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NARAIN KARTHIKEYAN GRACES THE FINALS OF

‘CATCH ME IF YOU CAN’
NARAIN KARTHIKEYAN:

“I am happy to see the increasing interest towards  motor- sports in India. Events like these are a great platform to encourage
racing as a sport among youth. I wish the best for the winners, participants and SMAAASH”

SHOURYA PAUL (WINNER OF THE TOURNAMENT):
“I am elated after winning the tournament and on being awarded by the racing cognoscente Narain Karthikeyan himself.

It is dreams come true for which I would like to thank SMAAASH for giving ust this kind of platform.
Hope Hope to see and participate in many such tournaments in future as well”.

~ 45 DAYS OF COMPETITION BETWEEN THE RACERS ENTHUSIASTSIN SMAAASH DELHI & MUMBAI ~
~ THE TOURNAMENT SAW PARTICIPATION FROM 6000+ RACING ENTHUSIAST ~



e o l

Volume 7, Issue 20This fortnight...
EDITOR  

Sreekant Khandekar

PUBLISHER 
Sreekant Khandekar

EXECUTIVE EDITOR 
Ashwini Gangal

ASSOCIATE EDITOR 
Sunit Roy

PRODUCTION EXECUTIVE
Andrias Kisku

ADVERTISING ENQUIRIES
Shubham Garg

81301 66777 (M)

Apoorv Kulshrestha 
9873824700 (M) 

Noida

Nikhil Jhunjhunwala 
9833371393 (M)  

Mumbai

mktg@afaqs.com

MARKETING OFFICE
B 3, Ground Floor, Sector 4, 
Noida -201301 Uttar Pradesh

  
MUMBAI

302, Makani Center, 3rd Floor, 
Off Linking Road, Bandra (W), 

Mumbai - 400050  

SUBSCRIPTION ENQUIRIES
subscriptions@afaqs.com

Owned by Banyan Netfaqs Pvt Ltd and 
Printed and published by 

Sreekant Khandekar,  
 at 7-A/13, Ch. Ratan Singh Complex, 
Jawala Heri Market, Paschim Vihar,  

New Delhi-110 063. 

Printed at Artz and Printz 
208 DSIDC Sheds, 

Okhla Industrial Area,
Phase 1, New Delhi - 110020 

W orking hard... having  
fun.... making history!’

That’s what Ravi Desai has written as his job description at Amazon India on his 
LinkedIn page. Before joining Amazon around three years back, Ravi spent well over 
a decade at ITC, where he led the foods division. You’ve probably seen those triangle 
shaped chips called ‘Bingo! Mad Angles’. Ravi is the one who conceptualised and 
launched the product for ITC back in 2007. Little did he know back then that the 
most aggressive e-comm giant was going to enter India a few years later and change the 
way Indians shop for things. Or that he’d be heading the brand’s marketing function, 
down the line.

Recently, Ravi made a presentation on marketing at Goafest. We spoke to him after 
his talk about the evolution of marketing, the changing profile of the online shopper, 
rural pincodes, differences between male and female shoppers, and his take on the agency 
side of things.

One of the most interesting points Ravi made during the course of this interview is 
about the competitive ecosystem – it’s not just about products competing with products 
any longer; today services compete with services and solutions compete with solutions. 

And I couldn’t agree more with him. In fact I’ll go a step further and add to that. 
Just the other day I was telling a colleague that today everyone is doing – or wants to do 
– everything. Products are diversifying into services and vice versa. Cell phone makers 
are getting into consumer durables (Xiaomi), device brands are foraying into the big bad 
world of content (Apple), Ayurveda brands are selling jeans (Patanjali)... what have 
you. Five years from now we’ll probably see Uber selling flight tickets, Tinder entering 
the e-commerce segment and Oyo making webseries. The entire competitive ecosystem 
has evolved into one large, nebulous web of rivals looking to out do one another across 
verticals that go beyond their core function. 
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Cashbacks, discounts, 
vouchers... these are some 
of the ways that payment 

services draw customers in. The 
incentives have to be creative since 
there are quite a few competitors in 
the field. At a time like this, building 
consumer loyalty becomes tricky as 
more often than not, they are loyal to 
the benefits, not to the brand.

Others in this segment have been 
actively fighting to address this by 
using emotional appeal or speaking 
about the reliability and safety of their 
particular brands, but FreeCharge 
went in another direction. Recently, 
it released a commercial that speaks 
about ‘rewarding’ a customer for 
mundane tasks. Sangram Singh, 
CEO of FreeCharge, tells us that 
this is about the app rewarding a 
customer’s actions through deals, 
vouchers and cashback and not just 
the latter. “There are multiple ways 
of engaging with the consumer and 
this campaign aims to appreciate the 
‘return of effort’ for mundane tasks,” 
he explains.

The campaign makes references to 
being underappreciated at work and 
highlights the offers that FreeCharge 
has in store for consumers. But 

Singh tells us that it’s about much 
more, “This is not an offer-led 
communication, but an attempt at 
leveraging the potent life moments 
of the audience - the context is ‘not 
being appreciated in the workplace’. 
This is about addressing an inherent 
expectation of feeling appreciated. 
The ‘use of incentives’ approach is 
aligned with a choice the consumer 
makes while making payments/
recharges.”

About how he’s building customer 
loyalty in this highly competitive 
segment, he outlines that loyalty, or 
preference rather, is built by staying 
relevant and driving engagement by 
offering products and solutions based 
on the preferences of the consumer. 
“The way we aim to achieve it is by 

establishing a better connect with 
the consumer and providing a better 
experience. That’s the motivator,” 
Singh states.

He also points out that although 
digital payments is a growing 
segment, there are still a vast number 
of transactions, across multiple 
categories like bill and merchant 
payments and recharges, that are yet to 
migrate from cash to digital. “Overall, 
there is still plenty of headroom for 
growth and it’s reflected in the new 
customers that we see coming to the 
platform for digital transactions. The 
challenge is less around there being 

multiple players and more around 
driving greater penetration of digital 
payments,” he says.

Digital is pervasive, so there are 
some challenges when it comes 
to marketing in this space. “Our 
media strategy is to create effective 
communication that is most relevant 
in terms of reaching the target 
audience and accordingly deploying 
the same,” Singh says.

“The digital revolution has 
exposed consumers to a whole lot 
of information and knowledge of 
products and services and their 
opinions are no longer based on 
traditional channels. Connecting 
with the target audience and staying 
relevant by continuously focusing 
and improvising on various aspects 

of brand elements like consumer 
satisfaction and quality of products 
and services, is what drives brand 
sustenance,” he says, emphasising on 
the fact that consumer connect needs 
to be very strong.

In an effort to analyse the creative 
aspects of the ad and how well it 
works, we had some industry 
members weigh in...

Navin Kansal, chief creative 
officer, 21N78E Creative Labs
Cashback, by its very nature, 
works better 
than discounts 
when it comes to 
creating tractions 
for e-commerce 
p l a t f o r m s 
and thereby, 
some loyalty. 
Consumers will remain a fickle lot, 
but they are savvy enough to hunt 
for the best deals. It is a viable option 
for e-tailers since it increases the 
proclivity of consumers to indulge in 
impulse buys and experiment as well.

Casting Natha in the ad is an 
interesting choice. It will definitely 
aid in creating recall for FreeCharge, 
especially for those who have seen 
his memorable character in Peepli 
LIVE.

Karthik Krishnan, creative 
director, The 
Digital Street
Cashbacks and deals 
are a fairly common 
p h e n o m e n o n 
and most service 
providers today treat 
them as currency 

to get their audiences to buy in. 
With that context, FreeCharge’s 
portrayal of their offering is simple 
and well-executed... with no frills. 
Their observation of ‘under-
appreciation for mundane tasks 
that should be rewarded’ is a smart 
positioning of the app’s cashbacks 
and super deals features. This fits 
into the prevalent value-seeking 
nature of the audience. And 
#AppNahiAppreciation sums it 
up quite nicely.

That said, loyalty in this category 
is very difficult to attain. Such 
motivators are one way to get 
that. Consumers, who opt in 
based on such communication, 
won’t stick around unless they 
see consistent value in doing so 
- in services/discounts/deals. It’s 
a pull mechanism driven by the 
audience’s need to always get a 
better deal. I don’t see how they 
could fool them into opting in or 
sticking around. n

feedback@afaqs.com

Rewarding the Customer 
The brand’s new campaign highlights the app’s cashback, deals and vouchers - hygiene propositions in 
the segment. By Aishwarya Ramesh and Deepashree Banerjee 
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FREECHARGE

“There are multiple 
ways of engaging  

with the consumer 
and this campaign 
aims to appreciate  

the ‘return of  
effort’ for mundane 

tasks.” 
SANGRAM SINGH

The campaign makes references to being 
underappreciated at work and highlights the 

offers that FreeCharge has in store  
for the consumers.
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Election season is right around 
the corner and one of the 
biggest challenges for media 

houses remains credibility. In an 
effort to reiterate credibility, four 
rival print media groups – Dainik 
Bhasker, The Times of India, The 
Hindu and Hindustan Times – came 
together to carry full page ads that 
highlighted the credibility of print as 
a news medium. 

