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Ad agencies in India are geared towards participating in creative awards. They just 
love the game. Not so Indian publishers – at least on the face of it. 

That is why when we launched Digipub Awards last year for web publishers, I 
wasn’t terribly confident about the level of participation. At the end of the 2nd season 
I am happy to report that I had worried needlessly: nearly 40 media brands have 
participated so far. 

Of course, that number should have been 100 or more but it is only Digipub’s 
second year. And we did see an increase of nearly 50 per cent in the number of 
entries.

What have I noticed over the past two years? Here goes: entries in English and 
Indian Languages are judged separately in each category because the former has had 
such a headstart online. The entries are mostly in English – so if you are associated 
with an Indian language brand, now is a good time to pick up a metal at Digipub!

There have been some truly stunning entries – I could name some but that would 
be politically incorrect. And yet, considering the pliability of the medium, many 
publishers simply aren’t exploiting it to the full. There is little interactivity, for 
example, on websites. Very little experimentation is being attempted. You can hardly 
see any attractive infographics, for example.

It isn’t that there isn’t talent. But financially hard-pressed publishers are being 
single-mindedly driven by metrics like unique visitors, time spent, pages per visit 
and all of that. If they want to stand out from the others in a quanti-driven world, 
experimentation and innovation are the only options.
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CIPLA

Pharma major Cipla, in its latest 
commercial for campaign 
‘#BerokZindagi’ aims at 

dispelling stigmas around asthma 
and normalising the use of inhalers 
in everyday life. However, roping 
in an in-vogue star like Priyanka 
Chopra and getting her to open up 
about her personal battles against the 
respiratory disorder since childhood, 
adds a shiny red cherry on the pie.

The inhaler is a drug delivery 
apparatus which is used to treat 
respiratory disorders like asthma. As 
Cipla claims, inhalers happen to be 
more potent than oral administration 
as the procedure requires smaller 
doses of medication delivered 
directly to the lungs.

The latest commercial is part of 
the campaign launched by Cipla last 
year. The team at Cipla maintains that 
the ‘#BerokZindagi’ campaign was a 
pilot project aimed at establishing 
inhalers as the most effective and 
safe choice to combat the respiratory 
illness. The campaign’s purpose 
was to educate the larger asthmatic 
audience on how to manage and 
control the disease. Cipla released 
two ads last year for ‘#BerokZindagi’, 
on similar lines. The latest ad is 
aimed at social stigmas - one of the 
key factors for limited disclosure of 
being asthmatic and avoiding inhaler 
use in public. 

In the ad film, Priyanka is shown 
to be suffering from asthma since she 
was five. It was her mother, a doctor, 
who encouraged her to use inhalers. 
However, it was her relatives who 
were apprehensive that it would 
make her reliant on the medication.

WHY AN AD?
Aren’t inhalers prescription 

medicines? How does this B2C 
communication benefit Cipla as a 
brand? afaqs!Reporter spoke to 
Nikhil Chopra, executive vice 
president and head, India Business, 
Cipla, to find out more about the 
brand’s communication.

“There is a lack of awareness 
on inhalation therapy in India. It’s 
surrounded by social stigma. Forty 
seven per cent of patients fear the 
social stigma more than the disease 
itself. Our research also revealed 
prevailing myths and misconceptions 
that inhalers are addictive, have strong 
medication and are not suitable for 

children,” Chopra explains.
The campaign aims to normalise 

the use of inhalers as a category 
and increase patient awareness. The 
aim is to promote awareness among 
patients to consult doctors for the 
most effective treatment of asthma, 
which is inhalation therapy. “The 
campaign is our effort to go beyond 
drugs and devices and shape the 
respiratory health ecosystem. This 
thought stems from Cipla’s purpose 
of ‘caring for life’ and focuses on 
‘patient-centricity’ that drives our 
innovation philosophy,” says Chopra.

Speaking about the brand’s brief, 
Juneston Mathana, creative director, 
Grey Group - India, who worked 
on the campaign, says, “The brand’s 

sharply defined objective was to 
increase the usage of inhalers by 
removing the stigma associated with 
the disease and eliminating the myths 
surrounding the therapy. One of the 
biggest myths was related to the 
addiction of inhalers. With Priyanka 
on board, the communication needed 

to reflect her unstoppable attitude in 
life and use her personality to bust 
the ‘addiction’ myth surrounding 
inhalation therapy.”

With regard to the challenges 
of this medical communication, 
Mathana explains, “We had to 
show inhalers as the solution for 
asthmatics to lead a better lifestyle 
rather than focus on their condition. 
And it helped that Priyanka has been 
an asthmatic since childhood.”

EXPERT SPEAK
Praful Akali, founder and MD, 

Medulla Communications, an 
agency that specialises in healthcare 
communication, maintains that the 
communication has the potential 
to become a movement. It takes 
a real person like Priyanka, who 
demonstrates ‘#BerokZindagi’ and 
gives away her secret to break myths 
and false perceptions.

“I hope the brand puts media 
monies behind it and utilises the 
campaign to its full potential. It also 
has potential for some great PR, 
social and user-generated campaigns 
as an offshoot of the ad,” Akali says.

His opinion regarding the 
brand’s B2C communication for 
a B2B category is, “Gone are the 
days when pharma was seen as a 

B2B category - it’s now clear that 
consumers, doctors and pharmacists, 
(also dieticians, gym instructors, 
caregivers etc. sometimes) each play 
a role in the decision-making process 
for pharma or healthcare brands. 
So, pharma companies are reaching 
out to a mix of these stakeholders to 
drive brand decisions”.

Adding his take on how Cipla 
would reap the benefits from the 
ad film, Akali says, “Patients believe 
that inhalers are addictive and users 
have very poor health or are weak. 
By using Priyanka’s story to break 
these misperceptions the campaign 
should get patients to comply with 
inhaler prescriptions where Cipla 
is by far, the market leader, thus 
directly benefiting Cipla’s business.”

Pravin Sutar, executive creative 
director, Dentsu Webchutney is of 
the opinion that the ad has managed 
to trigger the right conversation 

about the problem and showcases 
the solution in its full glory. He 
believes that using Priyanka Chopra 
and her family background as a part 
of the storyline is interesting, but as 
a creative approach, it was playing it 
safe.

With regard to the B2C style of 
communication, he says, “That’s a 
smart move, targeting the TG in  
this category who are surely  
looking for a simpler solution; 
contemplating between the tablets 
and inhalers. Brands like Cipla, 
an established leader, stepping in 
and giving their TG an assurance  
about a solution, will be a big relief 
for them. After watching this ad, 
anyone suffering from asthma will be 
aware of the message and will ask for 
the inhaler.”

When it comes to benefiting 
Cipla, Sutar states, “Cipla is trying 
to make the awareness super-
strong in this category. By having a 
generic dialogue rather than being 
specific, Cipla has managed to trigger 
awareness in this category. It might 
help them in changing the behaviour 
of their TG who is stuck in that hazy 
dilemma. They are clearly trying to 
own the category. Cipla will stick in 
their TG’s mind as a first option.”n

abid.burlaskar@afaqs.com

Putting Social Stigma to Rest
Will Priyanka Chopra’s revelation dilute the bad buzz around inhalers? By Abid Hussain Barlaskar

The campaign aims to normalise the use of 
inhalers and increase patient awareness.

“Forty seven per
cent of patients
fear the social
stigma more

than the
disease itself.”

NIKHIL CHOPRA
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Have you ever been a part of 
the age-old gossip-session 
around the difference 

between ‘real-life’ and ‘reel-life’; 
the thought-provoking gap between 
grounded reality and its projection 
on the silver screen? Surely, everyone 
with access to a TV in India has 
had the ‘aise real-life me nahi hota’ 
moment to ponder over. But why 
has it become so significant now, 
online?

Reel-life is no longer privy to the 
silver-screen or the stars that add to 
its dazzle. #MeriRealLife - Vodafone 
Idea’s latest campaign for brand Idea, 
initiates a conversation around the 
less than real projection of real-
life on social media platforms; the 
distorted reflection of what is.

Social media has become so much 
more than just a communication 
tool. Today, users lead parallel lives 
on the internet and in the real world. 
For example, a turbulent family 
life could be customised to be a 
- #BestFamilyEver - or perhaps a 
stressed marital relationship could 
look like a happy union with a - 
#LoveyDovey - coupled with old 
marriage photos etc. There’s a long 
list of such delicate and rather private 
moments; moments carefully tailored 
for social media. As more and more 
users enter the digital domain, lives 
seem to split between these parallel 
worlds.

Brand Idea builds up on a couple 
of examples in #MeriRealLife. The 
first ad is about a young woman 
who starves herself to attain the 
perfect social media-approved shape 
and then posts a selfie. The second 
film revolves around a divorcee who 
still masks her real-life scenario with 
happy videos of her marriage.

Both women ride the social media 
wave while making up details to stay 
on point with the set standards. They 
later liberate themselves by posting 
unaltered scenarios and images from 
their real lives.

This isn’t a first for the brand; Idea 
has played its role in flagging social 

issues on multiple occasions in its 
previous brand communications. 

The ad films have been 
conceptualised by BBDO India and 
directed by Shimit Amin from Red 
Ice Films.

Idea Cellular and Vodafone India 
announced their merger forming 
Vodafone Idea Limited last month. 
However, both Vodafone and Idea 
will continue as separate brands.

So, why this campaign and what 
does the brand stand to gain from it? 
Sharing insights behind the 
campaign, team Vodafone Idea says, 

“The campaign #MeriRealLife has 
been developed with inputs from 
mental health professionals from 
MPOWER, an organisation that aims 
to end the stigma and encourage 
dialogue around mental health. 
People look at peers and society for 
validation and social media platforms 
have amplified this phenomenon. 
We have started living so we can 
share on social media and not the 
other way around.

“Idea believes that we need to 
propagate a culture for the responsible 
use of social media. With this latest 
campaign, the brand wants to elevate 
the role of Idea 4G beyond the 

category conversation to something 
that reflects its role in peoples’ lives 
and society,” the team adds.

OVER TO EXPERTS
Rahul Ghosh, senior vice president 

and senior creative director, Contract 
Advertising - India maintains 
that the Idea ads initiate a much-
needed, mature conversation around 
behaviour in the online, post-selfie 
world.

“Idea’s idea is quite a brave and a 
contrarian take in a world that seems to 
be inundated with selfies. As a brand, 

Idea has always believed in exploring 
a social behaviour that seems to have 
been affected by their network. And 
this one seems very much in line with 
that. But I felt the execution could 
have been pushed a bit further; it’s a 
little cold, conceptually. Otherwise, a 
fresh point-of-view,” Ghosh says.

Rohit Raj, creative chief and 
co-founder, The Glitch, considers 
the ads to be a good start to much-
needed communication, not without 
a few hiccups though.

“The initiative taken by the brand 
is a good one and actually holds up 
a mirror to society on their social 
usage. An attempt to tell people not to 
succumb to the pressures of the lives 
they see on social comes across pretty 
well in these ads. Even the stories 
chosen are quite relatable. It would 
have been far more authentic if they 
could have taken this up with real 
influencers and started a movement 
out of this ‘pressure of perfect’ but 
even this will do, as a start,” Raj says.

“While the films are nice, they 
honestly didn’t have much of a 
brand connect and one could easily 
replace this initiative with any other 
service provider and the message 
would remain the same. Unlike 
Idea’s previous ads, where the brand 
provoked the users to celebrate an 
idea, here, honestly, I felt it was too 
generic a thought,” Raj further adds. n

abid.barlaskar@afaqs.com

The streaming service’s latest digital film targets cookie-cutter ads to promote the cause of 
‘entertainment’… By  Ashee Sharma and Shweta Mulki

Living it up on Social Media
Brand Idea’s latest ad campaign #MeriRealLife calls for introspection. By Abid Hussain Barlaskar
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This isn’t a first for the brand; Idea has 
flagged social issues on multiple occasions.

VODAFONE IDEA
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Radio is a hyperlocal 
medium and can tap into 
the emotional connect of 

its audience especially through 
localization. We interviewed Mr. 
Rahul Namjoshi, Business Head, 
MY FM, about revamping of content 
in Gujarat and the future roadmap.   
Edited Excerpts:

It’s been 11 months since you’ve 
taken the role of Business Head. 
How was the experience? And, 
what has been your immediate 
focus upon taking the mantle?

This company has been set up by 
Harish and from day one we made 
sure that,  MY FM is a customer 
centric organization, over the years we 
have developed a system and process 
which has helped us to become the 
leading radio station in our markets. 
From the first day, whatever we 
have done - be it the product, the 
advertisement, on-ground events, we 
have kept the customer at the centre. 
This is the key focus point for me 
and I’m pushing the legacy forward 
making it bigger. 

Besides this, we focus on 3 key 
pillars. 

Firstly, radio is primarily music. 
Majority of people who tune in do 
it for music. So, we put a lot of 
attention to it. We test each and every 
song before airing it. We conduct 
AMT research to understand the 
taste and preference of the city. 

Secondly, it is the RJs. The content 
of the RJ is monitored and they are 
given proper training to deliver the 
message. Content without optimum 
delivery is of no use and vice versa. 

Lastly, it is the overall sound 
of the station. Advertising is also 
information for the listener. So, 
the kind of ads, their quality, their 
content, all of it is crucial. We want 
the ad to be creative and hummable. 
The message should be delivered 
swiftly and clearly.

 
You have revamped the 

station in Gujarat with a changed 
content platter, new RJs, and 
more. What prompted this move? 

What was the roadmap for the 
revamp?

Gujarat is a critical market for us, 
we look at Gujarat in isolation.  It is a 
vibrant and different state and people 
carry the essence of their culture with 
them. They are outgoing, exposed to 
the world, and well-travelled. They 
want a combination of both local 
culture and international flavor. 

