profile: Devising overall business 
plan and corporate media strategy 
for new & existing clients. 
Researching/piloting new digital 
channels to continually position 
clients as a leader in the online/
digital marketing arena.
Exp: 8 to 10 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 & energetic 
team leaderCreative agency 
experience and/or relationship 
highly regarded.
Exp: Minimum 7 years design 
experience within FMCG
Location: Mumbai  
(Vidyavihar West)
Email: danielle.campany@
imsglobal.agency
...........................................................

Post: Client Servicing Manager 
Company: Kadmus Entertainment 
Pvt Ltd 
Profile: Develop marketing 
strategies for clients. Ideate and 
execute new marketing concepts. 
Understand client requirements, 
provide expertise in all areas of 
digital marketing such as campaign 
strategies, social marketing, SEO, 
paid marketing, etc. 
Exp: 1 to 4 years
Location: Mumbai
Email: mrunalisawant@kadmusent.
com
...........................................................

Post: Sr. Social Media Executive / 
Jr. Social Media Executive 
Company: Vermmillion 
Communication Pvt Ltd
Profile: Oversee all company social 
media accounts management; 
Develop engaging, creative, 
innovative content for regularly 

scheduled posts, which enlighten 
audiences and promote brand-
focused messages.
Exp: 2 to 4 years
Location: Gurgaon
Email: hr@vermillion.net.in
...........................................................

Post: Sr. Copywriter 
Company: Centum Advertising & 
Marketing Pvt Ltd 
Profile: Worked for few 
government clients and brands 
at a reputed advertising agency. 
Excellent command and writing 
skills in English and Hindi. Copy 
writer who can think visually. 
Exp: 4 to 6 years
Location: Delhi
Email: hr@centumad.com
...........................................................

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

Post: DTP / Studio Computer 
Operator  
Company: Quotient 
Communications Pvt Ltd
Profile: Layouts, Adaptations, Final 
Artworking, Image work and other 
computer and graphics related 
work. 

Exp: 2 to 5 years
Location: Mumbai
Email: team@quotientcomm.com
...........................................................

Post: Associate Creative Director 
(Art) 
Company: Organic BPS Pvt Ltd
Profile: 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: Client Servicing 
Company: General Street Marketing 
Pvt Ltd 
Profile: Building new relationships 
and maintaining existing client 
relationships. Ensuring that client 
projects are implemented according 
to schedule. Ensuring client 
inquiries and requests and respond 
accurately and in a timely fashion.
Exp: 2 to 3 years
Location: Gurgaon
Email: hr@shakyam.com
...........................................................

Post: Account Manager / Assistant 
Account Manager (Client Servicing)  
Company: MX Advertising Pvt Ltd 
Profile: You should be a self-
motivated individual capable of 
independently handling Service, 
MCG and Lifestyle, etc. brands 
across media platforms. As the 
leader of your team, you should 
be adept at developing marketing 
and communication strategies and 
leading presentations.
Exp: 3 to 4 years
Location: Mumbai
Email: hr@mxadvertising.com
...........................................................

Post: Compositor 
Company: Coconut Media Box LLP 
Profile: Constructing the final 
image by combining layers of 
previously-created material, 
including rendered computer 
animation, special effects, graphics, 
2D animation, live action and static 
background plates.
Exp: 2 to 5 years
Location: Mumbai

Email: hr@coconutmediabox.in
...........................................................

Post: 3D - Artworking - Rendering 
executive 
Company: Honeybee Design
Profile: Developing packaging 
design artworks, rendering, image 
correction, attending online/
proofing.
Exp: 3 to 5 years
Location: Mumbai
Email: paulinehoneybeedesign@
gmail.com
...........................................................