The ad ran in all four newspapers 
- including ToI’s Mumbai and Delhi 
editions and Hindustan Times’ 
Mumbai edition - on April 8, 2019 
and it contrasted the discipline of 
fact-checking in the print medium 
with the ease of deleting content on 
social media. It’s interesting to note 
that the agency Famous Innovations 
created this campaign pro-bono. 

We spoke to the marketers who 
brought the campaign together and 
they had this to say: 

Kaacon Sethi,  
chief corporate marketing 
officer, Dainik Bhaskar 
Initially, it was led by the Bhaskar 
group and when we reached out 
to our colleagues and peers across 
large publications, everyone willingly 
joined the campaign. We had 
everybody’s support and we’re now 
calling ourselves the print initiative. 
We hope to be able to sustain this for 
the next two to three months.

Bhaskar is running jacket ads in 
12 markets. You can see full page ads 
across readers, advertisers, planner 
segments. It targets everyone - 
readers as well as advertisers and 
planners. Over the last 15 years, 
everyone has been saying print 
is dying, but it’s hardly the case. 
It’s the second largest advertising 
expenditure and there are many 
questions around what print can 
deliver. Our circulation is growing 
and cover prices are improving so we 
want to make people understand that 
print has certain strong points.

All the partners who are 
participating in this understand the 
value of what print brings to the 
table for readers, which is credible 
information, and to advertisers, a 
credible environment. The whole 
idea is that this should be a print-
based campaign and that it should 

have its own earned media. Print 
takes so much time because there 
is a sieve through which the news 
that goes into the newspaper goes 
through. The editor makes sure he’s 
putting out a newspaper without any 
fake news. 

Sathya Sriram, AVP, strategy & 
marketing, The Hindu Group
When you lead with such a neutral 
objective that is good for everybody, 
I wanted to support it. They created 
it a very non-hierarchical neutral 
platform that allowed everybody to 
be a part of this industry movement 
in order to take a stance for print. 

Through this campaign, we’re 
trying to reach as many people as 
possible, primarily youngsters who 
are on social media, and older people 
as well who use WhatsApp quite 
freely. I think it’s important for our 
advertisers also to see because on 
print, impact is very hard to measure. 
On digital and TV, a whole lot of 
metrics allow measurement of data 
but the question is whether print 
is giving them value or not. That’s 
why it’s important for them to take 
cognisance of this campaign.

We went a step further and spoke 
to the heads of two digital news 
organisations to get their views on 
the campaign. 

Pratik Sinha, co-founder, Alt 
News
The claim about the efficacy of what 
is printed in newspapers does not 
hold up. It might be true that digital 
is more prone to errors, and that is 

so because digital outlets need to put 
out a copy in a much shorter time. 
However, it is also a fact that the same 
organisations that are running print 
are also running digital counterparts. 
They can’t escape by saying print is 
more reliable than digital. 

It’s completely untrue 
because there’s a fair amount of 
misinformation that has crept into 
print reportage. Take, for example, 
the Najeeb Ahmed story that ToI 
printed. Things can go wrong and 
people put out corrigendums, and 

every once in a while, organisations 
are wrong. Nothing wrong with that. 
That’s not misinformation. 

To suggest that there’s no 
misinformation in print is ridiculous. 
Dainik Jagran published a piece 
saying there’s no rape in Kathua 

case. On March 26, it published 
a piece about an old monk who’d 
been beaten up because he had 
talked against Uttar Pradesh CM 
Yogi Adityanath. There’s a lot going 
on in print where we can see that 
there’s not enough effort to verify 
information before writing about it.

Vignesh Vellore, founder and 
CEO, The News Minute 
I don’t think the ad referred to digital 
news as such and was more towards 
social media platforms. And even 

so, the differentiation isn’t between 
print and digital news, but credible 
publishers and publishers who 
aren’t. I don’t think a ToI or The 
Hindu can claim to be more credible 
than a digital platform like Scroll, 
The Quint, The Wire or The News 
Minute, we can all make mistakes 
and do credible ground journalism. 
If there was an insinuation just 
based on the medium, they would 
be questioning their own digital 
platforms too.

Print cannot be the answer to it 
because what is happening online 
cannot be countered offline. People 
who forward fake news on social 
media or messaging platforms aren’t 
going to stop because of a print 
article. A credible online platform 
can counter fake news, and it can 
be both ToI, Hindu or The News 
Minute. Credibility is what matters 
whether it is digital or not. n

aishwarya.ramesh@afaqs.com

PRINT MEDIA

Through this campaign, we’re trying to  
reach as many people as possible.

When Rivals Join Hands 
Four of the country’s leading media houses have come 
together to highlight the credibility of print as a 
medium. By Aishwarya Ramesh 
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A few days ago, Anupam Bokey, 
CMO, RPSG - FMCG, Too 
Yumm!, the snacks brand 

from RPS Goenka Group, was seen 
swinging a bat in front of a TV screen 
on a LinkedIn post. Soon, we found 
ourselves swinging our phones in 
front of desktops, all because of the 
online cricket game - Karare Strikers 
- that doubles up as an AR-based 
integrated campaign for Too Yumm!

To start playing, users need to 
visit the Karare Strikers website on 
a PC and then calibrate the phone 
with the computer with the help of 
QR code and password. The phone 
then acts as a virtual cricket bat 
while the deliveries happen on the 
desktop screen.

A month post its launch, in 
September 2017, the brand roped 
in Virat Kohli as its endorser and 
has been riding on its proposition of 
being a ‘healthy’, ‘baked’ alternative 
to fried snacks. This IPL season, it 
partnered with Royal Challengers 
Bangalore (Kohli is RCB captain) as 
the team’s ‘snacking partner’. 

While the brand’s efforts to make 
the most out of the cricket/IPL 
buzz is clear, it’s latching on to a 
mobile game spiked our curiosity. 
“Integration happens at multiple 
levels and it may not always be 
straightforward. Here, it is about 
the idea of health/fitness around our 
USP - ‘baked and not fried’. Our 
other assets (endorsers) are aligned 
to this. Also, sports attract our TG 
of 15 to 30-year-olds,” Bokey says. 

Karare Strikers was named after 
‘Karare’, a sub-brand from the Too 
Yumm! line. While the brand’s TVCs 
build awareness, its digital, social 
and activations create involvement. 
Speaking on digital integration’s edge 
over traditional mediums, Bokey 
says, “TVCs provide information, 
but do not create engagement. You 
need to create something consumers 
willingly participate in. It has to be 
active where the brand is spoken 
about and with relevant placement.”

Too Yumm! assigns 75-80 per 
cent of its ad budget to TV for 
reach and building awareness. This 
is followed by digital and social for 
engagement. The brand also carries 
out its activations around popular 
events like food and music festivals, 

sports events, etc.
Apart from the high engagement 

over a short period of a 20-over IPL 
match, Too Yumm! eyes multiple 
opportunities to be seen. “Last year, 
we urged viewers to open a new pack 
with every wicket. This year we put 
out ad copies like ‘Fried snacks out, 
Too Yumm! in’, as wickets fell,” 
Bokey explains.

With high engagement, a Kohli-
Too Yumm! ad in a situation where 
the star and his team are not doing too 
well could invite negative consumer 
reaction. “There could be, but it is 
momentary and temporary. Kohli is 
a big star and he is well-disciplined, 
so a consumer’s love for him doesn’t 
change,” Bokey opines.

He reveals that while Kohli 

endorses Too Yumm!, the club 
(RCB) has its own methods of 
partnership. “We wanted to keep 
competitors at bay and not allow 
them access to Virat with our club 
partnership. Also, his being the 
captain of RCB, made it a good fit 
for us,” Bokey mentions. 

He started Guiltfree Industries 
(Too Yumm!’s company) as a startup,  
borrowing from the experiences of 
his Unilever-Britannia past. “I had 
experienced almost 6-7 categories 
at Unilever over various continents 
and countries. I launched Britannia 
Tiger biscuits pretty early in my 

career (1998),” he says, adding,  
“The ambition is to turn the 
RP-SG Group into a `10,000-crore 
company in five years.”