Gujarat is a mature radio market, 
private radio started back in 2001 
there. When you’re in a market for 
almost a decade, the preferences and 
the choices change. We realized it 
and wanted to tap into it. So, we 
conducted a massive research across 
TG and age group on a sample of 2000 
people. We understood the listeners 
wanted content that was modern 
and global but also rooted in their 
culture. They prefer entertainment 
which we call as plug in-plug out 
format, which is snackable and 
doesn’t require long listening 

We have revamped the station 
completely and introduced new RJ’s 
and formats. Conducted massive 
AMT, tightened our playlist, 
introduced new sparkler in local 
language. The revamp happened 
in March- April this year, it’s 
been almost 6 months now and 
the response has been absolutely 
fantastic. 

The first and only network to 
play Gujarati songs as part of regular 
playlist. The constant rise of Gujarati 
film music and playouts of Gujarati 
songs at various touch points clearly 
indicated the shift in   listeners 
preference. From listeners and film 
industry lauded it as an iconic move. 

We created humour properties for 
the region in Gujarati. We roped 
in Sairam Dave, a very popular 
comedian for a regional humour 
sparkler. Tamara Bhai is a female 
centric sparkler based on how 
females gossip about their husbands. 
Tamara Bhai is an expression which 
is specific to this part of the country. 

We already had a few shows 
which are very popular, like Zindagi 
Express, a Gujarati story-telling show 
and is now in its 7th year. It is a 

storytelling show hosted by RJ Aarti. 
She does an exceptional job, since 
storytelling on radio is quite difficult. 
The show has been a favorite among 
listeners. 

 Not just the content revamp, 
in fact our 360 solutions team has 
created some iconic properties 
which clients have been more than 
happy to partner. To name a few, 
we did Jalsavaad – The Biggest 
Music and Entertainment Festival 
of Ahmedabad 4 Days, 9 Big Artist 
and more than 40 thousand people 
in attendance. This was the first time 
something like this was done by any 
Radio station in Ahmedabad.

So radio is not all fun for us. We 
do serious and meaningful work as 
well. For instance, real estate is a 
major category in the market. There 
is a lot of confusion in that space. So, 
we invited RERA chief of Gujarat 
and Maharashtra and hosted an event 
only for the builder fraternity. More 
than 300 builders attended, making 
it a success.

Any radio station which is doing 
such kind of activity is unheard of. I 
personally feel this has been a huge 
achievement for us. 

We did another activity involving 
only women called the ‘pink concert.’ 
It had quizzes, jingles, popular singers 
and other activities. We specifically 
hosted it in the afternoon as most of 
our women TG are free at that time 
frame. It was again a success with 
more than 1000 participants.

How has been the response to 
this revamping?

We have received overwhelming 
response. Earlier, Radio was having 
a set format for them. So, when 
they got a different flavor they were 
happy and glad. Many filmstars have 

tweeted and texted, congratulating 
us on promoting Gujarat and its 
culture. Like in Rajkot, the station 
frequency is 94.3 and we announce 
it in the local language to establish a 
much deeper connect. It has been a 
huge hit with people even having the 
jingle as their ringtone! 

No other channel was doing it. 
We grabbed the opportunity, became 
hyperlocal, and as a result our 
listenership has shot up.

Is a change in the ad rates in 
the plan?

Yes. In Ahmedabad we will 
increase our ad rates by 15% from 
November 1. This is the only way 
radio can grow. We want to maintain 
the experience for the listeners, so we 
will make the content better, provide 
content that the customer wants 
to consume, and annually increase 
the rates by 10%-15%. I’m not into 
market share. I’m there for the right 
product, the right content, charging 
the right price, being a profitable 
company, and most importantly 
being close and connected to the 
listener.

How would you compare the 
previous year with this year?

Last year new rules and regulations 
came out which took some time 
to stabilize the industry. Advertising 
industry was going conservative. 
Gradually, the scenario has changed. 
Business has been good and we are 
looking at a promising future. n

sudipto.adhicary@afaqs.com

We keep the 
customer 

at the centre.

““

Rahul J Namjoshi
Business Head 
MY FM
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BRANDS AND SPORTS MARKETING
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Pro Kabaddi League (PKL) 
proves that with backing, 
adequate training and proper 

infrastructure, a traditional Indian sport 
can be registered in the ‘favourites’ 
list of audiences. It also establishes 
the fact that such homegrown 
sports can be taken to a global 
arena. We interviewed Yadvinder 
Singh Guleria, Senior Vice President, 
Sales & Marketing, Honda Motorcycle 
& Scooter India, to know his thoughts 
on Kabaddi.  Edited Excerpts:

Kabaddi has seen a growing interest 
thanks to PKL and is now the second-
most popular sports property. Did 
you ever envisage that a traditional 
Indian sport will catch the fancy of 
international brands? What factors do 
you attribute this growth to?

The last five years have been 
phenomenal for Indian sports. A few 
years back, if any marketer was asked 
to associate with a sport like Kabaddi, 
how many would have wanted to? But, 
today, PKL has given a new shape 
and spotlight to this game.

The energy and pace of the game 

is not only bringing fans in from small 
towns but also from cities. It is an 
excellent case of how the potential of 
a (home-grown) sport can get revived 
and harnessed with due attention, 
care and packaging. With this growing 
popularity within and outside the 
country, Kabaddi is turning out to be a 
potential global sport. 

 
What, in your opinion, are the ways 
to keep this popularity of Kabaddi 
growing?

More such innovative properties 
should be created to promote 
Kabaddi - not just at domestic, but 
also at international level. New formats, 
more games on the annual calendar, 
continued backing of the stakeholders 
along with better infrastructure and 
training should be provided across 
country which will attract more players 
to join the game.

How much sense does it make to be 
associated with leagues like PKL and 
the Indian Soccer League (ISL) which 
offer brands the opportunity to get 
on-air and on-ground assets from one 

rights holder?
Properties like PKL & ISL offer 

a unique opportunity to receive 
comprehensive access to both on-air 
and on-ground rights which opens up 
completely new dimensions of value 
creation for marketers. There are other 
opportunities like in-match experience 
zones which a brand can leverage 
upon. Additionally, impactful activations 
done on ground with players /product 
engagement and amplification through 
social media and PR could help create 
a higher associative value.

With consumers having different 
screens at their disposal, a relatively 
new property has enough room for 
innovation in advertising. How do you 
see the future in the light of such 

developments?
With increasing means and adoption 

of personalised communication based 
on media exposure, we can engage 
meaningful and exciting engagement 
with our consumers. The future looks 
very exciting. 

A league like PKL offers brands 
an opportunity for some unique 
activations. How can brands take 
advantage of such opportunities by 
doing customised activations? 

Yes, brands do and can harness 
activation opportunities, depending 
on the brand KPI (Key Performance 
Indicator). The specifics may follow with 
a collaborative approach syncing key 
ingredients focused on agreed 
deliverables. n

PKL has given a  
new shape and spotlight  

to Kabaddi.

Yadvinder Singh Guleria 
Senior Vice President, Sales & Marketing 
Honda Motorcycle & Scooter India

““
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BRANDS AND SPORTS MARKETING

Kabaddi is undoubtedly growing 
as a popular sport. But it 
is still in its early days and 

consistent efforts and backing would 
be needed for it to grow to further 
heights. What it has established is the 
fact that the audience is hungry for 
more and has embraced a makeover-
version of a traditional homegrown 
sport. We interviewed Anupam 
Goswami, CEO, Mashal Sports & 
League Commissioner - Pro Kabaddi 
League, to know his thoughts and 
vision on the future of Kabaddi. Edited 
Excerpts:  

 
Kabaddi has been seen as a homegrown 
sport. Now with its urbanization, it 
is becoming popular in metros and 
among millennials. What are your 
views on it?

We are gratified by this 
makeover and also cognizant that 
these are still days of early success 
for Kabaddi and PKL. This success 
owes so much to massive ambition 
and effort that our stakeholders 
have brought to the sport, but the 
next round growth will call for even 
greater vision and effort by all 
stakeholders and partners in PKL 
in particular.   

With the addition of four new teams 
in season 5, PKL became India’s 
biggest sporting league in terms of 
geographical representation with 12 
franchises from 11 states on board. 
How would you predict its growth 
trajectory?

There is firm evidence of an appetite 
for more Pro Kabaddi among sports-
loving fans as well as investors.  Pro 
Kabaddi is the standout sports league in 
India for a season-on-season increase 
in television viewership with very 
impressive engagement levels.  Our 
expansion to 12 teams in Season V is 
a clear growth benchmark for sports 
leagues in India. Significantly, there 
were more applicants than the four new 
teams that we selected.

All the teams of Pro Kabaddi League 
are doing well for valuation. So, there 
will be strong and sustained market 
interest for next round expansion of 
the league. The actual decision to do 
so will, of course, a strategic choice 
for Mashal, in consultation with all its 
principal stakeholders including Star. In 
the meantime, the team will continue 
to be augmented on several counts – 
players, formats, quality of the event, 
and much more that already make it an 
exemplary value proposition in Indian 

sportscape.  
PKL is attracting bigger brands on 
board now. Is it on its way to becoming 
the IPL for brands? How has it become 
more marketable over the years?

IPL has fantastic equity and 
following in our country, as does its 
sport overall. We do aspire to it, 
and some of our early success does 
give a basis for our ambition. On 
the other hand, it is already evident 
that different sports leagues will offer 
different meaning and engagement to 
diverse brands in India. 

Eventually, and that day is not 
too far off, brands will identify and 
associate with variegated equity and 
values amidst sport in India. The PKL 
proposition is already offering its own 
distinctive value and efficiency of 
association.That is the key reason 
why its bouquet of brand association 
has steadily improved for spread as 

well as depth.  
A league like PKL offers brands 
an opportunity for some unique 
activations, how can brands take 
advantage of such opportunities by 
doing customized activations?

Customized activations will always 
be the pathway for unique association 
and yields from PKL and Kabaddi, 
and any other emerging sport for that 
matter. PKL will always offer its own 
unique cost efficiencies and asset 
yields (such as players) compared to 
most other leagues in the country. It 
has a unique Indian sentiment for 
vast demographics. Of course, 
this potential needs to be built and 
exploited in a honed and focused way.

 
What, in your opinion, are the ways 
to keep the popularity of Kabaddi 
growing? And with the growing 
popularity, what will make it a more 
attractive option for future sponsors?

We will continue to ambitiously 
expand the geographies of passion for 
the sport. This itself offers tremendous 
fertility for PKL’s communication, 
content, and experience for fans, 
spectators, and viewers. This also is 
a pointer to PKL’s biggest strength - 
that Star plays such an affirmative 
and path-breaking role as the principal 
investor in the League as well being 
a truly worldclass broadcast partner 
for scale and quality of content with 
an unmatched consumer base across 
its traditional and new-age platforms, 
including Hotstar.

Where do you see the league in the 
next 3 years?

It will fantastically be stronger 
for its competition, fan and sponsor 
engagement, and uniqueness as 
India’s gift to the world of sport. n

 All teams of Pro  
Kabaddi are doing well  

for valuation.

Anupam Goswami
CEO, Mashal Sports & League 
Commissioner - Pro Kabaddi League

““
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You’ll undoubtedly recall 
Samsung India’s long-format, 
rather enchanting ad film 

for #SamsungService (2016) that 
showcased just how far its staff would 
go to help consumers. The home 
appliance maker had launched the 
campaign as part of its initiative to take 
customer service to the consumer’s 
doorstep - in both urban and rural 
India. Once again, Samsung has dared 
to take an unconventional step and 
tug at the emotional heartstrings of 
viewers in its latest ad - Samsung 
Bixby ‘#VoiceForever’.

Conceptualised by Cheil WW India 
and produced by Crazy Few Films, 
the ad has been directed by Anupam 
Mishra. The campaign is inspired by 
a real-life story showcasing the use 
of technology in helping a daughter 
preserve her mother’s voice as she 
suffers from Motor Neuron Disease 
(MND) which slowly takes away a 
person’s ability to speak and move. 

Samsung and Asha Ek Hope 
foundation, an NGO supporting 
people with MND, are developing 
the first personalised AI Voice 
Assistant for the little girl so that her 
mother’s voice can live on forever.

While discussing the campaign, 
Josh Seokjin, senior art director and 
Alberto Rodriguez, senior copywriter 
from Cheil HQ Global Creative 
Division, say, “Inspired by our first 
patient, the Cheil team set out to 
present a simple yet moving story 
showcasing the endless possibilities 
that a personalised AI like Bixby 
can bring to a family coping with 
this unfortunate condition. We are 
delighted to see the heart-warming 
response that the film is getting and 
we are looking forward to perfecting 
the technology and inspiring many 
others.”

It is not the first time that a 
brand has focussed on voice-
based interactive AI technology 

and created a conversational bot 
- a software designed to simulate 
conversation with human users 
for the same. Recently, Reliance’s 
Jio used AI to create chatbots for 
the promotion of ‘102 Not Out’, 
a film featuring Amitabh Bachchan 
and Rishi Kapoor. Bachchan’s bot 
was later followed by Baba Ramdev 

for day-to-day yoga tips. While 
JioInteract is a patented AI-based 
brand engagement platform and the 
Video Call Bot mimics a human 
by creating vocalised responses, 
Samsung’s Bixby is a personalised AI 
voice assistant, like Siri or Cortana, 
with a difference, it seems.

Chatbots are becoming 
applicable to various industries and 
are accessible to millions of users 
across the globe, opening doors to 
endless opportunities. In recent years, 
AI-powered bots are being integrated 
into numerous industries such as 
payments, banking, customer service, 
and even personal amusement.