Post: Asst. Vice President - Business 
Development 
Company: Ventures Advertising Pvt 
Ltd 
Profile: The candidate shall be 
responsible for overall growth of 
the organisation. Dynamic and 
experienced person capable of 
executing business plans in different 
verticals like Exhibitions, Digital, 
Creative & Media. 
Exp: 10 to 12 years
Location: Mumbai
Email: hrventures@vapl.net

TO ADVERTISE, CONTACT:

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

Aakash Bhatia  
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

 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!
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people
A round up of some major people 

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

Aidem Ventures 
Aidem Ventures has appointed 
Pradeep Hejmadi as chief executive 
officer, effective August 2018. 
Previously, Hejmadi worked with 
Zee TV as business head. In his 
new role, Hejmadi will also be 
spearheading Aidem’s newest 
verticals: Aidemtec and Aidem 
Sporty and lead the companies 
through the next phase of innovation 
and growth. Simultaneously, he 
will help unlock new partnerships 
and opportunities in the company’s 
traditional broadcast sales business.

India Today TV
Ranjana Mangala has joined India 
Today TV as national revenue head. 
Previously, Mangla worked with 
Discovery as head of sales - India 
(Mass Entertainment). Before 
joining Discovery, Mangla worked 
with Viacom18 as vice president - 
advertising sales, Colors SD, Colors 
HD and Rishtey. Prior to that, 
she worked with NDTV as AVP - 

North sales head. 

B4U 
B4U Motion Pictures has appointed 
Naysar Shah as vice president - 
marketing and distribution (film 
division), UK. Shah brings 
with him 14+ years of rich and 
diverse experience in Film and 
Entertainment marketing. In his 
career, he has marketed over 120 
films across Bollywood, Hollywood 
and regional repertoire. Prior to 
his role at B4U he was working 
with Viacom18 Motion Pictures as 
director marketing.

Zee5 
Zee5, the over the top (OTT) 
platform by Zee Entertainment 
Enterprises (ZEEL), has elevated 
Manish Aggarwal to business 
head. Previously, he was the chief 
marketing officer of the OTT 
platform. Before joining ZEEL, 
Aggarwal worked with LeEco as 
vice president, marcom.

MEDIA

Google 
Google has promoted Aditya Swamy 
to head of agency partnerships. Swamy 
joined the company in April 2017 as 
industry head. Before joining Google, 
Swamy worked with Flipkart as senior 
director and led the digital media 
and content charter. Prior to that, 
Swamy was executive vice president, 
Viacom18 Media and business head, 
MTV and MTV Indies. 

Jio
Telecom disruptor Reliance Jio has 
appointed Milan Barsopia as lead 
digital marketing. In his new role, 
he is in charge of leading digital 
marketing campaigns for Jio Media 
apps - JioCinema, JioTV, JioMusic, 
JioMags, JioNews, JioXpressNews. 
Prior to this, Barsopia held the 
position of brand manager at The 
Viral Fever where he was in charge 
of leading marketing campaigns from 
development to roll out and analysis. 

Swiggy
Food delivery platform Swiggy has 
recently announced the appointment 
of Dale Vaz as the head of engineering 
and data sciences. In this role, he 
will be responsible for driving the 
company’s technology strategy and 
building Swiggy’s next generation 

AI driven platform for hyperlocal 
discovery and on-demand delivery. 

VIU 
Viu, a leading OTT service by 
PCCW and Vuclip, has appointed 
Bimal Unnikrishnan as vice president 
content for India to focus on the 
service’s original content portfolio. He 
will drive a strong content-led value 
proposition for consumers, as well 
as strengthen the Original Content 
library for the brand through the 
30+ originals that Viu has announced 
slated to launch in 2018. 

Hotstar
Hotstar, the over the top (OTT) 
platform by Star India, has appointed 
Gulshan Verma as senior vice 
president and head, clients and 
agency. Previously, Verma worked 
with Times Internet as chief revenue 
officer for two years. 

Saavn
Bhavna Lalchandani has joined 
global music OTT platform Saavn 
as director - Brand Solutions. 
Previously, Lalchandani was founder 
and CEO of CheersOye, a digital 
payments and loyalty startup which 
she left after licensing its backend 
technology to a health-tech startup. 