The category of salty snacks is 
divided into Western and Ethnic 
snacks. In foods, apart from staples, 
biscuits come first, followed by salty 
snacks. In India, it’s a `23,000 crore 
category and within that, Western 
snacks (like Too Yumm!, Lays) 
make up for `16,000-17,000 crore 
and is growing at over 15 per cent 
yearly.

Elaborating on the factors 
driving growth, Bokey highlights 
the growing consumer demand for 
branded/packaged products and a 
trend around health and wellness. 
He also says that in such a category, 

consumers are more open to 
experimenting with newer products.

“It is a mass category and works 
like FMCG in terms of distribution, 
etc. It’s pretty much the same rules 
that I learned back at Unilever. Here 
too, the `5 pack is contributing 
to 55 per cent of the market like 
the haircare category where `1/2/3 
sachets drive 70 per cent of the 
business. The scale at Unilever was 
much bigger. Unilever had multiple 
layers of decision-making, but the 
good thing is, here, you take the 
decisions,” he explains.

Counting Too Yumm!’s 

challenges, Bokey outlines the effort 
to keep the team ‘agile’ and ‘action-
oriented’ as it swells. In his terms, 
while the brand enjoys high brand 
equity in the top eight metros, it is 
a challenge to expand distribution 
as he had to build it from scratch. 
“Some of our large competitors have 
the distribution network as their 
heritage asset,” he says.

He also maintains that beyond 
metros, the health proposition and 
the brand’s sophistication may 
not be as relevant. “We launched 
Karare (similar to the Kur-Kure 
format) which consumers can 
relate to because of consuming 
a similar product for years. And 
the taste palate is relevant for the 
mass audience. We also launched 
a `5 pack recently, keeping those 
markets in mind. It has been two 
months since the launch and Karare 
is already our biggest product. 
The breakthrough price-points for 
metros are still underway,” Bokey 
explains with hopes to maintain the 
momentum.

The brand is in an expansion 
mode and has changed its ad 
channels on TV from being metro-
centric in the first year to GEC in 
2019. n

abid.barlaskar@afaqs.com

TOO YUMM!

Say Too Yumm! With Virat Kohli    
As the RP-Sanjiv Goenka Group brand creates an AR-based mobile game to leverage the IPL buzz,  
we chat with the brand’s marketing head, Anupam Bokey. By Abid Hussain Barlaskar 

“We wanted to 
keep competitors at 
bay and not allow 

them access to Virat 
(Kohli) with our 

club partnership.” 
ANUPAM BOKEY

Too Yumm! assigns 75-80 per cent of its ad 
budget to TV for reach and building awareness.
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When an Indian goes 
into a saree shop, 
she makes the store-
keeper empty out 
shelf after shelf on the 

counter top until there’s a large heap of 
fabric in front of her. Of course, she’s still 
not satisfied. A cup of tea and four heaps 
later, she looks at the exhausted seller – 
draped in three sarees himself, by way of 
demonstration – and says, “Bhai saab, aur 
dikhao!” As he empties yet another shelf 
for her highness, the customer sits back and 
inspects the material carefully. No one’s 

surprised. That’s just how we are. 
Through its endearing advertising over 

the years, American e-commerce brand 
Amazon has tapped into this, and other 
such uniqely desi insights (read: “Kya 
Pehnu?”, “Apni Dukaan”, “We Indians 
love ‘asli’”, “We Indians love ‘jaldi’”, 
and most recently “Kitne Mein Mila?”, to 
name a few). When in Rome and all that, 
yes, but Amazon, with a little help from 
agencies like Ogilvy and Burnett, took it 
to another level by exploiting insight after 
cultural insight and holding a mirror to the 
behaviour patterns that guide the way we 

Indians shop.
We spoke to the Bengaluru-based Ravi 

Desai, director, mass and brand marketing, 
Amazon India, about his brand, its 
consumers, and the ecosystem both are part 
of. Desai, who joined Amazon in 2016, 
is a former ITC hand who spent over a 
decade marketing FMCG brands at the 
company, during which time he handled 
brands across ITC’s cigarette, paper and 
food categories. 

Desai is credited with conceptualising 
and launching Bingo!, a savoury brand 
that marked ITC’s foray into the ‘impulse 

snacks’ market in 2007. He also helmed 
ITC’s confectionery portfolio, including 
brands like Minto and Candyman. Before 
moving to Amazon, he was cluster head 
of marketing and executive committee 
member of ITC’s foods division.

Launched in 1994 by Jeff Bezos, the 
Seattle-headquartered Amazon launched 
Amazon.in – the Indian version of 
Amazon.com – in 2012-13. Presently, 
Amazon has close to 30 per cent market 
share in the Indian e-commerce category 
(Forbes, December 2018). Amazon’s 
biggest rival in India is Flipkart, which 
also has a similar market share. 

Since the very beginning, Amazon, 
not unlike its aforementioned rival, has 
been a prolific advertiser in this market; 
its presence across TV, print and digital 
media channels has been hard to miss, 
especially around sales, festivals and big 
ticket properties. It’s not difficult to guess 

1 2 afaqs! Reporter, April 16-30, 2 0 1 9

  INTERVIEW
RAVI DESAI  
DIRECTOR, MASS AND  
BRAND MARKETING,  
AMAZON INDIA

“Products don’t compete 
with products anymore”
Amazon has Indianised its marketing and advertising in India  
better than most American brands. We spoke to Ravi Desai,  
director, mass and brand marketing, Amazon India, who has spent 
around 1,000 days at the company. By Anirban Roy Choudhury
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that the team sees merit in spending heavily 
on mass media. For instance, in 2015, the 
brand purchased some of the costliest slots 
during the IPL – close to `4 lakh for 10 
seconds. 

The Indian e-commerce marketplace is 
set to grow to $84 billion by 2021, from 
$24 billion in 2017. At present, 15 per 
cent of India’s online population shops 
on dot coms; by 2026, the number will 
change to 50 per cent. Also, 75 per cent of 
the new consumers will land on the web, 
and eventually on online shopping sites, 
from rural areas (source: ‘Unravelling the 
Indian Consumer’, Deloitte 2019).

Edited excerpts.

You spent well over a decade 
marketing fast moving consumer 
goods for ITC before joining 
Amazon in 2016. How is 
marketing chips different from 
the e-commerce jungle? What 
has been the biggest change?

First, let me talk about what 
hasn’t changed – the fundamentals 
of marketing; they did not change. 
If you work hard to get customer 
insights, figure out a way in which 
you have a product or a service that 
can help unlock customers’ needs, 
and then craft a campaign or an 
intervention that in some sense helps 
the customer understand how your 
brand, service or product is able to 
cater to her needs, then that’s really 
what marketing is all about – those 
fundamentals haven’t changed. 

What has changed is the paradigm, 
in terms of the way one used to 
approach certain parameters of 
marketing.

Right, and how has the marketing 
paradigm changed over the last 
three years – the time you’ve 
spent at Amazon?

So, we have all talked about the 
four Ps of marketing. Today, the 
‘place’ is no longer just a physical 
outlet or a store; it is, instead, literally, 
anything on the internet. Therefore, 
the concept of distribution today is 
very different from what it used to be 
in the past. Products don’t compete 
with products anymore. 

Now, services compete with 
services and solutions compete with 
solutions. For example, the kids of 
today have an option to watch (a 
webseries like) The Grand Tour on 
Prime Video, or as an alternative, they 
can choose to go play (an online video 
game like) Fortnite or PUBG. So 
it’s online gaming versus streaming 
video content versus actually playing 
soccer downstairs – all of these are 
competing for an hour in the evening.

That’s both interesting and 
worrying. Should one fret about 
this change? After all, it’s a 

strange world where everything 
competes with everything...

See, what has changed is the way 
in which the customer and the 
brand or service is experienced 
today. Therefore, some of the 
paradigms around that have 
changed. But if the brand is 
hands down customer-obsessed, 
working backwards from the 
customer as the starting point 
while building its service, then 
there is nothing to worry about this 
change.

Talking about change, how has 
Amazon India’s target group and 
user profile changed over the last 
12-36 months? And where is the 
growth coming from?

What we have been observing for 
the last few quarters is that over 85 
per cent of the new customers we 
see on Amazon.in are coming from 
outside Tier-I cities in India. Today, 
we have customer orders coming 
from more than 200 cities across 
the country. Almost 99.5 per cent 
of the serviceable pincodes in the 
country placed at least one order with 
Amazon during the last Great Indian 
Sale, which was held during Diwali. 

Sometimes there are surprises, 
even – instances when the demand 
for products come from remote parts 
of the country, from places where 
brands have not yet set up physical 
stores, from people who have not 
had access to branded products in 
the past.