With the Samsung Bixby 
‘#VoiceForever’ campaign, the 

product forms an intrinsic part of 
the story. While high-tech aspects of 
smartphone features, like this one, 
are usually highlighted, Samsung has 
chosen to ‘zag’ by taking an emotional 
approach. It is not an easy-to-
understand feature for the uninitiated, 
but the ad has done a great good job 
of ‘explaining’ it within the context 

of a true story. Also, the execution of 
the ‘#VoiceForever’ campaign is in 
keeping with the tone that has been 
set in ads like that of the Samsung 
Service Van. Of course, that was more 
for the masses - both in product and 
appeal. Here, the appeal is a little 
more niche, but it feels authentic and 
quite human, nonetheless. 

 
DOES IT REALLY TOUCH 

THE EMOTIONAL CHORD?
According to Bodhisatwa 

Dasgupta, senior creative director, 
Happy mcgarrybowen, the business 
of death and terminal illness is 
unsettling. Even more unsettling 
is hearing someone who’s passed 
on, talk to you through artificial 
intelligence.

“I lost my dad when I was quite 
young and honestly, I’m not sure 
how I’d react if I asked Alexa what 
the weather would be like today and 
his crisp cigarette-stained voice filled 
the room saying - ‘Cloudy with a 
chance of dark foreboding’,” he says. 
Dasgupta adds, “But at other times, 
it’d be great if I could hear his voice 
again. So I’m not really sure what 
my stand is on this, honestly. Are 
we doing all this to detach ourselves 

from the harsh reality of people 
leaving? Is that healthy?”

As far as product integration goes, 
Dasgupta finds the ad to be tight and 
innocuous enough. “I’m sure people 
will remember it was a Samsung 
commercial. But will it sell more 
phones? With the iPhone launching 
fresh models, that will have people 
like me queuing up outside the Apple 
store like zombies, it’s anybody’s 
guess,” he points out.

Sumanto Chattopadhyay, 
chairman and chief creative officer, 
Soho Square - The Ogilvy Group, 
India, is of the opinion that just 
like with movies, advertising also 
uses emotion, and in this case - 
‘tears’, as one of the tools to engage 
an audience. He says, “We always 
want to bring authenticity to our 
storytelling. Yet, at times, mass 
audiences like things to be a bit over-
the-top; so, one has to tread a thin 
line. I think this ad is quite restrained 
in the way it has handled the topic.”

Chattopadhyay adds, “I think 
the true story, on which this ad is 
based, brings to life the Bixby Voice 
Assistant in an interesting way. I am 
not sure how ‘mass’ this product 
feature is - it may not be available in 
the more basic Samsung phones, but 
the ad works for someone like me.” n

sunit.roy@afaqs.com

SAMSUNG

Conceptualised by Cheil WW India,  
the ad has been Crazy Few Films.

The Emotional Route
The electronics brand attempts a tear-jerker with an ad for Bixby Voice Assistant. By Sunit Roy

“It is a challenge 
to integrate an 

AI-based feature 
into an emotional 
story - and in this 
case, that has been 
fairly well met.” 

SUMANTO 
CHATTOPADHYAY
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BRITANNIA

In August this year, Britannia 
Industries marked 100 years in 
India. To celebrate the milestone, 

the company revealed a new brand 
logo and philosophy illustrating 
the company’s vision to become 
the ‘future of food’ - a global, total 
foods company. Now, as part of 
the centenary celebrations, the brand 
has released a series of ad films to 
showcase its wide product portfolio 
which includes Milk Bikis, 50-50, 
Bourbon, Treat, Cake, Cheese, 
Good Day, Nutrichoice, Toastea, 
and Marie Gold to name a few.

The ad campaign, a set of 10 
TVCs conceptualised by Lowe Lintas 
and produced by Radhika Produces 
Films, cover moments from daily 
life, celebrating daily wins we all 
experience and the bonds we share 
with one another. The new tagline 
“Sau saal jiyega” captures a series 
of situations - from two women 
gossiping at a kitty party over 50-50 to 
roommates enjoying the last piece of 
Bourbon and a father cooking while 
a mother is away; each commercial 
reaches a specific target audience via 
Britannia’s beloved sub-brands.

The films try talking to different 
cohorts and the collective effort of the 
campaign is to establish the universal 
appeal of the brand portfolio and 
how it has products that straddle 
different life stages and demographic 
constructs. More importantly, the 
TVCs pay tribute to the love and 
trust India has bestowed on the 
brand for so many years.

Speaking about the insights 
on which the campaign is based,  
Arun Iyer - chairman and chief 

creative officer, Lowe Lintas, says, 
“It was all about Britannia’s 100-
year celebration and in the entire 
re-branding exercise, one point 
that came out was - Britannia is all 
about ‘Exciting Goodness’; how it 
has brought a lot of excitement and 
goodness into our lives in terms of 
its entire product portfolio. So, a lot 
of research was done to arrive at a 
simple proposition like this.”

Of course, Britannia has never 
advertised its entire product portfolio 
in a campaign like this before. 
However, the brand felt that it’s the 
right moment to showcase the diverse 

portfolio while stitching it together 
with one thought - something which 
is simple, yet connects every person 
in the country. “The entire concept  
is based on the thought that when  
you think of someone/something  
and if it arrives, the instant reaction 
you have is that - ‘Tu sau saal jiyega’ 
(you are going to live for a 100  
years). And I think Britannia is 
one company that truly believes 
that it wouldn’t have come thus far 
without the good wishes of people/
consumers. That’s the crux of this 
campaign,” explains Iyer.

The campaign targets a very 
diverse TG as it’s not about one 
particular brand. That’s because 
different products reach out to 
different sets of people. But on the 
other hand, there is one product 
which reaches out to multiple groups 
of people too.

Speaking about the challenges 
in executing a campaign of this 
magnitude, Iyer says, “The biggest 
challenge was to keep brand Britannia 
in mind and, at the same time, ensure 
that every individual sub-brand’s 
identity stays intact, since every 
brand has its own personality and a 

whole world to which it belongs. So, 
keeping a balance between these two 
worlds was a challenge.”

Britannia has already announced 
that it will launch 50 new products 
in the next 12 months and enter new 
and exciting categories, including 
croissants and cream wafers while 
enhancing product offerings in 
existing categories. The company’s 
play in value-added dairy will also 
receive a boost.

WELL EXECUTED?
Bikram Bindra, vice-president 

and strategic planning head, GREY 
Group - Delhi, feels that the  
product integration in the campaign 
is done effectively and in a manner 
that reminds us how some of our 
most-loved Britannia products are 
always by our side to rescue us from 
a tough spot.

“Creating content for a heritage 
brand is always a challenge, but 
when the brand continues to live in 
the memory of the public through 
consistent advertising and an array of 
well-loved products, age just seems 
to be a number! More than anything 
else, this campaign reminds us about 
the transformative power of food and 
drink in making ordinary moments 
so magical and that, for me, is the 
greatest takeaway,” Bindra says.

However, he does maintain, “I 
only wish they had a longer edit 
too; the 20-seconder doesn’t do 
complete justice to the potential of 
this campaign.”

According to Harish Bijoor - 
brand guru and founder of Harish 
Bijoor Consults Inc - the campaign 
succeeds in conveying the message 
to the consuming audience of India 
that Britannia is still a young, alive 
and kicking one hundred-year-old.

He says, “There are so many 
creatives, each focusing on a product 
category and brand. While it does 
little for the particular brand, it does 
a lot for the ‘corporate-consumer’ 
brand Britannia. It showcases the 
fact that Britannia has hit a hundred 
well and widely. To me, this is a 100-
year celebration creative that tries  
to din in the fact well and truly  
across Britannia’s consuming 
audience.”

Bijoor also adds, “When you have 
so many creatives and just one basic 
line and thought, it becomes difficult 
to sync product integration. To that 
extent, in some of the creatives,  
the product integration fits like a 
glove and in others, it falls off like a 
loose glove. In some of the options, 
the product fits snugly while in 
others it looks force-fitted.” n

sunit.roy@afaqs.com

Perfect 10 at 100
Does Britannia’s centennial media burst cut it? A look at Lowe Lintas’ campaign. By Sunit Roy 

Britannia will launch 50 new products in the 
next 12 months and enter new categories.
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The second edition of 
Digipub Awards was held 
on September 20-21 at the 

Crowne Plaza, Gurugram. Organised 
by afaqs!, Digipub Awards is a part of 
Digipub World which is the first 
and only business event focused 
exclusively on web publishing that 
has it all - from conference and 
exhibition to awards.  

The event was partnered 
by Platinum partner - 
TIMESNOWNEWS.com, Silver 
partners - Akamai Technologies 
and Facebook and Bronze partners 
- Freshworks, Vidooly, comScore, 
Quintype, Times Internet and 24 
Frames Digital.

There was, roughly, a 50 per cent 
growth in entries compared to last 
year, in part because of the increase in 
the number of categories. “However,” 
said Sreekant Khandekar, co-founder 
of afaqs! and curator of Digipub 

World, in his opening remarks, “the 
fact is that when you look at the 
size of the business, the number of 
entries have a long way to go. The 
reason for that is that there isn’t a 
tradition of web publishing awards. 
But we know that this will become 
more and more accepted.”

The second edition of the awards 
which saw participation from a many 
major publishing groups, was once 
again dominated by The Quint with 
six Gold, five Silver and Website 
of the Year (General News and 
Features) award in English. The 
parent company BloombergQuint 
went on to win Website of the Year 
(Business) award in English.

In all, 17 Gold, 15 Silver and six 
Website of the Year awards were given 
away in this year’s Digipub Awards.

ENGLISH
All of The Quint’s five Gold and 

four Silver awards came here. The 
first Gold was for Best Article/Video 
Feature (Shooting Stars Bollywood’s 
Paparazzi Culture). The second 
award was won for Best Article/
Video Series category (I have a 
question?). The third was for Best 
Interactive Story (Finding Freedom). 
The fourth award was for Best 
Native Advertising (Madhya Pradesh 
Tourism) and the last Gold award 
was for Best Site Design (Quint 
website redesign).

The Quint went on to grab its 
first Silver award for Best Article/
Video Feature (Rape is Consensual 
Inside Haryana’s Rape Culture). The 
next two Silver awards came for Best 
Article/Video Series (Help Chhutki) 
and (Let’s Talk Sex). The last silver 
was won for Best Innovation in 
Publishing (Talking Stalking).

VICE India, only recently launched 
in the country, won two Gold awards. 

The first award was for Best Brand 
Partnership (Kangchenjunga Calling: 
A Film at 8500+ Metres Above Sea 
Level). The second award was for 
Best Use of Video (VICE India - The 
Voice of a Generation).

Worldwide Media won a Gold for 
Best Use of Social Media (Second 
Edition of Filmfare Short Films 
Awards). Insight Media (G Plus) 
won a Gold for Best Columnist 
(Guwahati Adda). Sportskeeda won 
a Gold for Best Use of Social Media 
(Philips Male Grooming Brand 
Ambassador Reveal – Sportskeeda). 

The Ministry of Utmost 
Happiness won a Gold for Best 
Innovation in Publishing (Ministry 
of Utmost Happiness). This is a 
website to promote Arundhati Roy’s 
book by the same name.

Times Internet went on to 
win three Silver awards. The first 
award was for Best Article/Video 

Times Internet, Mathrubhumi and VICE India impressed as well. By Suraj Ramnath

The Quint Sweeps the Digipub Awards Yet Again
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Series (MensXP Toughest Men in 
India). The next award was for Best 
Interactive Story (TOI - Are You 
Smarter Than Jaitley?) and the last 
award was for Best Use of Video 
category (iDiva South Delhi Girls).

WittyFeed won a Silver award for 
Best Brand Partnership (InnerVoice 
- Best Brand Partnership - Reebok 
Case Study). Jagran New Media won 
a Silver for Best Native Advertising 
(JagranJosh.com). Transition Insight 
won a Silver for Best Podcast (Play to 
Potential Podcast).

TIMESNOWNEWS.com went 
on to win Website of the Year (Best 
Emerging Website) award while 
BloombergQuint won the Website 
of the Year (Business) award and 
The Quint grabbed the Website 
of the Year (General News and 
Features) award.

INDIAN LANGUAGES 
WittyFeed went on to win a 

Gold for Best Brand Partnership 

(WittyFeed - Best Brand Partnership 
- Padman Case Study). The second 
award was for Best Use of Social 
Media (WittyFeed - Best Use of 
Social Media - SRM IST Case Study).

Asianet News Online won a 
Gold for Best Article/Video Feature 
(Asianet News Malayalam - Heithi 
Sadiya). Chitralekha won an award 
for Best Article/Video Series 
(Gujarat Assembly Elections - 
December 2017). Roar Media won 
a Gold under Best Site Design and a 
Silver award for Best Article/Video 
Feature (History of The Condom). 
TV Today Network won a Gold in 
the Best Use of Video category (So 
Sorry).

Mathrubhumi.com won the 
Website of the Year (General News 
and Features) award, Website of the 
Year (Lifestyle and Infotainment) 
award and two Silver awards. The 
first Silver was for Best Article/
Video Feature (Daring Life of a 
Fisherwoman – Rekha). The second 

Silver was for Best Use of Social 
Media (Mathrubhumi: Re-imagine 
the Future). I am Gujarat won the 
Website of the Year (Best Emerging 
Website) award. Navbharat Times 
won a Silver for Best Article/Video 
Series (NBT Suno Zindagi) and 

The Lallantop won a Silver for Best 
Article/Video Series (The Lallantop 
Political Kisse).