 DIGITAL

Dentsu Webchutney 
Dentsu Webchutney, a digital 
agency from the Dentsu Aegis 
Network, has appointed Pravin 
Sutar as executive creative 
director. Sutar will be based 
out of the agency’s Mumbai 
office. His last stint was  
with Leo Burnett, where he 
handled brands including  
HDFC Bank, HDFC Life and 
Amazon. With over 17 years of 
experience in the industry, Sutar 
is all set to lead the charge for the 
agency.

DDB Mudra
Vandana Das, president and 
managing partner, DDB Mudra 
North, has quit the agency, 
confirm industry sources. Rajiv 
Sabnis, executive director, DDB 
Mudra Group is currently leading 
agency’s Delhi operations. Das 
joined the agency in March 2012 
and worked with the agency for 
more than six years. Prior to 
joining DDB Mudra Group, Das 
worked with Ogilvy & Mather 
for 17 years as president, account 
management.

ADVERTISING

Walmart
Neeraj Chaturvedi, former 
group chief marketing officer 
of Housing.com, has joined 
American multinational retail 
corporation Walmart. According 
to sources, Chaturvedi will head 
Walmart’s marketing in India.   

Renault India
Hardik Shah has been elevated to 
lead, marketing communication 
at Renault India. Previously, 
Shah was working as senior 
manager media at the company. 
In the past, Shah has worked with 
Nokia and Lintas Media Group.

Hershey India
Hershey India, a part of The 
Hershey Co. has appointed 
Partha Gangopadhyay as 
director - supply chain. He takes 
over from Sivaramakrishnan 
Gunasekaran, who retires this 
year. Gangopadhyay joins 
Hershey from Mondelez India 
Foods where he worked as 
associate director - integrated 
supply chain operations, Central 
India Cluster.

Tata AIA 
Tata AIA Life has recently 
announced that its board  
has appointed Rishi Srivastava  
as the new chief executive officer 
and managing director starting 
August 1, 2018, subject to 
regulatory approval from IRDAI. 
Srivastava will take over from 
current chief executive officer 
Naveen Tahilyani who takes over 
as chief executive officer, group 
partnership distribution, AIA 
Group, Hong Kong. Srivastava 

is currently chief of proprietary 
channels, product, marketing and 
corporate communication at Tata 
AIA. 

Hypersonic Advisory
Vani Gupta, former marketing 
director - Indian Snacks, Foods, 
PepsiCo India, has joined 
Hypersonic Advisory as a 
founder member. She will lead 
the firm’s consumer innovation 
practice. Her role involves 
driving innovation marketing 
and category management for 
the firm’s clients across segments 
like FMCG, IT, media, telecom, 
real estate, healthcare and 
e-commerce. 

Tata Capital
Tata Capital Housing Finance 
has appointed Anil Kaul as 
the managing director of the 
company. Kaul took over the 
charge from R Vaithianathan 
with effect from July 18, 2018. 
Kaul has spent over two decades 
in the financial services sector 
with extensive experience in the 
retail lending business. 

Harley-Davidson
Piyush Prasad has joined 
Harley-Davidson India as 
manager, market operations. In 
this position, he will report to  
Peter Mackenzie, managing 
director for Harley-Davidson 
India and China and will be  
based at Gurugram. Prasad 
will oversee motorcycle, 
general merchandise, parts and 
accessories, service, and customer 
experience performance within 
the Indian market. 

MARKETING
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most 
legends 
are heard, 
not seen.
Everyone's heard of Mahabali, Kerala's most beloved king.
And legend has it, he visits his people every year on the 
occasion of Onam, bringing prosperity to the land.
So little wonder then, that Onam is Kerala's biggest 
shopping festival. Now it's your brand's turn to 
be heard...on Kerala's No.1 FM network Radio Mango.

Source: IRS 2017, All Kerala except Trivandrum / Kollam districts, Age 12 - 39 years. 
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