So it is not a ‘six-metro’ game or a 
‘top-20-city’ game in India anymore, 
especially when you have technology 
as part of the product offering for 
your service.

How so?
Technology democratises reach. 

You are no longer dependent on the 
physical reach of your product, for 
instance, it’s not about your product 
first reaching stores and then demand 
being created, and then people 
buying the product and consuming 
your service.

Rather, if the person is connected 
to the internet, a whole host of 
products and services suddenly 
becomes available to you irrespective 
of where you are.

How then has this reality changed 
the tone of your marketing, 
advertising and communication?

What we are learning is that some 
of the traditional ways of looking 
at customers in India continue to 
remain valid. But what we have done, 
vigorously, at our end is – we have 
crafted messages around the same 
theme, say, the original central theme 
(of a campaign), specifically for a 

region, like the South of the country. 
That’s because customers here tend to 
expect the brand to speak to them and 
to make its pitch in a slightly different 
way than customers in the Hindi 
speaking markets of the country do. 
So that sort of a distinction holds true 
even in this paradigm.

Geography aside, how do 
you slice your consumers 
demographically? How does 
behaviour change across genders, 
ages and life stages?

Gender is playing a role in a 
very fundamental way. The female 
shopper, at times, behaves very 
differently from the male shopper; 
she likes to browse the product a lot 
more, whereas the male shopper’s 
behaviour, generally, is something 
like – I come, I search, I buy and I 
am out. The female shopper likes 
to spend time... for her the whole 
shopping experience is critical, she 
likes to get a feel of the product in 
some sense, and the interface matters 
more to her as well. 

Younger consumers are more open 
to adapting to new technology and 
changes. They’re also more intuitive 
when it comes to technology; they 
don’t see tech as a big barrier. Older 
consumers, on the other hand, don’t 
have the same level of comfort. These 
are some of the salient parameters 
one needs to take into account so that 
we can cater to all types of consumers 
very differently.

It also changes depending on 
the ‘tenure’ of the customer on the 
internet. If they’ve already been on 
the internet for many years then they 
have a very different way of adapting 

to technology; they are far more 
experimental and far ‘easier’ when 
it comes to newer technologies and 

solutions. But if the person has just 
started using the internet then he 
or she has a slightly higher lever 
of apprehension. 

We’re in the middle of the 
Indian Premier League, a 
tournament Amazon as been 

associate sponsor to in the 
past. What does the IPL mean 

to you today?
The key question for us is 

‘What is the customer set that I am 
likely to reach through a particular 
platform around a particular event?’... 
for example, the online content 
consumption we’re seeing is a great 
way for us to tap into customers who 
we think would be the right people 
for Amazon Pay adoption. Thus, we 
have a fairly large plan built on the 
back of IPL viewership patterns on 
Hotstar. 

On television, however, we are 
using the IPL very differently. There, 
we are trying to talk to customers for 
Amazon.in. We want them to start 
their online shopping journey with 
us. 

Each of these platforms 
gives us different opportunities. 
Understanding what the customer 
set across each is and how you want 
to pitch your service or brand to 
them is helping us leverage these 
opportunities for the benefit of the 
brand.

Let’s talk about your creative 
partners. It’s the era of multiple 
brand custodians. What’s your take 
on the growing pool of specialised 
agencies? Do you miss the full-
service advertising partner?

Well, I would say it’s a classic 
situation of verticalisation versus 
horizontalisation. It’s not something 
peculiar to agencies or brands or 
clients or anything like that. I think 
it’s just physics being applied to 
the agency ecosystem: the more 
horizontal you go the less specialised 
you can be, but you cover more 
surface area. The more vertical you 
go the more super-specialised you 
can be, but you cover less surface 
area.

You now have a bunch of good 
vertical specialists who work on a very 
narrow solution but do it well. Then 
there’s a whole host of horizontal 
agencies that don’t go too deeply into 
anything but can actually give you 
an end to end picture of what will 
work for the customer in a certain 
situation. It’s horses for courses; I 
don’t see one type of agency as better 
than the other. n
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“The concept of 
distribution today 
is very different 

from what it used 
to be in the past.”



While brands are brandishing their IPL 
partnerships and campaigns, Domino’s 
Pizza has also launched its campaign to 

capitalise on the cricket season - from the IPL to 
the ICC Cricket World Cup 2019. The cricket-
themed World Premier League campaign is rooted 
in the brand’s range of 10 limited edition pizzas 
with a cricket connection. Ideated in-house, the 
campaign was executed by Contract Advertising 
India. Domino’s has even associated with RCB as 
its “official pizza partner”. 

Kapil Grover, the QSR chain’s CMO in India, 
says the new flavours are the brand’s response to 
the modern consumer’s demand for “variety and 
innovation”. “Today, consumers are more aware, 
evolved and exposed. They expect brands to reflect 
the same inventiveness in products.” 

Over the decades of its presence in India, 
Domino’s has almost become synonymous with 
the Italian-origin dish. However, with the coming 
of food delivery platforms like Zomato and Swiggy, 
the pizza giant now stands side-by-side with 
smaller, lesser-known, localised pizza-makers. 
Also, these platforms facilitate reviews and ratings. 
“Overall, there is enough headroom for growth in 
the category in both penetration and frequency. 
The frequency of eating out is very low in India... 
Consumers are evolving rapidly with changing 
lifestyles, double-income households and progress 
in smaller towns,” Grover maintains.

He adds that it is the consistent quality, value 
and reliability that’s going to matter in the long 
run and Domino’s has the right mix of experience, 
infrastructure and knowledge to deliver on that. 

Domino’s is among the few brands that enjoyed 
the attention of today’s adults who grew up 
hanging out at its restaurants. However, today’s 
youth is exposed to a lot more. The growing cafe 
culture, for example, which also offers pasta and 
pizza alongside its tea and coffee. “The youth 
and other consumers look for places which are 
unintimidating and would choose one that is 
welcoming, offering products with a matching 
value and budget. Domino’s continues to offer 
that,” says Grover. 

Recalling an incident at a Domino’s restaurant 
while he was observing the brand before he

 joined it, Grover says, “I noticed a couple of 
students who came in. While they were ordering 
and settling down, they started dancing to the 
store’s music. In a little while, the volume was 
increased on request and there were then 10-15 
people dancing in the store. A camera was given 
to the manager to click pictures. I have never seen 
this happen in any restaurant in India.” 

THE BACKSTORY
With 19 years in the industry, Grover started 

off as a management trainee for Parker at Luxor 
Writing Instruments. The three years at Luxor 

were in core marketing followed by a trade-
marketing role with Radico Khaitan for its South 
zone. Grover says it (Radico) was his attempt “to 
get closer to sales”. “It was challenging as it did not 
allow direct marketing. I had to build the brands 
with multiple other means like activations, etc.” 

He then moved back to Delhi to launch Magic 
Moments vodka. In 2008, Grover was approached 
by Yum Brands (KFC), when it was re-launching 
itself in India. He took care of innovations and 
activations and this would turn out to be his 
longest stint with one company. In 2016, he joined 
Burger King, his first experience leading a vertical 
that, as he puts it, tested his 15-year experience. 
“I got a chance to build the brand (Burger King) 
from scratch and worked with Lowe Lintas and 
launched its TVC for the first time,” Grover 
explains. He joined Domino’s in mid-2018.

However, brands like Domino’s, that enjoyed 
their space of delivering food on-order, now stand 
in a crowd of food delivery options facilitated by 
food-tech companies. “We actually welcome this 

as the convenience grows the frequency of out-of-
home consumption and builds habit. As long as 
Domino’s stands true to the promise of delivering 
fresh, hot pizzas in 30 minutes and at a pocket-
friendly value, we will always stand a chance. We 
offer that service guarantee to customers of all 
1,200 restaurants across 250 cities,” Grover states.

He mentions the strict control of the brand 
over the raw-material supply, to the final delivery 
as a plus point. The brand had also partnered with 
IRCTC to facilitate delivery of its pizzas across 
150-plus stations. It now allows pre-scheduling 
and delivers till 3.00 a.m. in eight cities.

When asked about Domino’s stance on 
consumers increasingly considering food from a 
health perspective, Grover says, “We want to offer 
consumers more choices. Right now, we offer 
thin crusts alongside a multigrain option and we 
will continue to work on that.”

He also explains that the need the brand fulfils 
in large cities is that of value and convenience 
while metros have a high share of deliveries. 
“Smaller towns see a lot more dine-ins, it’s almost 
an occasion. The menu and pricing are the same 
across the country,” Grover adds.