A special award - for the Most 
Innovative News App - was given to 
India TV. n            

suraj.ramnath@afaqs.com

All the winners pose for a group photograph

The Quint Sweeps the Digipub Awards Yet Again
Achint Setia: Myntra
Alpana Parida: DY Works
Anand Thakur: Jubilant FoodWorks
Anish Varghese: Isobar
Ankit Desai: Marico Limited
B G Mahesh: Oneindia.com
Bhavana Mittal: Reckitt Benckiser
Brij Jacob: DDB Mudra
Diksha Madhok: The Print
Dipankar Mukherjee:  
Hypercollective
Dipti Sudhir: Britannia  
Industries

Gurpinder Singh: GSK  
Pharmaceuticals
Lulu Raghavan: Landor
Mayuri Nikumbh: Elephant Design
Neha Tulsian: NH1 Design
Nikhil Pahwa: MediaNama
Prasanna Singh: Sustainable  
Outcomes
Rohan Padhye: Axis Mutual Fund
Shefali Takalkar: BBH 
Sidharth Shukla: OgilvyOne (North)
Sudhir Nair: 21N78E
Vikas Gupta: 9.9 Mediaworx

All the Jurors



Digipub Awards - English Winners
CATEGORY NAME WINNER METAL
Best Article/Video Feature The Quint Gold
Best Article/Video Feature The Quint Silver
Best Article/Video Series The Quint Gold
Best Article/Video Series The Quint Silver
Best Article/Video Series The Quint Silver
Best Article/Video Series MensXP Silver
Best Brand Partnership VICE India Gold
Best Brand Partnership WittyFeed Silver
Best Columnist G Plus Gold
Best Innovation in Publishing The Ministry of Utmost Happiness Gold
Best Innovation in Publishing The Quint Silver
Best Interactive Story The Quint Gold
Best Interactive Story Times of India Silver
Best Native Advertising The Quint Gold
Best Native Advertising JagranJosh Silver
Best Podcast Play to Potential Silver
Best Site Design The Quint Gold
Best Use of Social Media Sportskeeda Gold
Best Use of Social Media Filmfare Gold
Best Use of Video VICE India Gold
Best Use of Video iDiva Silver

Digipub Awards - Indian Languages

Website of the Year - Indian Languages

Website of the Year - English Winners

CATEGORY NAME WINNER METAL
Best Article/Video Feature Asianet News Online Gold
Best Article/Video Feature Mathrubhumi Silver
Best Article/Video Feature Roar Media Silver
Best Article/Video Series Chitralekha Gold
Best Article/Video Series Times Internet Silver
Best Article/Video Series TV Today Network Silver
Best Brand Partnership WittyFeed  Gold
Best Site Design Roar Media Gold
Best Use of Social Media WittyFeed  Gold
Best Use of Social Media Mathrubhumi Silver
Best Use of Video TV Today Network Gold

CATEGORY NAME  WINNER
Website of the Year (Best Emerging Website) I am Gujarat
Website of the Year (General News and Features) Mathrubhumi
Website of the Year (Lifestyle and Infotainment) Mathrubhumi

CATEGORY NAME  WINNER
Website of the Year (Best Emerging Website) TIMESNOWNEWS.com
Website of the Year (Business)  BloombergQuint
Website of the Year (General News and Features) The Quint

The Winners  
in Pictures

Asianet News Online bags Gold in Indian 
Language, Best Article/Video Feature

India TV won the special award for Most Innovative News App

The Quint won Gold in English, Best 
Article/Video Series

The Lallantop bags Silver in Indian 
Language, Best Article/Video Series

The Quint bags Silver in English, Best 
Innovation in Publishing

The Quint was awarded Gold in 
English, Best Article/Video Feature

JagranJosh was awarded Silver in 
English, Best Native Advertising
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JUDGING CRITERIA
The Digipub Awards aim to recognise and celebrate exciting initiatives in the world 
of Indian web publishing. The jury was given specific criteria as the basis for judging 
in each category.
THE JUDGING PROCESS
- Each entry was judged by between 3 and 5 jurors
- Jurors rated entries on a scale of 1-10 where 1 is poor and 10 is exceptional
- An applicant could enter under English or Indian Languages in each category. 
- An entry had to score a minimum of 6/10 to qualify for Gold and 5/10 to take Silver 
  There was no Bronze.



Play to Potential bagged Silver in 
English, Best Podcast

The Quint won Website of the Year 
(General News and Features) English

iDiva won Silver in English,  
Best Use of Video

Chitralekha was awarded Gold in Best 
Article/Video Series, Indian Language

WittyFeed 
bagged Silver 
in Best Brand 
Partnership, 
English

The Quint won 
Gold in Best 
Interactive Story, 
English

Times of 
India bagged 
Silver in Best 

Interactive 
Story, English

The Quint team with the Gold in 
English, Best Site Design category

Mathrubhumi won Website of the 
Year (General News and Features)  
Indian Language

TIMESNOWNEWS.com was adjudged 
Website of the Year (Best Emerging 
Website) in English category

VICE India bagged Gold in Best Brand 
Partnership, English

Mathrubhumi was Website of the 
Year (Lifestyle and Infotainment) 
Indian Language

G Plus won Gold in Best Columnist, 
English

The Quint took Silver in Best Article/
Video Series, English

Mathrubhumi won Silver in Indian 
Language, Best Use of Social Media

I am Gujarat won Website of the Year 
(Best Emerging Website) in Indian 
Language category

VICE India took away Gold in English, 
Best Use of Video  

BloombergQuint bagged Website of 
the Year (Business) English

MensXP won Silver in English, Best 
Article/Video Series
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Launched more than a year ago, Timesnownews.com has 
emerged as one of the fastest growing digital news publish-
ers in the country. It caters to a wide audience spanning all 
major segments with a core focus on covering national news. 
Following its goal of empowering citizens with news, breaking 
news and events that matters and entertaining the audience 
with interesting and creative content, Timesnownews.com 
has beaten some tough and established competition.  

“After touching a comScore ranking of 3 amongst English 
news publishers and surging ahead past many legacy players 
who have been in digital for more than a decade, we have 
come a long way in a very short period of time, with a much 
better understanding of the digital space,” said Shouneel 
Charles, Senior Vice President and Business Head Digital at 
Times Network. “Surely, the Times Now brand has been the 
‘rocket fuel’ that enabled this achievement.” 

Timesnownews.com offers multilingual content (English, 
Hindi and more in the pipeline) and has an extensive reach 
of 40 million plus followers on social media (Facebook, 
Instagram, Twitter). Its video inventory (news + originals) 
has already touched 80 million video views and is growing 
steadily. It also offers great entertainment content, including 
film and music, to audiences.  

Timesnownews.com achieved the highest growth rate among 
top publishers in terms of ‘Unique Users’, clocking above 25 
million users and 170 per cent growth in just 9 months.  

Vidooly is an online video analytics company based in 
India. Its software provides video publishers ranking, audi-
ence insights, brand safety score, audience overlap and 
a proprietary video engagement score of over 4.5 mil-
lion video content creators across the world. Vidooly’s big 
data engine processes & scans millions of videos per day; 
analyzing information across 4 social video platforms and 
other OTTs and platforms to produce real-time actionable 
insights which is used by its customers for video creation 
& marketing decision making. Some of it’s popular products 
are video publishers ranking, sponsored content tracker & 
brand safety tool.

Vidooly was launched in November 2014 by Subrat Kar, 
Ajay Mishra & Nishant Radia. Some of its popular custom-
ers include GroupM, Xasis, Mindshare, Tata Housing, OML, 
Videogyan, History TV India, TVF Qtiyapa, Times Music, and 
many more. Funded and backed by GVFL, Times Internet & 
Bessemer Venture Partners, Vidooly is the only online video 
analytics company in India & South East Asia. 

Quintype is a cloud hosted, data driven publishing platform 
for digital publishers. Quintype is used by  digital content 
creators across the world to experience a  seamless way of 
creating and publishing content across channels and devices. 

The publishers face major challenges on three fronts: 
Content, Audience Engagement and Monetization. These 
challenges are compounded by the fact that content crea-
tor struggle to keep up changes in technology landscape. 
Quintype abstracts all of these changes in a simple, easy 
to use interface for content publishers, so that they focus 
on creating great content without getting overwhelmed by 
technology. 

Some of our customers include -

1. BloombergQuint - one of India’s fastest growing financial 
news sites uses the Quintype platform to publish all their 
content. With just a 2 member technical team in-house, 
they have seen a 300% growth in audience. Quintype 
has enabled them to use innovative approaches such as 
using messaging apps for content distribution and audience 
engagement to acheive this growth.

2. TheQuint - is a leading digital news and entertainment 
portal targeted at millenials. With innovative story formats 
for storytelling, and user engagement through realtime com-
ments and citizen journalism, The Quint is leading the way in 
showcasing the possibilities in digital media. 

3. Swarajya Magazine is in the forefront of generating reader 
revenue. Quintype subscription management  module allows 
them with running multiple models of subscriptions.

Akamai secures and delivers digital experiences for the 
world’s largest companies. Akamai’s intelligent edge plat-
form surrounds everything, from the enterprise to the cloud, 
so customers and their businesses can be fast, smart, and 
secure. Top brands globally rely on Akamai to help them 
realize competitive advantage through agile solutions that 
extend the power of their multi-cloud architectures. Akamai 
keeps decisions, apps and experiences closer to users 
than anyone — and attacks and threats far away. Akamai’s 
portfolio of edge security, web and mobile performance, 
enterprise access and video delivery solutions is supported 
by unmatched customer service, analytics and 24/7/365 
monitoring. 

At Akamai, we see a world of unimagined potential, all ena-
bled through the unique power of the Akamai Intelligent 
Edge Platform. It’s this power that creates the agility our 
customers need to accelerate and secure their multi-cloud 
world — and own their digital future.

To learn why the world’s top brands trust Akamai, visit  
www.akamai.com, blogs.akamai.com, or @Akamai on Twitter.

comScore is a recognized global leader in cross-platform 
measurement of audiences, advertising and consumer 
behavior. Built on precision and innovation, comScore com-
bines proprietary TV, digital and movie viewing data with 
vast demographic details to measure consumers’ multi-
screen behavior at scale. With more than 3,200 clients and a 
global footprint in 70 countries, comScore is delivering the 
future of media measurement.

In today’s dynamic media landscape, measurement must 
evolve to keep pace with the challenges and opportunities 
of a cross-platform world. That’s why comScore’s New Model 
goes beyond traditional age/gender demography alone, 
seamlessly linking cross-platform measurement insights with 
Advanced Audiences to help transform the way the media 
industry conducts business and to enable audience-based 
buying.

Freshworks Inc. is the parent company behind the suite of 
products which includes Freshdesk, Freshservice, Freshsales, 
Freshcaller, Freshteam, Freshchat, and Freshmarketer. The 
company’s suite of products is designed to work tightly 
together to increase collaboration and help teams better 
connect and communicate with their customers and co-
workers.

Founded in October 2010, Freshworks Inc. is backed by 
Accel, Tiger Global Management, CapitalG, and Sequoia 
Capital India. Freshworks has its HQ in San Bruno, California 
and global offices in India, UK, Australia, and Germany.

Freshworks believes business deserves better software 
- software that’s ready to go, easy to setup and use, and 
requires minimal customization. All Freshworks products 
live up to this promise and are backed by world-class sup-
port. The company’s cloud-based suite of SaaS products is 
widely used by over 150,000 businesses around the world 
including Honda, Bridgestone, Hugo Boss, University of 
Pennsylvania, Toshiba and Cisco.
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For a quick recap of the 
massive fitness wave that we 
witnessed not so long ago on 

social media, one simply can’t forget 
the exercise routine video Prime 
Minister Narendra Modi, tweeted 
back in May.

From cricketer Virat Kohli to 
Deepika Padukone and Amitabh 
Bachchan, top names from B-town 
came forward and generously posted 
videos encouraging people to stay 
fit. Private life insurer, Bajaj Allianz 
wants to make sure that the netizens 
don’t get over it too soon and they 
are leaving no stone unturned with 
their new attempt. Following the 
launch of Bajaj Allianz Life Health 
Care Goal, a critical-illness product 
covering 36 critical illnesses, the 
company unveiled a uniquely 
engaging ‘#36SecPlankChallenge’ 
initiative.

STORY WITH A TWIST
It all started with a video asking 

viewers to hold a plank (an exercise 
position) for 36 seconds and 
challenge friends to do the same, 
all in an effort to build a healthier 
world. Participants/challengers were 
to shoot a video holding the position 
for 36 seconds and upload it on 
any social media platform using - 
#36SecPlankChallenge.

Participants can tag friends or 
family when uploading the video 
to challenge them and each new 
hashtag counts towards the company 
contributing monetarily to the 
Hrudaya - Cure a Little Heart 
Foundation (Hrudaya Foundation), 
a Hyderabad-based healthcare 
organisation dedicated towards 
curing heart disorders in deprived  
children.

Saina Nehwal, India’s golden 
girl of badminton was among 
the first few to take up the 
#36SecPlankChallenge. She then 
began the chain by challenging 
others within the sports fraternity. 
This got things going, bringing 
in other celebs who tagged their 
peers. The company is also roping in 
celebrities across the entertainment 
and corporate world to amplify the 
consumer-engagement initiative.

The health insurance policy 
claims to cover critical illnesses 

including heart issues and cancer, 
with an option for a family cover 
and return of premium. This critical 
illness cover also offers an inbuilt 
waiver of a premium rider.

So, is it an attempt to ride the same 
fitness wave that PM Modi started 
with the Fit India movement through 
his Mann Ki Baat programme?

Chandramohan Mehra, CMO, 
Bajaj Allianz Life Insurance feels that 
strategically, it widens the initiative’s 
reach on the back of a celebrity’s 
massive following on social media 
and it also deepens consumer 
engagement. And, of course, the 
choice of celebrity has to be relevant 
to the desired TG and the message.

Though it is endearing to see 
a brand’s effort in addressing such 
relevant issues (India being the third 
most obese country in the world), are 
we missing the bigger picture? Has 
this fitness trend already become a 

part of an advertiser’s mandate even 
before they know it?

Says Mehra “I believe that we have 
been fairly effective in telling stories 
through simple, insight-driven, 
yet engaging content; something 
that is atypical of the insurance 
category. #GraveyardOfGoals, our 
web series #GameofLifeGoals, 
leveraging ‘Dancing Uncle’, and 
now #36SecPlankChallenge, are 
some of the key initiatives we rolled 
out recently and are aimed at being 
relevant to the medium and TG.”

During the launch on FB 
Live, Bajaj Allianz Life’s MD and 

CEO, Tarun Chugh also took to 
the plank position for 36 seconds 
when challenged by the host Aparna 
Popat, a 9-time national Badminton 
champion and an Olympian.

LEADING BY EXAMPLE
afaqs! Reporter asked Mehra how 

important it is for the executives to 
stay involved in the whole process 
of promoting the brand’s newly 
launched scheme.

“The leadership team’s 
engagement not only demonstrates 
a serious commitment from the 
organisation towards the initiative 
but also influences participation 
from all stakeholders,” feels Mehra.

“In a typical way, we could have 
had a Town Hall and announced the 
product launch. But, launching the 
product along with the engagement 
initiative, through a live social 
media session, with a relevant sports 

personality, got us to connect with 
employees, agents, distribution 
partners, and the general public, all 
in one go and via a very popular 
medium,” he explains.

EXPERT OBSERVATION
Ramanujam Sridhar, CEO and 

founder of Brand-Comm states that 
insurance is one of the most difficult 
categories to advertise for as one can’t 
possibly show death or illness and 
that is what the category is all about. 
“The interest level around fitness 
was, in a way, artificially engineered 
into it,” he says.

One of the things going for the 
commercial is that it actually urges 
consumers to do something instead 
of simply lecturing them or boring 
them with simple facts, figures and 
clichés. And the peppy beat in the 
background is the last thing we 
expected to see in a conventional 
insurance film.

However, the biggest thing going 
for the commercial lies in the fact 
that it subtly asks audiences how fat 
they are and what they need to do 
keep fit. So, from that perspective, 
Sridhar feels that the messaging is in 
line with what the brand objectives 
are. 

Bikram Bindra, vice-president 
and strategic planning head, Grey 
Group - Delhi, maintains that while 
it is commendable that the brand is 
trying to create a movement of sorts 
and rousing the masses into action, 
the current TVC on the initiative 
seems a bit contrived.

“I would have waited instead, for 
some time for the challenge context 
to plant itself more organically in 
the culture and showcase more real 
depictions. Perhaps there are other 
ways of getting consumers to join in, 
starting with the brand custodians 
themselves, which the brand is 
doing,” says Bindra.

“Also, there is a sharp functional 
benefit that Bajaj Allianz offers and 
there is scope to drive home that 
unique benefit in a more hard-hitting 
fashion,” he points out. n

deepashree.banerjee@afaqs.com

BAJAJ ALLIANZ

Is it the Right Plank?

It is endearing to see a brand’s effort in 
addressing such relevant issues.

afaqs! Reporter asked Chandramohan Mehra himself, the marketer in this 
new age ‘ad’. By Deepashree Banerjee

“The leadership 
team’s engagement 

also influences 
participation

from all 
stakeholders.”

CHANDRAMOHAN 
MEHRA
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Where do ads come from? A 
brand of course! And who 
makes them? Why, an ad 

agency, of course. Or so it would 
seem is the status quo.

Apart from all the buzz about 
the shortage of talent and creative 
folks having diverse options, the 
ad business might be undergoing 
another shift, but discreetly. We 
could spot plenty of ad campaigns, 
over the last few weeks, which did not 
have an ‘ad agency’ setup involved. 
Brands did it all in-house or got it 
done by individual freelancers and 
then roped in a production house to 
put it on film.

Among the latest examples is the 
full-fledged ad campaign - Car bechni 
ho, toh Cars24 - for brand Cars24, a 
platform that facilitates a market for 
used cars, initiate payments and has a 
hassle-free transaction-cum-transfer 
in one day system. 

The ads do not look like they lack 
heart or were done by a shaky hand. We 
still had to ask the question though - 
‘which is the ad agency?’ The truth is, 
the campaign lacks the involvement 
of a mainstream ad agency and has 
been rolled out in collaboration with 
Hypersonic Advisory, a growth-
focused consulting company. 

The brand has rolled out four ad 

films over multiple mediums with 
Nawazuddin Siddiqui and Mandira 
Bedi on board. Aimed at positioning 
the brand as the one-stop shop for 
the sale of used cars, the ads take on 
four different troublesome scenarios 
which a used car buyer/seller can get 
into. Siddiqui plays the emotional 
owner who wants a fair deal before 
breaking the emotional bond. Bedi 
plays the hassled seller who posted 
about a car sale online and included 
her contact number. This is followed 
by Sharmaji (a character in the third 
film) who got into a mess due to 
a complex RC transfer and finally, 
there’s Mr Chibber (a character in 
another film), who’s tired of haggling 
with middlemen. 

afaqs! Reporter spoke to Vani 
Gupta from Hypersonic Advisory, 
the brain behind the campaign, to 
find out more.

So why this campaign?
“Cars24 approached Hypersonic 

with a growth problem. We started 
gathering insights for understanding 
the brand perception. We found that 
the original proposition of selling a 
car at its best price was not tenable for 
the long term as the idea of price is 
subjective. Our interactions revealed 
that consumers were happy not 
only because of the price but other 
things as well like ease of use, branch 
experiences, and these needed to be 
highlighted. Another part was that 
the brand was a leader in the used car 
market. We weaved both of these into 
a full campaign,” Gupta says. 

“We worked on what could be 

the alternate proposition. This was 
followed by workshops within the 
company. We crafted a proposition 
and tested it with consumers. We 
then prepared a creative brief and 
approached freelancers for an ad 
campaign,” she adds.

Why freelancers and not 
traditional ad agencies?

“I am a supporter of individual 
talent. Even in an agency, it’s never 
the agency, per se, that delivers. It 
is an individual that one relies on. 
An agency is nothing more than 
a collection of quality talent. That 
talent may or may not always be in an 
agency. An agency, as an organisation, 
does bring in process and control, but 
creativity is fundamentally individual 
talent,” Gupta replies.

However, this is the first time 
Hypersonic has done a campaign 

of this size. In Gupta’s words, it 
includes everything, ‘end to end’.

The people who were brought 
on board for the campaign are folks 
Gupta had worked with previously 
or were recommended by her own 
marketing community.

So, is the ‘agency’ setup getting 
broken down?

“Agencies need to reinvent 
themselves. Before the internet, there 
were limited options in mass media 
and one-way communication was in 
play. Old-world agencies made sense 
then. It would be only one agency 
team that would be the custodian of 
the brand. During my time in Leo 
Burnett, when it was the agency-on-
record for Coca-Cola, we were truly 
the custodians of the brand, in every 
sense. But now, communication is 
two ways and divided across platforms. 
In this scenario, although mass media 
is still a big chunk, we are seeing 
the emergence of specialist agencies 
which are probably bringing in more 
value. Today, even an outdoor agency 
(previously more of a vendor) can be 
briefed by a brand team to bring in 
creative solutions,” Gupta states.

Vikram Chopra, CEO, Cars24, 
says in a press release, “The entire 
campaign - from insights to 
execution - was led by Vani Gupta 
of Hypersonic. We worked with 
several service providers on the 
recommendations from Hypersonic 
- media experts, digital, creative, 
influencer marketing and others.”

OVER TO EXPERTS  
S Yesudas, co-founder and managing 

director, Y&A Transformation, 
considers the current scenario a wake-

up call for agencies. He maintains that 
failing to transform in time will disrupt 
the business model.

“I have been quite vocal about 
the reducing relevance of traditional 
‘agencies’. While clients are struggling 
to align with the dynamism in 
customer mobility, the agencies, based 
on their legacy team/remuneration 
structures and mostly used to the 
campaign planning/thinking linked 
to the legendary 4Ps of marketing, 
have failed to make provisions for 
the digital necessities of speed and 
the willingness to test multiple ideas. 
Even recognising some may fail,” 
Yesudas says.

Rahul Jauhari, joint president and 
chief creative officer, Rediffusion 
India and Everest Brand Solutions, 
maintains that the threat is real and 
agencies should venture out of the 
traditional line of work. “A smart 
client judges or values his or her 
agency basis the value the agency adds 
to the brand, not just basis a film or 
two. Agencies need to continue to 
focus on being closest to the brand 
and responsive to the marketing 
challenges the client may face,” 
Jauhari says. n

abid.barlaskar@afaqs.com

CARS24

The brand has rolled out four ad films with 
Nawazuddin Siddiqui and Mandira Bedi on board. 

Can Ad Agencies be Replaced?
Cars24’s latest ad has no involvement of a creative agency. Is this a one-off or 
a new model more advertisers will follow? By Abid Hussain Barlaskar

“I am a supporter 
of individual talent. 
Even in an agency, 

it’s never the  
agency, per se, that 

delivers. It’s an 
individual that one 

relies on. An agency 
is nothing more 
than a collection  
of quality talent.” 

VANI GUPTA
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Digital isn’t just about a marketing edge but a 
business edge too,” says Anand Chakravarthy, 
MD at Essence India. He explains that 

agencies need to ensure that clients are looking at the 
efficacy of what this is doing to their business and see 
where the ROI is.

In 2015, WPP acquired Essence, a global agency 
that first expanded across APAC (Singapore, Australia 
and Japan) between 2013 and 2016, largely to service 
a high profile client - Google. Besides Google, it has 
Britannia, Flipkart, Honda Motorcycles, Zee, and 
Nokia SCN as clients. Chakravarthy, who was 
managing partner at Wavemaker (earlier Maxus 
India) since 2014, began his career in research with the 
Kantar Group then moved to planning at Lowe, post 
which he was EVP - marketing at Reliance Broadcast. 

“Quantitative research gave me a great understanding 
of statistical models. Planning at Lowe was about rigour, 
strategy and the chance to work on Unilever brands. At 
Reliance, we launched the largest radio network and 
television channels - it was about implementation, 
speed-to-market and bias-for-execution,” he recounts.

It’s been a year since Chakravarthy was appointed 
MD at Essence India. Shweta Mulki catches up with 
him to find out more. Edited Excerpts:

You’ve said earlier that P&G pulling out of 
digital is purely brand specific. But is there 
still some hesitation in the market when 
investing in digital?

Marketing budgets are not really increasing, 
so before you take out the money from your 
media mix which has been working for you 
and put it somewhere else, you need to be 
sure. However, in digital, if you don’t invest 
to threshold level you’ll never see the impact, 
and vice versa! So it’s the chicken and the egg. 
That’s where the agency needs to come in and 
guide clients on how to invest in a meaningful, 
measured way leading to business ROI.

There have been categories which have 
quickly embraced digital - whether it’s e-comm 
(at 45 per cent), Telco, Auto, or BFSI that have 
gone up to 20-25 per cent. CPG (packaged 
goods) brands have gone from 8-10 per cent to 
double digits now. But there are enough players 
who haven’t aligned to it yet - as they’ve no clear 
understanding of what it can do for business.

Bots and inappropriate content also 
undermine the digital process...

The truth is that in the trillions of impressions 
online, there will be a certain percentage of IVT 
(invalid traffic). Using platforms like a DBM, 
AdWords or Facebook - all who now apply 
stringent measures to see what inventory flows 
through their platforms - protects you. Plus, in 
tools, platforms like Moat Analytics allow you 
to look at your BAV (Brand safety, Avoiding 
ad fraud and Viewability). At Essence, we have 
BAV standards via a process that vets every 

single platform and new publisher. It’s a fairly 
robust tool to identify impressions that are real.

For evolved players, how does programmatic 
advertising pan out now?

The programmatic landscape here is still 
evolving. It’s defined as being able to target the 
audience at the right time, in the right context and 
it’s automated. A lot of times the first two alone 
are considered programmatic. But automating 
those campaigns is ‘true programmatic’. For 
instance, DBM (Google’s DoubleClick Bid 
Manager) allows you to marry your first party 
data and create cohorts of your own audiences 
and even export those onto another platform for 
targeting and so on - so there’s huge flexibility, 
but that’s only the first step. You also need to Ad 
Serve so that you are able to track every step in 
the digital pathway and see where the consumer 
is actually converting.

So why isn’t Ad Serve being adapted that 
enthusiastically?

That’s because Adserving cost is typically 
a percentage of your spends. But unless you 
do that, you aren’t really able to calculate true 
ROI. Let’s say I’m running a campaign through 
DBM (using both Google and non-Google 
inventory) and talking to five publishers; now 
if I’m not Adserving, I don’t know where the 
conversions are coming from. You can also 
identify behaviour at a granular level - knowing 
things like how long they stayed, can help you 

make clusters that behave differently and target 
sweet-spots accordingly. It’s about attribution to 
the last link.

And the attribution journey varies from 
online to offline...

While it’s used to drive footfalls into stores 
and auto dealerships, the attribution journey is 
tougher for offline action. However, as digital 
becomes more centre-of-plate in the media mix, 
agencies and brands are asking for more products 
that provide granularity. And publishers are also 
improving their products. Also, e-com brands 
have emerged as media platforms themselves 
- while Flipkart and Amazon use Google to 
promote themselves, they sell their inventory 
and compete too. So Google in India now also 
has Shopping formats - ads which (through 
search or display) give you one-click purchase 
links of the product you’re searching.

Does India have enough premium 
online inventory for things like private 
marketplaces?

In the US, digital is 42-odd per cent, and in 
China it’s 60-odd per cent of total Adex. But 
the size of US spends is 3-4 times of China 
(which is 10 times of India). As the digital 
footprint in India grows, that scale will enable 
premium inventory and private marketplaces. 
Brands who are sitting on data will eventually 
see opportunities to monetise it.

What edge does Google give you, how does 
that shape your approach?