The brand is also seeing a steady shift to 
digital orders (via app/website/food-tech) against 
its original voice-based offering. “We have also 
evolved. We have our new app which undergoes 

continuous improvements for convenience,” says 
Grover. Commenting on what discounts/offers 
do for Domino’s when almost all other brands try 
them to lure new consumers, he says, “Consumers 
will only stick around if they find value in a 
product. We always try to get the consumer 
the best value. We first launched the ‘All New 
Domino’s’ with enhanced quality basis consumer 
insight and then introduced the ‘everyday value’ of 
`99 per pizza.”

Speaking on the developments that have taken 
place in the QSR area over the recent years, Grover 
states, “It used to be - ‘I made this product. I make 
an ad to sell this and you buy it’. That’s no longer 
working as today’s consumers are demanding and 
product innovation cycles are faster. Consumer 
touchpoints are far more diverse now. The brand 
is accessible through the restaurant, via phone, 
through social, aggregators and many more 
options. The marketer has to manage all those 
‘moments of truth’ for the consumer.”

He adds that consumers now demand native 
responses. “A one-template response or a template 
campaign, doesn’t work anymore. It has to be 
native to the platform,” he outlines.

The brand uses TV for reach with digital for 
engagement and looks at a multi-channel approach 
for advertising. It just launched a TVC along with 
influencer campaigns that will be followed up with 
more ads as the quarter unfolds. n
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“Cosumers expect inventiveness”
KAPIL GROVER

As Domino’s unveils its cricket spot - for IPL and the subsequent ICC World Cup 2019, we profile the pizza 
brand’s marketing head. By Abid Hussain Barlaskar

“We want to offer consumers 
more choices. Right now, we 
offer thin crusts alongside a 

multigrain option and we will 
continue to work on that.” 
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M aking a move from a marketing role to a 
more business-oriented role like managing 
director is not a first for any industry. From 

an area sales manager at an FMCG major like Dabur 
to being eventually elevated as the managing director at 
the French dairy giant Danone, Himanshu Bakshi has 
had quite an exciting journey in his over 18-year-old 
journey so far. Last week, we reported that Bakshi’s 
new appointment would be effective from April 1.

During his five-year stint with food and beverage 
giant PepsiCo, Bakshi worked as a sales manager and 
looked after the Frito-Lay account. Prior to joining 
Danone, Bakshi spent over five years at consumer 
healthcare group Reckitt Benckiser (RB) where he 
worked as a brand manager with Dettol Antiseptic 
Liquid and Lizol and was eventually promoted as 
the senior category manager for Dettol Soaps. He 
joined Danone India in August 2013 as director, 
marketing - nutrition. In June 2015, he was promoted 
to the position of director, marketing and commercial 
operations. In August 2017, he moved up to the 
position of director - marketing, before being elevated to 
interim MD at Danone.

Dairy and infant-nutrition company Danone, 
started its nutrition business in India in 2012 with 
the acquisition of Wockhardt’s nutrition portfolio 
that comprised brands like Dexolac, Farex and 
Protinex. The nutrition industry in India is around  
`6,000 crore (Nielsen, March 2019) while the adult 
nutrition segment, in which Protinex operates, is 
around `400 crore. 

Bakshi spoke to Deepashree Banerjee recently. 
Edited Excerpts: 

On the shift from a marketing role to a 
business role...

It’s a logical step. When you’re a marketer, 
you do a lot of things that are focused on the 
consumer; it’s really about getting your brand 
vision right.

Now, as MD, I have to know how the macro 
environment is doing - what the upcoming 
trends are and how the economy is faring. It 
involves building a strategic framework and 
planning ahead. Interpersonal connections come 
in handy.

One major difference is that now, I’m 
responsible for the people within the 
organisation. As MD, any decision you take is 
going to affect more than a thousand families. 
At the end of the day, I’m accountable for every 
employee.

From a personal point of view, the recent 
shift of responsibilities is more like taking a step 
back, because, in a marketing role, you do a lot 
of micromanagement. As MD, you have to let 
go of a lot of ideas and opinions that you may 
have had as marketing director. That, for me, 
was a bigger challenge on an individual level and 
was something I had to work on initially.

I have to keep reminding myself about my 

newly donned avatar several times a day. I now 
make a conscious decision to keep myself at a 
slight distance in project meetings, etc., because 
you don’t want your teammates to feel like 
you’re barging in on their freedom in any way. 
They view you in quite a different manner now.

It’s not easy, for sure. But it’s an opportunity; 
I’m learning how to deal with the challenge. All 
of a sudden you have to start thinking from a 
corporate point of view.

There are certain corporate agendas that 
we have. As MD, there are several things I 
want to take up - being an employer of choice, 
making a positive impact on people and society, 
safeguarding the environment, and focusing on 
sustainability. These are the key areas beyond 

my previous marketing role that I’m planning to 
work on in the coming months. 

On how having been a marketer helps run 
the business...

There are many lessons one can leverage 
from ‘the marketing role’ like the strategic 
planning part. Second, it really helps having 
been a marketer because you’ve already worked 
very closely with all functions. Marketers 
are not supposed to work in a silo. For any 
project, the marketers have to work with 
finance, sales, regulation and legal teams, 
and even cops. That experience has given 
me a lot of perspective. Third, marketing 
taught me how to listen to consumers’ feedback 
and understand consumer insights. The entire 
procedure of listening, learning and engaging as 
a marketer has helped make me ready to take on 
this bigger role.

On market trends, the zero sugar variant 
of Protinex Lite and Danone’s pledge to 
reduce added sugar in its Protinex portfolio 
by 20 per cent by 2020...

First, digital disruption is happening all 
across. Second, there’s a ‘premiumisation’ trend 
across verticals. Sugar was never a menace 
about five or 10 years back. Today, it has 
become such a talking point. We strive to meet 
the needs of Indians through health-focused 
product offerings responding to the food trends 
of today and tomorrow. The launch of products 
like Protinex Lite answers to consumers’ needs. 
It has a compelling, differentiated proposition - 
zero sugar and high protein.

On his move from Reckitt to Danone in 
2013...

The life stage of the brands I’ve worked on, 
be it at Dabur, PepsiCo or Reckitt Benckiser, 
are different from Danone. And they are all 
brands backed by huge advertising spends and 
promotions. There’s a specific role marketers 
play in the handling of such mature brands. 
When I joined Danone, it was more like a 
startup and a lot needed to be done. The 
challenge was bigger as we almost had to build 
it from scratch. As a marketer, giving a brand 
a much-needed makeover always gave me a 
kind of high.

At Danone, I had to develop the brand 
positioning for a prescription brand like 
Protinex. So, at that juncture, it was more of a 
personal challenge and a test of everything I had 
learnt with the big brands in the past. There was 
a lot of room for experimentation. We tried so 
many things. Some worked, some didn’t. Now 
when I look back, that decision was the biggest 
game changer. n
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HIMANSHU BAKSHI 

On His Way Up

“When you’re a marketer, 
you do things that are 

focused on the consumer; 
it’s really about getting your 
brand vision right. Now, as 
MD, I have to know how 
the macro environment is 

doing - what the upcoming 
trends are, how the 
economy is faring.” 
HIMANSHU BAKSHI
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Mindshare, a full-service 
media agency and part 
of GroupM, launched 

an interactive campaign with 
Mallika Dua, as part of Idea 4G 
#IndiaKaLiveNetwork initiative. 
The campaign is an attempt to bring 
alive the experience of video calling 
with a celebrity in real time. Building 
on the brand’s tagline of ‘India 
Ka Live Network’, Idea 4G Live 
leveraged the power of video calls 
to create awareness about common 
misdoings of people and encourage 
them to change their behaviour. 

Mindshare and Idea 4G unveiled 
a distinctive voice-enabled Artificial 
Intelligence (AI) led interactive video 
chatbot ad campaign that enabled 
millions of users to interview Dua. 
This was co-created by mCanvas, 
the experiential storytelling ad 
platform for small screens. The tool 
allows users to interact with Dua, 
and ask her questions ranging from 
personal trivia to the benefits of 
Idea 4G network and the power of 
live videos by simply tapping on the 
mic icon. 

Trending questions are also 
prompted at the bottom of the screen, 
which the user can scroll through 
and ask Dua. The innovation is 

done through live media banners 
placed on popular websites, which 
can be accessed through mobile 
phone browsers. 

The experience is designed to be 
seamless and resemble a live video 
call with the user’s own face seen on 
the screen. This experience can last 
for as long as the user has questions 
to ask and also allows users to ‘Get 
Idea’ in just a few clicks. 