We’ve been able to really understand how 
the Google stack works and build solid best-
practices and tools that maximise the value of 
the Google cent. We are also developing tools 
that look at an integrated view - how do offline 
and online media work together, what are the 
best touch-points, how much to invest on each, 
and measure the contribution of each.

In digital, many say the gap between media 
and the creative needs to reduce...

The marketing journey is moving from just 
‘start with communication’ to first seeing where 
is this consumer and accordingly communicating 
to them, so the marriage of creative and media is 
even more essential today than ever.

Big consulting firms are getting into 
media... any concerns?

Consultancies have the advantage of making 
something process driven and they work closely 
with top management for that. But, this is not 
their area of expertise. You can build a team but 
you can’t build a unique organisational mindset 
that is designed to deliver marketing solutions.

shweta.mulki@afaqs.com
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ANAND CHAKRAVARTHY

“It’s About Attribution”

“Agencies and brands 
are now asking for more 

products that provide 
granularity.” 

ANAND CHAKRAVARTHY
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Talk about bridging rifts 
and bringing communities 
together, the latest Brooke 

Bond Red Label campaign 
‘#ShreeGaneshApnepanKa’ is an 
attempt to do just that. This ad is an 
ode to all the relationships that have 
cropped up over cups of tea.

The over two-minute-long digital-
only film is, as the disclaimer at 
the end says - “Inspired by a true 
story”. Owned by Unilever, Brooke 
Bond is the parent of sub-brands 
such as Red Label, Taaza and Taj 
Mahal. Of these, Red Label has, so 
far, been the best bet for Brooke 
Bond in the tea category. While 
‘Building Relationships’ is the core 
brand message that competitor Wagh 
Bakri has been banking on from 
the beginning, Red Label, the 
centenarian tea brand, on the other 
hand, has taken it a notch higher by 
treading the path less travelled. 

Others have done it too. Wagh 
Bakri, for instance, started creating 
campaigns that have traditionally 
highlighted tea and its ability 
to diffuse tension and awkward 
situations to bring people closer. 
The idea? Encourage people to 
be more inclusive and accepting, 
irrespective of culture, gender and 
other differences.

GOOD IDEAS
The agency has faith in the power 

of ideas and storytelling to change 
human behaviour, maintains the 
team at Geometry Encompass, the 
agency that crafted the campaign.

The film was shot in a Ganpati 
idol workshop, one of many that 
can be seen in Mumbai, weeks 
before the homecoming of Bappa 
(Lord Ganesha). The ad features 
a conversation between an idol-
maker and a first-time buyer of the 
idol. The plot sees a twist when 
the knowledgeable artisan pulls out 
his prayer-cap and readies himself 
for namaz in response to the azaan. 
This leaves the excited buyer a little 
distressed and he chooses to leave. 
That’s when a glass of Red Label tea 

takes charge and turns things around.
“We saw a great human insight 

and wanted to tell a simple but 
thought-provoking story, luckily 
we found the perfect occasion. 
‘#ShreeGaneshApnepanKa’ poses 
a pertinent question to us all, the 
answer to which can be found in a sip 
of tea,” says an agency spokesperson. 

Commenting on the Brand’s 
creative brief, Shankar Shinde, 
managing partner, Geometry 
Encompass says, “We’ve been 
working with Unilever for over two 
decades and we understand the brand 
ethos. This brief was a pro-active 
idea pitched to our client who helped 

us fine-tune it.” When asked about 
the dos and don’ts to be kept in mind 
while executing such a campaign 
Shinde states, “Be honest, be well-
informed of cultural sensitivities, 
don’t tell but ask, ensure the product 
plays a logical role in the narrative 
and, most importantly, never-ever 
make anyone feel ostracised,”

The challenge for the agency 
was to “understand the emotional 
complexities of what two people feel 
in such a situation and bring it out 
both with apt words and emotions. 
The script was crafted keeping in 
mind a cultural-balance.

Clearly moving beyond a teapot 
brew to a picture-perfect family 
having their own ‘cuppa time’, a 

form of advertising Brooke Bond 
Red Label chose to bid adieu to back 
in 2014, the brand finally had their 
light-bulb moment as they replaced 
it with the new brand proposition 
- Swaad Apnepan ka (Taste of 
Togetherness) - and there was no 
looking back ever since. 

Religion, as a territory, is still 
considered a strict no-no among 
advertisers in India is what Rahul 
DaCunha, the man behind Amul’s 
topical (often bold!) ads, believes. 
Brooke Bond Red Label has a 
rich history of socially inclusive 
advertising - from the first edition of 
its Six Pack Band campaign to creating 

a viral music video with India’s 
first transgender band or stirring a 
conversation on disability through 
music! Its 2014 ad, with its brand 
proposition - ‘Swad Apnepan Ka’ - 
Red Label got quite a bit of attention 
when it portrayed a reluctant Hindu 
family becoming good friends with 
their Muslim neighbour over a few 
cups of Red Label tea.

Carrying forward the ‘Swad 
Apnepan Ka’ proposition, another 
Red Label campaign this year - ‘A 
Tale of 2 blends’ - by Ogilvy, proves, 
in a social experiment, just how tea 
tastes better with company.

The digital piece, apart from 
sharing its take on religious ties 
that come into a tussle during this 

auspicious month that’s celebrated 
by both communities, manages to 
shed a good amount of light on how 
(conveniently) ignorant we are to the 
nuances of the religions we practice. 
And, we certainly got the drift from 
the message in the later-half of the 
film that equates craftsmanship to 
worship.

Tea, being a universally penetrated 
category, comes with its own share 
of marketing challenges to break the 
clutter and this one has successfully 
weaved the social message into the 
narrative, keeping the product at the 
centre of the conversation in the 
campaign.

WHAT EXPERTS FEEL
So, did ‘a lot happen’ over the  

humble cup of tea? afaqs! Reporter 
asked the industry aces. The real 
hero, in this case, turns out to be 
the heart-warming script itself. It 
comes as a refreshing change in the 
space which is increasingly getting 
cluttered with often flashy and 
forced-activism-driven narratives.

Anadi Sah, lead innovation - 
creative and technology, Isobar, 
feels that the campaign is a heart-
warming story that has been crafted 
in the purest form and delivers a 
powerful message. “The piece 
not only conveys that we should 
overcome deep-rooted prejudices 
but also exhibits how disconnected 
the present generation is from the 
learnings of its own faith,” Sah says.

“If content is king, good timing 
is the crown,” feels Shrenik 
Gandhi, chief executive officer and 
co-founder, White Rivers Media.

“This campaign scores on content 
and timing,” he says, sounding 
impressed. “The community angle is 
a very sensitive option for a brand and 
this has been handled nicely, aptly 
respecting both religions. Moreover, 
it’s amplified well. So, overall, a great 
campaign; promoted well for a brand 
people love. The size of the film is 
not too long and the characters play 
the role well,” Gandhi winds up. n

deepashree.banerjee@afaqs.com

Hands-on 
Endeavour
Red Label tea’s latest TV spot is inspired by a true 
story. By Deepashree Banerjee 
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The idea is to encourage people to be more 
inclusive and accepting.

RED LABEL
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On a Sunday morning, Uma Talreja is in 
the midst of supervising a shoot for Shoppers 
Stop’s latest festive campaign. She’s used 

to such ‘on-duty Sundays’. “In retail, the best time 
to understand consumers is the weekend,” she smiles. 
With 19 years in retail, Talreja, who is now the chief 
marketing officer at Shoppers Stop, knows this game 
well. Before this, Talreja was director of strategy and 
chief digital officer at Raymond - helming its digital 
journey. 

Talreja’s other stints include being the marketing 
head at Burger King and Trent (Westside), as well 
as brand head for Aditya Birla’s ‘more’ supermarkets. 
She began her career as a product manager at Shaw 
Wallace in 1999, and joined Shoppers Stop in 2002 - 
in marcom - spending over five years in the company. 
It’s full circle now.

“There is positive nostalgia for the brand - the 
question is when new generations enter this brand, how 
will that nostalgia create a kind of trusteeship relevant to 
the next generation?” wonders Talreja. Shweta Mulki 
caught up with her to talk retail. Edited Excerpts:

Consumer data in the digital era - how do 
you interpret it today versus a decade ago?

Firstly, in a business where you are managing 
a consumer brand, that data is very different 
from a business where one is a consumer touch 
point. I’m an insight and consumer-centricity 
person. At Shoppers Stop earlier, I learnt to put 
the consumer at the heart of the business - that 
requires data-driven thinking. While research 
can give you directional input (what consumers 
are saying/thinking), you have to merge that 
with real data to see the story in the numbers.

What’s changed is that you now map the 
consumer in a continuum, as they switch 
between offline to online and between search/
social/research/shopping. And you need to 
add consumer speak (from own and external 
channels) and use it to drive innovation. It’s 
like being on an obstacle course - racing against 
competition and things being flung at you 
simultaneously by consumers. You are trying to 
lead the consumer in a time when the consumer 
is ahead of you!

As CMO of Burger King, you oversaw its 
launch ops in India and put up its ‘Whopper’ 
burger on eBay (a global-first innovation), 
how was the launch experience?

Launching an iconic global brand in India, 
it was important to recognise and recreate  
that ‘brand love’ here. Burger King was bringing 
in a set of products and how to localise something 
like the Whopper’ with equal respect for the 
brand’s essential values and the consumer,  
was a big learning. Secondly, this category 
is about ‘real experience’ - you consume it 
intimately (like make-up). In this space,  
people queuing up during launch was a thing, 

but we wanted customers to enjoy the experience 
- not wait in endless queues. In QSR, kitchens  
are structured to a certain process - we 
figured out operations and made full-capacity 
calculations (how many burgers could we 
make in a day). I then decided to service that  
supply, by selling it in advance online. eBay 
bought into the idea and it was sold-out in a day. 
We had a launch campaign, but here I was only 
solving a problem.

At Raymond, how was the experience 
of taking a legacy brand onto its digital 
roadmap? You launched a site that was ‘a 
consumer-first platform, not brand first’...

While Raymond is a much-loved consumer 
brand, it was a B2B model; primarily selling 
goods to trade which, in turn, was servicing 
customers. Using digital, we could make that 
B2B model consumer-centric by creating a 
channel that we could own and control. First, 
we used the website as a consumer-first platform 
to gain insight. Secondly, the franchisees had 
a common billing system, which we used 
to launch a single coalition loyalty program 
across the business. We built a complete data 
architecture, married that to point of sale, gave it 

the front of a loyalty programme for consumers, 
and used that data for further decisions.

Shoppers Stop revenues haven’t been great 
but it’s also on the path to be debt-free by 
2019, mainly due to divestments (Amazon’s 
stake). So is this a turnaround year?

It’s still a transition year with almost all new 
leadership. It involves focus on positive results 
for our stakeholders, efforts to understand 
the consumer’s expectations better, ensuring 
our brand mix and product assortment, meet 
requirements, and redesigning marketing 
strategy. We have a steady online-to-offline 
model that we’ll gradually build to scale. The 
turnaround will come once we are fully prepared 
for large-scale improvements.

And omni-channel as a strategy, is a given?
What’s important is using technology 

platforms to improve consumer experience. 
Omni-channel helps delivery, availability and 
convenience, so everyone will adopt it, but the 
differentiated experience you build on top of 
that is key.

Is apparel your main focus and is beauty 
growing? Also, what’s in store for private 
(in-house) brands?

Apparel is a significant portion of our 
business, but non-apparel is rising fast and 
beauty is a critical area. We are the number 
one offline beauty retailer - all partnerships are 
critical here - that includes managing the Estee 
Lauder group relations in India. As for private 
brands, we’d want to change that concept to 
‘favourite’ brands and create the same love for it 
as that of the master brand.

The black-white branding was distinct 
once; how do you plan to stand out today?

We will retain the black and white feel, as the 
consumer expectation of ‘modern-sophisticated’ 
is still there. The parent brand needs a deeper 
look and we are addressing that. Like every other 
brand, we’ve had to lean on sales promotions 
and offers, but there’s a shift we are making to 
focus on the ‘joy of shopping’ - that’ll merge 
back into strategy. Campaigns will also focus on 
new services like ‘Personal shoppers’.

How do you approach creative? What are 
the messaging challenges in multi-brand 
retail?

Creative is not just about art and copy, it’s 
about problem-solving. A great idea means 
nothing if it’s not doing something for the 
customer. Retail is driven by occasions and 
festivals - that’s challenging but it’s also easier 
to schedule and ladder that communication. n

shweta.mulki@afaqs.com
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UMA TALREJA

“Nostalgia and trusteeship”

“Apparel is a significant 
portion of our  

business, but non-apparel  
is rising fast and  

beauty is a  
critical area.” 
UMA TALREJA
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Ready to  
Blast off

HOICHOI

Backed by SVF (formerly known as Shree 
Venkatesh Films), Hoichoi, the over the 
top (OTT) app which focuses on Bengali 

content, is planning to launch 30 original shows and 
12 original films in the upcoming year.

The subscription-based video on demand 
(SVOD) platform also announced plans to double 
the overall content library to approximately 2800 
hours in the next year by acquiring 200 Bengali 
movies, 12 of which will be world digital premieres. 
The content that would be available for the viewers 
would be across genres including fantasy, dark 
comedy, musical thriller, sitcom, travelogue, 
mystery, paranormal drama, kids, treasure hunt, 
psychological horror and others.

In the coming months, Hoichoi also has plans 
to launch in Bangladesh and UAE markets. The 
platform has also introduced 
a pay-per-view model which 
means newly-released movies 
will be coming on Hoichoi 
soon after their theatrical 
release, giving national and 
international users an exclusive 
chance to watch them.

The OTT platform will 
launch its first web series 
- ‘Dhaka Metro’ - for the 
Bangladeshi audience soon. It 
will be directed by Amitabh 
Reza Chaudhuri.