“The Idea  4G 
#IndiaKaLiveNetwork campaign 
highlighted the power of streaming 
LIVE videos over Idea’s robust 4G 
network, thereby driving a positive 
change in behaviour among citizens. 
In its endeavour to engage with 
the digital natives, Brand Idea has 
always tried digital first initiatives 
for our ATL campaigns, many of 
which have been appreciated and 
rewarded at various digital forums. 

Our innovative AI and ML aided 
campaign has set new benchmarks 
in digital advertising,” says Sunita 
Bangard, president marketing at  
Vodafone Idea.

The innovation uses AI where 
the ad creative listens to user 
questions in English and Hindi, 
and uses Machine Learning (ML) 
to analyse all the questions asked 
by previous users and increase 
accuracy of the responses. For 
example, if a user asks a question 
in Hinglish, the AI detects that it 
contains English and Hindi. Next, 
the ML helps accurately assign a 
relevant answer to that question. 

The campaign is live on several 
media and news websites and has 
already seen engagement from over 
7.2 million users. Interactions with 
this creative have also been found 
to last for an average of 22 seconds, 

with some users spending over  
10 minutes. 

“With the video chatbot ad, we 
have come together to create a 
first-of-its-kind innovation on an 
effective platform. By leveraging 
on Mallika Dua’s popularity, 
and Idea’s 4G network, we are 
hopeful of bringing about a 
change in people’s behaviour and 
habits, as well as encourage more 
people to go Live to highlight 
societal issues,” said Niraj 
Ruparel, national head - mobile, 
Mindshare India. n
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Calling all Mallika Dua Fans 
Here’s your chance to 
interview her through  
Idea’s video chatbot.  
By News Bureau 

“Our innovative 
AI and ML aided 
campaign has set 

new benchmarks in 
digital advertising.” 
SUNITA BANGARD

At its annual flagship event - Brandcast, 
YouTube shared insights on the 
exponential growth of the online video 

ecosystem and how it is interlinked to India’s 
internet growth story. Kicking off the keynote, 
YouTube’s CEO Susan Wojcicki announced 
that the platform has more than 265 million 
monthly active users in India (Comscore). She 
said, “India is now both our biggest audience 
and one of our fastest-growing audiences in the 
world. YouTube, today, has become the first stop 

for users to consume content, whether 
they’re looking for entertainment 
or information. It is this incredible 
variety of content combined with the 
growing reach that makes YouTube a 
perfect platform for brands to drive 
personalised engagement.”

She continued, “In the last one 
year, YouTube’s consumption on 
mobile has increased to 85 per 
cent, with 60 per cent of the watch 

time coming from outside of the six largest 
metros in India. Today, YouTube creators 
have become effective storytellers with more 
than 1,200 Indian creators crossing the one 
million subscriber milestone. Just five years 
ago, there were only two creators with a million 
subscribers.”

YouTube also unveiled its Creative 
Excellence Award winners - ads that are 

shaping creative excellence on YouTube 
in India. The top ads from July 2018 
till December 2018 were rated by a 
panel of 10 representatives. The 
winners include: Samsung for Bixby 
Voice Assistant, Hyundai for 20 years in 
India, Milton for Thermosteel Flasks, 
Dove for #Letsbreaktherulesofbeauty, 
Bajaj Avenger for Independence Day 

celebration, and Apple for Apple’s big 
news in 108 seconds. n
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“India is Our Biggest Audience”  
The YouTube CEO was in India for the Brandcast event held in 
Mumbai. By Anirban Roy Choudhury

YouTube CEO 
Susan Wojcicki 

YOUTUBE
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Who’s Afraid of  
Apple TV+? 

As Apple enters the world of original content, experts ponder its impact on its rivals - and the ecosystem. By Sunit Roy

THE OTT ECOSYSTEM 
IN INDIA IS STILL IN 
ITS EARLY DAYS WITH 
SEVERAL PLAYERS (OVER 
35) NOW OPERATING 
AND CONSTANTLY 
evolving. There is still ample 
room for new players to 
enter as the overall market 
is growing. To stay in the 
game, any market participant 
will have to have a long-
term commitment and 
deep pockets to sustain that 
momentum.
India is a mobile-first market; 
83 per cent of the internet 
users use mobile phones as 
their initial access point for 
internet and hence, video. 
Smart TVs still have low 
penetration and depend on 
high-speed broadband at 
home - a market that is yet to 
mature. For the short-term, 
India will be a mobile market, 
but over the long-term - both 
will co-exist. Strong offerings 
at this point in time will only 
help grow the market through 
consumer behaviour change 
and greater adoption. 

APPLE ENTERING THE 
OTT SPACE WAS BUT A 
NATURAL PROGRESSION. 
MOST TECH COMPANIES 
NOW WANT TO GET INTO 
THE MEDIA BUSINESS. 
They have a huge base across 
the globe, with an upmarket 
target audience with spending 
power. There will be huge 
expectations and Apple TV+ 
will have to compete with the 
established players. In terms 
of competition (customer 
acquisition), Apple may 
first target existing Apple 
customers and also end up 
acquiring a few assets around 
the world. 
However, I don’t think 
established OTT platforms 
- such as Netflix, Amazon, 
Hotstar - need to worry. At 
the end of the day, success 
or failure will depend on 
the quality of content they 
deliver. My belief is that it 
will help grow the market 
rather than cannibalise it. This 
has been true in most product 
categories and entertainment 
is no different. 

IN A HIGHLY 
COMPETITIVE MARKET, 
APPLE’S ENTRY WILL 
DEFINITELY IMPACT 
EXISTING PLAYERS. IT 
MAY HAVE AN inherent 
advantage due to gadget loyalists 
(iPhone owners) who may turn 
into Apple TV+ loyalists. Hence, 
it is not a question of whether 
to worry about such an entry. 
Every serious player’s strategy 
and market plans do factor in 
new competition. However, the 
entry of a new player is unlikely to 
cannibalise existing OTT players’ 
subscribers. It will potentially, in 
the short-run, give a fillip to the 
SVOD market. With an increase 
in disposable income, the ability 
to spend more on various media 
channels will definitely increase.
On a long-term basis, the Indian 
market is large enough to support 
2-3 large players and a few niche 
ones too. Who will eventually 
prevail will depend on the nature 
of the content, price points 
for subscription and ability to 
intelligently bake-in advertising 
within the content.  

   
partner - India entertainment & media 

sector leader, PwC

   
Partner,  

Deloitte India

   
media expert and former chief operating 

officer, Viacom18

THE MEDIA AND 
ENTERTAINMENT 
SPACE IS AT THE 
CUSP OF A NEW 
TOMORROW. THE 
ENTRY OF APPLE TV+ 
is an ideal catalyst in the digital 
revolution that’s taking over 
the world. Unlike traditional 
television, the OTT space is non-
linear and not limited by slots. 
Hence, I wouldn’t say that OTT 
platforms should worry. They 
should be pleased because Apple 
TV+ is planning to build the TV 
of the future and collaborating 
with other streaming platforms to 
showcase their content. 
From my understanding, Apple 
TV+ is looking to work with 
streaming platforms like Netflix, 
Amazon, Hotstar, etc. They will 
feature content from Amazon 
Prime and Eros Now, which 
technically increases the market 
for OTT players and TV channels. 
With Apple’s massive device and 
paying customer base across the 
world, this is an opportunity for 
international and Indian content to 
reach premium global customer. 

   
chief executive officer,  

Applause Entertainment
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The mention of the brand 
Rasna draws imagery of 
children playing followed by 

a mom stepping in with glasses of a 
cold, colourful drink on a tray. That’s 
all thanks to the several decades of 
Rasna advertising. However, those 
images fell apart when we saw the 
latest commercials for Rasna Honey 
Vita, a malt-based beverage from the 
brand’s Nature Haat line of products 
that also includes Badam Vita and 
Rasna Honey. 

Instead of a jug of the cold 
beverage from the old ads and the 
famous tagline - I love you Rasna 
- this ad features a seemingly weak 
child engaged in a sport, observed 
by a worried mom and a sport-
star (Saina Nehwal). Nehwal turns 
coach-cum-expert educating the 
mother about the health benefits of 
Rasna’s new drink against the child’s 
daily dose of a “chocolaty drink”. 
This ad format has been the tried-
and-tested, age-old category formula 
and done to death by brands like 
Boost, Milo, etc. 

With Honey Vita and Badam Vita, 
Rasna forayed into the `7,873 crore 
(as per Euromonitor International) 
nutrition drink market in India. 
Reportedly, Horlicks currently 
dominates the market. 

The brand is set to launch more 
“nature-based” products under 
the Rasna Nature Haat line and is 
eyeing the mass premium space. 
The products are available in most 
modern trade venues and available 
in SKUs (Stock Keeping Unit) of 
18g, 100g (75g+25g Free), 600g 
(450g+150g Free), and 500g. 

The 18g unit is targeted at smaller 
cities and towns, while the 100g is 
for all tiers, the 500g for modern 
trade, and 600g for standalone and 
retail stores.

The new product line has been in 
the market for a few months and is 
set to see more “healthy” inclusions.

We spoke to Piruz Khambatta, 
chairman and managing director of 
Rasna, about the ad and marketing 
communication of Honey Vita.

When you say against a “chocolaty 
drink”, are you rivalling the 
category?

I would rather say that there 
are gaps in the health and wellness 
space and people are getting away 
from the brown beverages because 
mothers are concerned about the 
high concentration of sugar. Our 
honey-based option is more than 
welcome and fulfils a consumer 
need. It was launched based on 
insights and research and not just 
what the competition is up to.

But why rock the Rasna boat? 
The identity has been built over 
the last few decades...

An ad has to do justice to the 
product and its concept. We are 
not trying to copy our own or a 
competitor’s ads. We had a product 
with honey and wanted the celebrity 
endorser to say that the honey-based 
option is better than a sugar-based 
option. That was the intent. The 
core idea is ‘don’t take the sugary, 
chocolaty drink, take Honey Vita’.

So, what about the original Rasna 
identity?

But that is what we want to beat. 
The idea was to create imagery other 
than Rasna from the marketing point 
of view.

You could have created another 
brand...

It is a Rasna sub-brand. We only 

wanted to borrow certain aspects 
from Rasna and apart from that, 
it would have to stand on its own 
feet. You can have a core brand 
identity. For Rasna, it is value for 
money, family, get-togethers, large 
servings, parties, etc. And we have 
Rasna Fruit Plus, a fruitier variant 
with vitamins, etc., which is similar 
but has a different USP. Then we 
have Native Haat Honey Vita where 
Rasna is like a mother brand, but 
Honey Vita is new a product by 
itself.

But the ads seem so formulaic and 
almost resembles another Boost 
ad with the mix of health, sports, a 
celeb, a mother, and a child...

I agree and there is nothing 
new, but the ad was not created for 
any creative award. It is only the 
celebrity endorsing the honey-based 
alternative to the sugar-based drinks.

We didn’t see many ads post the 
launch...

We are looking at a very gradual 
launch. Unlike Amazon and Flipkart, 
we do not have deep pockets. I never 
understood that way of marketing 
- when you put out ads before the 
product is available. Forget the 
internet; many FMCGs do that. 
They spend 200 per cent of the 
turnover on ads, a very good idea if 
you have pots full of money. We are 
taking it slow with GECs, cartoon 
channels and social media. The Press 
is also important when it comes to 

new launches.

EXPERT OPINION 
Jagdeep Kapoor, CMD, Samsika 

Marketing Consultants, opines that 
Rasna is a drink loved by people as 
a fun, tasty, orange drink. “Moving 
it into a serious health drink space 
raises questions about ‘source 
credibility’. With a brand name like 
Rasna - does it fit? The brand Rasna 
is a great offering, in its fun orange 
drink genre. Shifting from that 
platform to a serious core value is a 
risk of dilution of the mother brand’s 
personality.” he says. 

“When the consumer is confused, 
the brand is refused. The match 
between the mother brand’s 
personality and the sub-brand’s 
proposition is unlikely. Also, 
credibility is more important than 
celebrity,” Kapoor signs off. n

abid.barlaskar@afaqs.com

RASNA   

The brand is set to launch more “nature-based” 
products under the Rasna Nature Haat line of 

products and is eyeing the mass premium space.

“We are Not Trying to Copy” 
We spoke to the brand’s chairman and MD about the inclusion of the new Rasna malt-based beverages - Honey 
Vita and Badam Vita, under the fruity Rasna name. By Abid Hussain Barlaskar
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The second leg of LinkedIn 
India’s #InItTogether 
campaign builds on the idea 

of passion jobs. Going through the 
latest films, one of LinkedIn’s digital 
ads that run on the platform kept 
coming to mind; the copy was simple 
- Your dream job is closer than you 
think. The latest campaign features 
four real LinkedIn users and their 
journeys to find their dream jobs. 

LinkedIn boasts of over 610 
million members globally, with over 
55 million in India. The brand’s 
team claims that the platform has 
20 million job listings globally and 
500,000 weekly active jobs in India, 
with a representation of 30 million 
companies globally.

Crafted by The Glitch, the 
campaign’s first phase was launched 
in India around the same time last 
year. Although both phases keep 
‘passion’ at the centre, last year’s 
was more about encouraging 
professionals to pursue it. This 
year, it’s about how individuals 
used LinkedIn or how the platform 
helped them to land a job in their 
field of choice.

However, given the scenario 
today and the general narrative about 
jobs and employment opportunities, 
it would be accurate to say that 
Indians are not spoilt for choice. 
So, for LinkedIn to be talking about 
dream jobs in India, has it covered 
enough ground in the field of ‘bread 
and butter’ jobs? Or is ‘passion’ a 
measure to stand out in the ‘job-
portal’ crowd? 

“We want to empower jobseekers 
with insights on jobs, companies, 
commute data, salary data, and 
learning paths to guide them to 
create a fulfilling professional life,” 
says Srividya Gopani, director - 
Brand and Consumer Marketing, 
APAC and China, LinkedIn.

Gopani says that a survey of over 
5,000 full-time professionals across 
11 Indian cities revealed that career 
paths today are no longer linear. 
Professionals want to try niche 
careers and are keen on switching 
functions and industries more than 
ever before. Also, professionals now 
place greater value on a fulfilling 
career over money. Fifty-seven per 
cent of professionals would consider 

switching careers to get closer to 
their dream job.

“The #InItTogether brand 
campaign celebrates real members 
with diverse professional journeys. 
It is a place where professionals build 
identities, make connections and 
stay informed about trends through 
commentary and conversations,” 
Gopani says. 

The brand also kicked off a 
‘how-to’ series on job searches on 
the platform and its other digital 
channels to create awareness and 
inform members about various 
features. With LinkedIn choosing 
the IPL season for its yearly ad 
burst, we couldn’t help but ask, for 
whom and to what end? Or is it just 
a FOMO moment for LinkedIn as 
an advertiser?

“We chose to launch with the 
IPL as it is the biggest sporting 

event in the country and cricket has 
the highest reach across platforms,” 
Gopani responded.

Apart from social media, the 
#InItTogether campaign is active 
on TV with 15-second spots with 
the IPL and on premium English 
channels. It is also on Hotstar as 
part of its digital presence. OOH 
includes billboards, metro wraps 

and bus shelters in Mumbai, 
Bengaluru and Delhi. 

 
EXPERTS SPEAK 

Mythili Chandrasekar, a 
consumer behaviour and brand 

strategy enthusiast, says, “LinkedIn 
has become the top hunting ground 
for recruiters. For jobseekers, it is the 
new way to make connections and 
evaluate employers, maybe future 
bosses or prospective partners - 
understand profiles and watch them. 
The ads featuring unconventional 
jobseekers set LinkedIn apart from 
the regular job sites and does justice 
to what the platform allows,” 
Chandrasekar concludes.

She also adds that the campaign 
leverages the intersection of work 
and passions. “Great use of the 
brand logo and the line captures 
why you are on LinkedIn. However, 
the execution could have been more 
natural-speak - it misses out on 
using the vocabulary of the digital 
space and feels way too ‘addy’. And 
why not advertise on IPL? Cricket is 
a passion point and so are our jobs 

today.”
Gulshan Singh, executive 

planning director - FCB Interface, 
opines that the brand isn’t just 
talking about passion jobs and cites 
the situation with the mother who’s 
coming back to work.

“There is a desire for work to 
mean more than a paycheck and 
looking for a dream occupation 
is an inspirational quest. Focus 
on individual stories is certainly 
different from the ‘x number of 
jobs across y number of categories’ 
narrative. There is a human angle 
here which helps bring the story 

home,” he says.
On the brand advertising during 

IPL season, Singh says, “They’re 
clearly going for penetration - 
expand the number and type of 
users looking for a job and indeed, 
the number of employers. I still 
have to see a job portal connect to 
jobseekers in a way that Naukri’s 
‘Hari Sadu’ did.”

Mayank Bhatnagar, senior VP 
- Carat India, feels that the idea 
is strong and apt for the current 
scenario. “It’s a perfect opportunity 
for the brand to connect emotionally 
with people by showcasing real-life 
stories. A recent report claims that 
‘85 per cent of the jobs that will 
exist in 2030 have not been invented 
yet’. It’s imperative to be future-
ready, to follow passion and not be 
dependent on current jobs,” he says.