Talking about the challenges, 
Vishnu Mohta, director and 
co-founder of Hoichoi, says, 
“We have been in this business 
for one year now and there have 
been challenges on all fronts 
because we have tried to go as 
fast as we can. We keep getting feedback from the 
audience in terms of content, features they want to 
have in the app and payments.”

He adds, “We released about 22 original shows 
and six original films. So, from a content catalogue 
perspective, we have done a remarkable job in 
the last year and I think, going forward, we plan 
to increase that. From that front, the challenge is 
to keep the consumers excited about what we are 
trying to do and being the market leader, we also 
need to educate people in terms of the ability to 
watch original shows and movies on the internet.”

About launching Hoichoi in Bangladesh and 
UAE markets, Mohta, says, “We had also stated 
that Hoichoi wants to cater to the 250 million plus 
Bengalis living across the globe and expanding 
our footprint into Bangladesh and the Middle 

East is an important step in that 
direction. These are markets 
with a potential of more than 
180 million customers. While 
expansion into Bangladesh, 
through local payment gateways, 
is a natural decision to reach 
a wider audience, entry into 
the Middle East is aimed at 
connecting with the huge migrant 
Bengali population living in the 
Arabian Peninsula nation. We 
intend to keep delighting our 
audiences worldwide.”

Kolkata, Bengaluru, Delhi, 
and Mumbai are strong markets 
from which Hoichoi gets 
viewership. The platform sees 
an average of 60 minutes spent 
per viewer.

Speaking about the pay-per-view feature, Mohta 
explains, “One key pain-point of the industry is that 
Bengali movies, in general, don’t get a theatrical 
release outside of some key territories outside West 
Bengal and we see that as a big enabler in giving 
movies to our audience, wherever they might be 
located, as close to the release as possible.”

Hoichoi currently has a library of over 1400 
hours of content including 500+ Bengali movies, 
50+ hours of exclusive Original Web Series (22 
shows streaming now) and 1000+ songs to serve 
the entertainment needs of Bengali audiences 
globally. It also launched its Fire TV and Apple TV 
apps for TV viewing audiences. Hoichoi is powered 
by ViewLift, the international content distribution 
platform and Amazon Web Services. n

suraj.ramnath@afaqs.com

Prasanth Mohanachandran, erstwhile 
founder and chief executive officer of 
The Digital Street, passed away Friday 

morning.  
The Social Street has sent the following 

press statement:
The Social Street and The Digital Street 

mourns the untimely and tragic demise 
of Prasanth Mohanachandran, CEO and 
founder, The Digital Street. Prasanth passed 
away early this morning.

He was 46 years old and is survived by his 
wife and parents.

Prasanth had over 20 years of experience 
in the digital industry. He set up Agency 
Digi, a full-service digital agency in 2010. In 
January 2017 he joined hands with The Social 
Street to form The Digital Street. Prior to 
this, Prasanth served as Executive Director 
– Digital Services at OgilvyOne Worldwide 
where he worked for over 11 years.

His last rites were performed on  
September 21 at the electric crematorium at 
Muktidham Hindu Crematorium, Chakala, 
Andheri East. n

feedback@afaqs.com

Prasanth 
Mohanachandran 
passes away

OBITUARY

Mohanachandran was the  
founder and CEO of The Digital 
Street. He was 46 years old and  
is survived by his wife and  
parents. By News Bureau

Prasanth Mohanachandran, erstwhile founder and 
chief executive officer of The Digital Street, 
passed away Friday morning.  

The Social Street has sent the following press 
statement:

The Social Street and The Digital Street 
mourns the untimely and tragic demise of Prasanth 
Mohanachandran, CEO & Founder, The Digital Street. 
Prasanth passed away early this morning.

He was 46 years old and is survived by his wife and 
parents.

Prasanth had over 20 years of experience in the 
digital industry. He set up Agency Digi, a full-service 
digital agency in 2010. In January 2017 he joined hands 
with The Social Street to form The Digital Street. Prior 
to this, Prasanth served as Executive Director – Digital 
Services at OgilvyOne Worldwide where he worked 
for over 11 years.

His last rites was performed on Friday at 12:30 
PM at the electric crematorium at Muktidham Hindu 
Crematorium, Chakala, Andheri East.

The OTT platform has plans to acquire 200 Bengali movies in the  
next one year. By Suraj Ramnath 

In the coming months, 
Hoichoi also has plans 
to launch in Bangla-

desh and UAE markets, 
and will soon launch its 
first web series - ‘Dhaka 
Metro’ in Bangladesh.
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Ten of India’s top news 
publishers who collectively 
claim to serve 70 per cent 

of India’s online audience have 
today announced the formation of 
their association, Digital News 
Publishers Association (DNPA).
The 10 founding members include, 
Dainik Bhaskar, India Today Group, 
NDTV, Hindustan Times, Indian 
Express, Times of India, Amar Ujala, 
Dainik Jagran, Eenadu and Malayala 
Manorama.

Excerpts from the interaction with 
the board:

So what’s DNPA’s views on 
platforms like social, search, 
display ads and video grabbing 
the lion’s share of the digital ad 
spends in India?

One of the key things we defined 
in our charter is how to really promote 
the digital ecosystem with respect 
to news publishers. We will work 
together to define how to work with 
the partners and other bodies, and 
grow and foster the ecosystem around 
this. All digital publishers coming 
together is not only a signal that we 
realise this, but as a body we are 
stronger together. It will allow us to 
create standards and an environment 
to grow the ad pie, not only in our 
favour but also the larger ecosystem.

According to a report published by 
digital agency Dentsu Aegis Network, 
of the total `8,202 crore of digital 
ad spends in India, social takes 28 
per cent, while search and display 
constitute 26 per cent and 21 per cent 
of the pie, respectively.

Is DNPA also planning to put 
forth a subscription model along 
with measurement procedure for 
a publisher’s digital presence?

The board maintains that while the 
concept of subscription is unique to 

each publisher, DNPA might bring 
forth a measurement process for 
publishers in terms of ad visibility, 
website traffic, etc.

The organisation is committed to 
providing the most credible news in 
all languages to the Indian audience, 
to self-regulation and to promoting 
the business and editorial interests of 
all members.

The digital space in India is 
growing exponentially and DNPA has 
been formed to find ways to cooperate 
in maximising the current and future 

potential of the industry.

Digital news publishers do rely 
on platforms like social media 
and search for the website traffic. 
Does this place publishers in a 
tight spot because a tweak in the 
social platform’s algorithm can 
have high impact on the visibility 
of the publisher’s content?

What we all have realised is that 
platforms and publishers will co-exist. 
But publishers like us enjoy a high 
amount of brand equity, which gets 
more direct traffic along with more 
repeat user base. Its not something 
that always pops in your face. Social 
platforms are great places to explore 
newer audiences, and convert them 
into repeat users.

Typically for us, search will be a 
huge driver since it is a natural course 
of news. But social traffic does have 
a lot of volatility because Facebook 
has had changes, there are changes 
in algorithms. But we have built 
our products independent of those 
platforms and the products can stand 
on their own feet. n

(All the questions were directed at the 
board and include answers from multiple 
respondents from the board members. The 
responses have been attributed to the 10 
member board as a whole for simplification.) 

feedback@afaqs.com

A New Beginning 
DIGITAL NEWS PUBLISHERS ASSOCIATION

The DNPA is formed by Dainik Bhaskar, India Today Group, NDTV, Hindustan Times, Indian Express,  
Times of India, Amar Ujala, Dainik Jagran, Eenadu and Malayala Manorama. By News Bureau  

Eros Now, the subscription-based video 
on demand (SVOD) platform by Eros 
International is launched its first original 

series - Side Hero. All episodes were available for 
binge-viewing from September 24, 2018.

Directed by Rohan Sippy, Side Hero stars 
Kunaal Roy Kapur as a fictionalised version of 
himself, trying to become a lead hero and prove 
that acting is not just a ‘hobby’.

With an aim to engage with the audience, 
Eros Now has undertaken a robust 360-degree 
marketing campaign to promote Side Hero. The 
OTT platform plans to strategically encompass 
marketing elements such as on-air promotions, 
creating social media buzz, on-ground association, 
outdoor campaigns, radio spots, and various PR 

tools, making it an impactful 
campaign. Side Hero will be 
extensively promoted on major 
broadcast channels through a 
15-day-long campaign alongside 
aggressive promotions on leading 
radio stations in Mumbai, Delhi 
and Bangalore. Eros Now will also 
tactically use the outdoor medium for promotions 
at 100+ sites in Mumbai.

Taking experiential on-ground entertainment 
to its influencers and stakeholders, Eros Now will 
host an open-air screening in Mumbai. The digital 
entertainment platform will also use its expertise 
across social media platforms like Facebook, 
Twitter, Instagram, and Snapchat for engaging the 

influencers and users alike.
Talking about the new series, Ridhima Lulla, 

chief content officer, Eros Group, says, “Side 
Hero is a mocumentary on Kunaal Roy Kapur’s 
life and how he has been a ‘side hero’ and we are 
going to play on that.”

Ali Hussein, chief operating officer, Eros Now, 
adds, “The way we are positioning it 
is this is a show about Bollywood that 
makes fun of Bollywood, from the 
makers of Bollywood.”

The plan was to launch this series 
in 2015. Talking about why it took so 
long, Lulla says, “Rohan and Kunaal 
had come to us with the idea in 
2015 and we went through a rigorous 

process. The three of us shot the pilot and our 
focus group tested it. We got reactions from 
different audiences across India and saw how we 
could implement those reactions and make sure 
that the show’s story became stronger. So, it took 
a while and all shows need that kind of time for 
development and writing.” n

suraj.ramnath@afaqs.com

The Originals have Arrived
All eight episodes of the show starring Kunaal Roy Kapur were 
available on the platform from September 24. By Suraj Ramnath

EROS NOW

From L to R – Bharat Gupta (Jagran New Media), Bobby Paul (Malayala 
Manorama), Puneet Gupt (The Times of India), Prabhakar Singh (HT Digital 
Steams Ltd), Suparna Singh (NDTV), Kalli Purie (India Today Group), Durga 
Raghunath (The Indian Express), Pawan Agarwal (Dainik Bhaskar Group), 
I.Venkat (Eenadu), Tanmay Maheshwari (Amar Ujala)
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New campaigns across television, print, out-of-home and digital media.

Got some great campaign that has been published recently? Upload it on afaqs! for the world to see.
Visit: www.afaqs.com/advertising/creative_showcase
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COCORIDE
Challenging gender stereotype, COCO by 
DHFL General Insurance has launched its first 
digital-only campaign, ‘#CareMoreHaveMore’,  
for its retail two-wheeler policy – COCORide.
Creative Agency: HyperCollective

SAMSUNG BIXBY
Samsung Bixby’s latest ad ‘#VoiceForever’ 
showcases the use of technology in helping 
a daughter preserve her mother’s voice as 
she has Motor Neuron Disease. 
Creative Agency: Cheil WW India 

BRITANNIA
As part of the centenary celebrations,  
the brand has released a series  
of ad films - a set of 10 TVCs - to showcase 
its wide product portfolio. 
Creative Agency: Lowe Lintas

UBER EATS
Hitting the nostalgia button, online food 
delivery platform Uber Eats’ latest  
digital campaign - ‘Purane prices, Naya  
app’ - brings iconic ads of 1990’s back  
to life.

BROOKE BOND RED LABEL
The latest ad film from the tea brand,  
‘#ShreeGaneshApnepanKa’, is an ode to 
all the relationships that have cropped up 
over cups of tea.
Creative Agency: Geometry Encompass

CARS24
This ad film from Cars24’s latest campaign 
‘Car bechni ho, toh Cars24’, featuring 
Mandira Bedi, aims at positioning the  
brand as the one-stop shop for the sale of 
used cars.

HAVELLS
Havells has launched an ad for its popular 
flame-retardant wires, taking forward its 
famous product attribute - ‘Wires that don’t 
catch fire’ - with a refreshing take.
Creative Agency: Soho Square 

VODAFONE IDEA 
Idea Cellular and Vodafone India’s latest 
ad campaign ‘#MeriRealLife’ initiates a 
conversation around the less than real 
projection of real-life on social media.
Creative Agency:  BBDO India

BAJAJ ALLIANZ
Following the launch of Bajaj Allianz 
Life Health Care Goal, a critical-illness 
product covering 36 critical illnesses, the 
company unveiled a uniquely engaging 
‘#36SecPlankChallenge’ initiative. 

LEVI’S
Levi’s celebrates the power of women 
and their determination to inspire change, 
with the fourth edition of its successful 
‘#IShapeMyWorld’ campaign, featuring 
renowned rapper Hard Kaur.

RESIQUICK
The brand’s campaign, featuring Varun 
Dhawan, tells consumers ‘Sirf chipkao nahi, 
jodo’, thus taking a dig at the rival adhesive 
brand Fevikwik.
Creative Agency: Lowe Lintas

VIDEOS

METRO 
DAIRY
Don’t fight. Enjoy 
Metro Ice cream 
instead, is the 
message the 
brand Metro Dairy 
wants to convey in 
its latest campaign.  
Creative Agency: Genesis – Kolkata 

NOKIA
Cellphone brand Nokia 
has released a print 
campaign congratulating 
Vodafone India and 
Idea Cellular on their 
recent merger and 
starting a new  
company Vodafone Idea 
Limited.

KHURUMJARI 
- RED LABEL     
Taking forward the 
‘Chai Ek, Swaagat 
Anek’ proposition 
forward, Brooke Bond 
Red Label has released 
a print ad mentioning 
‘Khurumjari’ (meaning ‘Namaste’) in Manipuri. 

PRINT

Rag rag mein
Daude city

be heard

THE MOST AUDACIOUS AD OF THE MONTH

RR KABEL
RR Kabel, in its new ad - Akalmand Bano 
Sahi Chuno, featuring Akshay Kumar - 
takes a dig at Havells’ marketing USP for 
its wires with ‘Wires That Don’t Catch Fire’.

RR KABEL
Electrical wires and cables brand, RR 
Kabel, in its new ad - Akalmand Bano 
Sahi Chuno, featuring Akshay Kumar - 
takes a blatant dig at Havells’ marketing 
USP for its wires i.e. ‘Wires That Don’t 
Catch Fire’.

Creative Agency: None
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Post: Client Servicing Director 
Company: IdeateLabs
Profile: Remain technically abreast 
and develop sufficient knowledge of 
other core business areas to identify 
needs and direct work assigned by 
clients. Responsibility for a portfolio 
of clients acting as the main point 
of contact, generate incremental 
revenues in line with targets by 
selling Ideate Labs services and 
educating clients on any additional 
Ideate Labs can offer. 
Exp: 7 to 8 years
Location: Mumbai
Email: careers@ideate.email
...........................................................

Post: Associate Account Director 
Company: Janrise Advertising Pvt Ltd 
Profile: Contributing to brand 
success/growth by providing 
long-term direction to the brand; 
should be able to do the strategic 
planning and thinking for the client’s 
business; responsible for client 
accounts within the agency, and the 
client-agency relationship; ensuring 
the profitability and growth of client 
accounts. 
Exp: 7 to 8 years 
Location: Hyderabad
Email: hr@janrise.in
...........................................................

Post: Project Manager (Social 
Media) 
Company: Span Communications 
Profile: Will be required to lead a 
team for a reputed brand; should 
have expertise in social and digital 
media management; excellent 
command over digital ad formats, 
digital media buying, knowledge of 
latest digital and social trends and 
market insights is a must.
Exp: 5 to 7 years 
Location: Lucknow
Email: resume2span@gmail.com 
...........................................................

Post: Sr. Account Manager 
Company: Thoughtrains Designs Pvt 
Ltd 
Profile: Excellence communications 
and inter-personal skills, good 
command and fluency in English; 
understanding the market trends, 
client’s business and their brand; 
analysing the client’s briefs and 
delivering creative as per the 

timelines. Real Estate Knowledge & 
experience in an ad agency will be an 
added advantage. 
Exp: 5 to 7 years  
Location: Mumbai & Navi Mumbai
Email: hr@thoughtrains.com 
...........................................................

Post: Content Writer/Copywriter 
Company: Quotient 
Communications Pvt Ltd 
Profile: Ideating and bringing them 
to life with the power of language; 
to give you a slightly more specific 
idea, there will be campaigns to 
conceptualise, headlines to be 
written, body copy to be crafted and 
presentations to be created. All with 
that unique touch that makes the 
good, great. 
Exp: 0 to 3 years 
Location: Mumbai
Email: team@quotientcomm.com 
...........................................................

Post: Client Servicing Executive 
(Mainline Advertising) 
Company: Eggfirst Advertising And 
Design Pvt Ltd  
Profile: Excellent presentation, oral 
and written communication skills; 
should have prior experience with 
advertising agencies only; industry 
research capabilities to understand 
client’s business environment. 
Exp: 1 to 2 years 
Location: Mumbai 
Email: hr@eggfirst.com 
...........................................................

Post: Graphic Designer 
Company: Moving Pixels Pvt Ltd 
Profile: Responsible for taking 
a client’s advertising brief and 
generating original copy ideas that 
grab the attention of the target 
audience. This can include creating 
straplines, slogans, body copy, jingles 
and scripts. Familiarising themselves 
with the product, target audience 
and competitor activities in the 
market. 
Exp: 2 to 4 years  
Location: Ahmedabad
Email: hr@movingpixels.in
...........................................................

Post: Business Development 
Manager  
Company: Greysell Marketing 
Promotions Pvt Ltd 

Profile: Planning and execution 
of business strategies; generating 
database, making calls, converting 
that into meeting followed by 
pitch and conversion; should be 
well-versed with presentation and 
excellent communication skills.
Exp: 3 to 5 years 
Location: Andheri (Mumbai)
Email: hr@greysell.in
...........................................................

Post: Accountant  
Company: Vermmillion 
Communication Pvt Ltd 
Profile: Day-to-Day accounting in 
Tally with well-versed in TDS/GST 
and MS Office. 
Exp: 1 to 2 years  
Location: Gurgaon 
Email: hr@vermillion.net.in 
...........................................................

Post: Copywriter/Senior Copywriter 
Company: Imagic Communications 
Pvt Ltd 
Profile: Conceive, develop and 
execute with good ideation; thinker 
with ideas/concepts 
Exp: 3 to 5 years 
Location: New Delhi
Email: mail@imagic.in 
...........................................................

Post: Digital Account Manager – 
Client Servicing and Strategy 
Company: India News 
Communications Ltd 
Profile: Account manager who eats, 
sleeps and speaks digital. You’ll 
have a strong understanding of the 
process and structure of creative and 
digital projects, and how long they 
take to be brought to fruition. As an 
integral part of the team, you will be 
responsible for the overall strategy, 
execution, client servicing, delivery 
and team management.
Exp: 3 to 5 years 
Location: Noida
Email: hr@inclgroup.com
...........................................................

Post: Branch Head (Advertising and 
Media) - Pune 
Company: Tempest Advertising Pvt 
Ltd 
Profile: Responsible for overall 
operations and profitability of the 
branch; revenue generation through 
new account development and key 

account management; developing 
relevant business proposals; monitor 
market intelligence within industry 
in terms of new customers, new 
projects and competitive activity. 
Exp: 2 to 4 years
Location: Pune 
Email: careers@tempestadvertising.
com 
...........................................................

Post: Group Sales & Business 
Development 
Company: Coconut Media Box LLP 
Profile: Generate revenue sales 
through sponsorship and event sales 
to various corporates and clients. 
Sale plays/shows/events/artists and 
other services to various corporates, 
social group, premium clubs, 
event management companies, etc; 
facilitating the entire sales process; 
lead generation, closing sales.
Exp: 0 to 4 years 
Location: Mumbai
Email: payal@coconutmediabox.in 
...........................................................

Post: Sr. Graphic Designer 2D/3D 
(Exhibition) 
Company: Classic Advertising Group  
Profile: Good command in 3d max, 
Corel and Photoshop, finishing; 
should be hard-working and creative. 
Exp: 2 to 6 years
Location: Delhi
Email: classichrd@gmail.com 
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people
A round up of some major people 

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

ZEE5 
ZEE5 India has recently announced 
the appointment of Rajneel Kumar 
as the business head - expansion 
projects and head of products for the 
digital Business of Zee Entertainment 
Enterprises. At ZEE5, Kumar has 
been tasked with leading the charge 
on the product function while also 
building on the expansion projects 
on the platform. 

Discovery 
Karan Bajaj has quit Discovery as 
head of India and South Asia. Bajaj 
joined the network in July 2016. 
Jean-Briac Perrette, president and 
chief executive officer, Discovery 
Network International, sent an 
official mail to Discovery’s India 
team saying, “I want to let you know 
that Karan has decided to move on 
to pursue his own entrepreneurial 
ambitions. Karan has embodied many 

of company’s guiding principles...
purposeful as he passionately lead a 
bold swing to create a new type of 
purpose driven GE channel in India 
with Jeet; a creative dreamer who 
believed we could invest in a great 
team who could take our small Kids 
channel from the lowest rankings to 
being top 3 kids network; consumer 
obsessed by launching new digital 
products that focused on making our 
brands and content more relevant to 
India’s exploding digital consumers; 
and quick and agile with a great sense 
of urgency and drive to reinvent and 
expand our business.”

Motivator
Motivator, part of GroupM, a media 
investment group, announced the 
appointment of Mausumi Kar as 
its India managing director. The 
appointment is effective from 
October 1. 

MEDIA MARKETING
Mufti 
Clothing and fashion brand Mufti, 
has announced the appointment 
of Vipul Mathur as the company’s 
chief operating officer. Mathur 
brings along 20 years of experi-
ence in brand management, retail 
operations and merchandising. 
Prior to joining Mufti, Mathur 
was brand head for Skult. 

Coca-Cola
Coca-Cola India has appointed 
Asha Sekhar as its vice president 
and chief digital officer, India and 
South West Asia. In this newly-
created leadership role, which 
focuses on the company’s journey 
towards digital transformation, 
Sekhar will build foundations 
necessary for business growth, 
drive opportunities and strength-
en Coca-Cola India’s digital 
ecosystem. In addition to her new 

responsibilities, Asha will con-
tinue to lead the media and allied 
marketing functions.

Danone India
Danone India has appointed 
Himanshu Bakshi as interim man-
aging director with effect from 
September 1, 2018. Rodrigo 
Lima, the former managing direc-
tor, Danone India has moved to 
Australia as managing director 
early life nutrition, Australia and 
New Zealand. 

HDFC Life
HDFC Life, has appointed Vibha 
Padalkar as its new managing 
director and chief executive offic-
er for a period of three years 
effective September 12, 2018, in 
a board meeting held recently. 
Padalkar joined HDFC Life in 
August 2008. 

ASCI
At the board meeting of The Advertising Standards 
Council of India (ASCI) held recently, D. 
Shivakumar, group executive president, corporate 
strategy at Aditya Birla Group, was unanimously 
elected the chairman of the board of ASCI. Rohit 
Gupta, president - network sales and international 
business, Sony Pictures Networks India, was elect-
ed the vice-chairman and Shashidhar Sinha, CEO, 
IPG Mediabrands, was re-appointed as the honor-
ary treasurer.

Indian Society of Advertisers
Sunil Kataria, chief executive officer, India and 
SAARC, Godrej Consumer Products, has been 
re-elected as chairman of the Indian Society of 
Advertisers (ISA). Kataria has been leading the 
committee as chairman from 2016. 

McCann Worldgroup 
Rajesh Mani joins McCann Mumbai as executive 
creative director. With over 18 years in the advertis-
ing industry Mani has had stints with agencies like 
Triton, Ogilvy & Mather Bangalore, Leo Burnett 
among others. His last assignment was with Happy 
mcgarrybowen, Bangalore.

IAA India Chapter
Punit Goenka, managing director and CEO, Zee 
Entertainment Enterprises (ZEEL) has been elected 
president of India Chapter of the International 
Advertising Association (IAA) at its AGM held on 
September 24, 2018 in Mumbai. Shashi Sinha, CEO, 
IPG Media Brands India was elected vice president. 
Other office bearers includes Pradeep Dwivedi, 
CEO, Sakal Media Group - Hon. Secretary; Jaideep 
Gandhi, founder , Another Idea - Hon. Treasurer 
and Ramesh Narayan, immediate past president. 
The Members of the managing committee include 
Megha Tata, COO BTVI; Janak Sarda, director, 

Deshdhoot Group; MV Shreyams Kumar, JMD 
Mathrubhumi Group; I Venkat. Director, Eenadu 
and Abhishek Karnani, director Free Press Journal.  

Thinkstr 
Idependent agency Thinkstr has brought Sanjay 
Tandon on board as chief executive officer. Former 
chief operating officer at FCB Ulka Delhi, Tandon 
was last with the Indian FMCG giant RSPL as 
consumer marketing head for one of the verti-
cals. Focused on the digitally savvy consumer, 
Thinkstr works with NITI Aayog, William Grants’ 
Glenfiddich, Twinings, Usha International, Soothe 
Healthcare, among others.

BBDO India
BBDO India has recently appointed Ravi Bhat as 
vice president - planning, Delhi. In his new role, 
he will be working closely with the highly-talented 
world-ranking creatives and account management 
chiefs as he leads the strategic thinking on brands 
such as Mars, Pedigree, Wrigley’s, SC Johnson, HP 
Printers and Laptops, new business and projects 
from other BBDO offices.  

FCB Ulka, Bengaluru
FCB Ulka has appointed Theresa Ronnie as the 
new head of office for Bengaluru. Ronnie will be 
responsible for upping the ante for the Bengaluru 
office. Ronnie will be reporting to Nitin Karkare, 
chief executive officer, FCB Ulka. She joins FCB 
Ulka from Publicis, where she was heading the 
Bengaluru operations. 

Digitas, India
Digitas, a digital agency from the stable of Publicis 
Groupe, has announced the elevation of Mark 
McDonald to a national role as head of creative, 
India. Prior to this McDonald was leading the crea-
tive team for the agency’s Mumbai office. 

DIGITAL
Facebook 
Ajit Mohan, chief executive officer (CEO) - 
Hotstar, the streaming platform launched by 
Star India, has been named Facebook India’s 
vice-president (VP) and managing director 
(MD). In his new role, Mohan will be align-
ing teams and driving Facebook’s overall 
strategy in India. Mohan will join Facebook 
early next year. He will be responsible for 
Facebook’s India strategy and for driving the 
company’s continued investment in India. 

ALTBalaji
ALTBalaji has appointed Divya Dixit as 
senior vice president and head marketing. 
Previously, Dixit worked with ZEE5 as vice 
president marketing. Prior to joining ZEE5, 
Dixit worked with LeEco as director content 
marketing and before that with Percept Live 
as head marketing. Over 16 years of experi-
ence in marketing, Dixit has also worked with 
Saregama India, Tata Docomo, Star India, 
UTV, Sony Entertainment Television and 
Barista Coffee Company in the past.

PPL 
Hari Nair, erstwhile director - digital busi-
ness at Sony Music - has been hired as chief 
digital officer by Phonographic Performance 
Limited (PPL) India. Nair brings expertise 
in building digital products and business, and 
will be part of the leadership team at PPL. 
He will be reporting to Rajat Kakar, president 
and CEO of PPL. Nair’s primary respon-
sibility will be to transform the traditional 
business and processes into new age digital 
ones. Additionally, he would lead the radio 
business, membership teams and be respon-
sible for PR and communication strategy, 
including social media.
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