“The campaign is very visible 
and the multimedia approach has 
enhanced it. I have not seen ‘job 
portal’ ads in recent times, so it 
stands out. IPL is the most sought 
after event of the year and viewership 
continues to grow YoY across target 
audiences. IPL delivers on both 
reach and impact. The campaign is 
highly visible due to its presence on 
big properties,” he explains. n

abid.barlaskar@afaqs.comw

LINKEDIN

Follow Your Passion   
LinkedIn’s IPL campaign isn’t about the fast lane. It’s about your dream job. We spoke to Srividya Gopani, 
director - Brand and Consumer Marketing, APAC and China, to know more. By Abid Hussain Barlaskar

“The #InItTogether 
brand campaign 
celebrates real 
members with 

diverse professional 
journeys.” 

SRIVIDYA GOPANI
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LinkedIn boasts of over 610 million members 
globally, with over 55 million in India. 
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SWIGGY 
The food delivery platform’s latest ads 
released under ‘Swiggy karo, phir jo chahe 
Karo!’ umbrella are a refreshing take on the 
everyday lives of new-age Indian families.
Creative Agency: Lowe Lintas 

PHONEPE
Fintech brand PhonePe launched 
#DadduGublu campaign for IPL 2019, with 
Aamir Khan as its face. The ad takes a rather 
swift swipe at Paytm. 
Creative Agency: Lowe Lintas Bangalore 

ALPENLIEBE CHATPATA
Perfetti Van Melle – India joined the 
powder-filled candy segment by launching 
‘Alpenliebe Chatpata’. The brand released 
a new TVC, featuring actor Boman Irani.
Creative Agency: McCann Worldgroup   

RASNA HONEY VITA
The latest commercial for Rasna Honey Vita, 
a malt-based beverage from the brand’s 
Nature Haat line of products, features sport-
star Saina Nehwal. 

MOTHER’S RECIPE 
Food company Mother’s Recipe recently 
rolled out a digital ad campaign 
#TasteTheLove, which is in line with 
its original proposition of ‘mother’s love 
imbibed in its brands’. 

SPOTIFY 
Spotify, a music streaming service, 
recently entered the Indian market. It 
launched an ad campaign pushing its 
Indian playlists in a big way.  
Creative Agency: Leo Burnett 

COCA-COLA 
The #SayItWithCoke campaign features 
Bollywood stars Ranbir Kapoor and Paresh 
Rawal in a fun scene beside a new label 
design for the Coke bottle. 
Creative Agency: McCann Worldgroup

BJP 
For the ongoing elections, Narendra Modi-
led BJP unveiled its #PhirEkBaarModiSarkar 
campaign earlier this month. It builds on the 
narrative of its efforts against corruption, 
among other things. 

MORRIS GARAGES 
The recent digital teaser video released 
by carmaker MG Motor (Morris Garages), 
a 95-year-old British-born brand, names a 
car that’s about to hit Indian shores - MG 
Hector, an SUV. 

MAAZA 
Maaza has undergone a face-lift of sorts. 
Its new TVC shows actor Aditi Rao Hydari 
grooving to an A.R. Rahman track while 
sipping on Maaza from a revamped bottle.
Creative Agency: Leo Burnett  

INC
Rahul Gandhi-led Congress has unveiled 
its theme song, built around the hashtag 
#AbHogaNYAY and highlights the party’s 
promise of its minimum income guarantee 
scheme - ‘NYAY’, etc. 

BOURNVITA 
Like last year, the brand released a new ad 
for the season titled - ‘Bournvita - The Exam 
Collection’, taking the #LookBeyondMarks 
proposition forward. 
Creative Agency: Ogilvy Mumbai 

BRAND FACTORY 
Future Group’s retail fashion discount 
chain Brand Factory launched its 
#BuraNaManoDiscountHai campaign for 
Holi, announcing up to 70 per cent discounts. 
Creative Agency: Publicis Ambience

DOMINO’S  
While brands are brandishing their IPL 
partnerships/campaigns, Domino’s Pizza 
launched its World Pizza League campaign 
to capitalise on the cricket season - from 
the IPL to the ICC Cricket World Cup 2019.  

LINKEDIN
LinkedIn India’s #InItTogether campaign 
builds on the idea of passion jobs. It 
features four real LinkedIn users and their 
journeys to find their dream jobs.
Creative Agency: The Glitch 

7UP
The King of Chill Fido Dido is back in 7UP’s 
‘Put the Chill’ campaign. Through his witty 
and quirky one-liners aka ‘Fidosophies’, the 
mascot reiterates the brand’s mantra - not 
stressing about stressful situations.  
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Post: Jr Client Servicing Executive 
Company: Thought Bubbles 
Profile: Understand and evolve  
the advertising brief from the client 
and manage projects as per the 
deadlines. Handle current client 
requirements and make new pitches. 
Facilitate, ideate and lead campaign 
brainstorming sessions along with 
the whole team. 
Exp: 0 to 2 years 
Location: Mumbai
Email: manoj.motiani@
thoughtbubbles.in 
...........................................................

Post: Creative Graphic Designer 
Company: Art Vision  
Profile: Self-motivated creative 
graphic designer who can work 
independently and has a creative 
bent of mind. Must be highly 
creative with good knowledge of 
related designing software. Ability  
to contribute as an individual or  
as a part of the team. 
Exp: 2 to 5 years  
Location: New Delhi
Email: anil@artvision.in 
...........................................................

Post: Media Executive - Sr/Jr 
Company: Pamm Advertising & 
Marketing 
Profile: Optimum media knowledge 
and contacts, obtain the best 
advertising rates for the clients, 
releasing of advertisements  
and billing. 
Exp: 4 to 5 years  
Location: New Delhi
Email: pamm.resume@gmail.com 
...........................................................

Post: Account Manager (Client 
Servicing) 
Company: Quotient 
Communications Pvt Ltd 
Profile: Sales driven strategising, 
day-to-day interaction with the 
clients, understanding briefs and 
executing them in the most creative, 
yet solutions-oriented manner 
possible. Along with ensuring client 
satisfaction, you will also be expected 
to ensure continued and increased 
billings on your accounts. The ability 
to pitch for and develop new clients 
will be a huge plus.  
Exp: 5 to 9 years 

Location: Mumbai
Email: team@quotientcomm.com 
...........................................................

Post: Art Director/Chief Designer/ 
Senior Designer 
Company: DigiStreet Media  
Pvt Ltd 
Profile: Designimg the concept, 
capable of thinking ideas, connecting 
logics with creativity, nurturing team 
of graphic designers, prioritisation 
and effective churner. 
Exp: 2 to 3 years 
Location: Noida 
Email: darpan@digistreetmedia.com, 
sourav@digistreetmedia.com 
...........................................................

Post: Client Servicing Manager 
Company: CupShup  
Profile: Cracking new corporate 
partnerships and working closely 
with the BD team to understand 
the ropes of the business. Ideating 
and planning BTL activities that 
cater to a segmented niche of elite 
corporates, understanding the 
requirements of the client and 
providing solutions that matter. 
Exp: 0 to 4 years  
Location: Mumbai
Email: HR@cupshup.co.in
...........................................................

Post: Senior Copywriter 
Company: Ventures Advertising  
Pvt Ltd 
Profile: Experience of writing 
English and Tamil for 360-degree 
campaigns. Experience in social 
media campaigns is a must. Should 
have experience in writing scripts for 
AVs and radio jingles. Should have 
experience in writing content for 
ATL and BTL campaigns. 
Exp: 8 to 10 years 
Location: Chennai
Email: vitesh.shah@vapl.net 
...........................................................

Post: Media Manager - Digital   
Company: Vermmillion 
Communication Pvt Ltd 
Profile: Experience of search, 
programmatic and social 
marketing. Reach advertiser 
goals through media planning, 
buying, optimisation and analysis. 
Proficiency on variety of tools, 

including Google AdWords, Google 
Analytics, DBM, DCM, TTD, 
Mediamath, TURN, Facebook, 
Instagram, Twitter, Omniture, etc.
Exp: 1 to 2 years  
Location: Gurgaon 
Email: hr@vermillion.net.in 
...........................................................

Post: Branch Head 
Company: Paradigm Plus Marketing 
Communications Pvt Ltd 
Profile: Manage the Bangalore 
branch verticals as a profit centre 
head. Identify and pitch new mid 
and large size retainership accounts 
across industries and geographies.  
Be part of the core management 
team and embark on the mission  
to grow the Bangalore branch 
vertically and horizontally.  
Exp: 10 to 15 years 
Location: Bangalore
Email: jobs@paradigmplus.in 
...........................................................

Post: Branch Head - Delhi 
Company: Tek Advertising & 
Management Pvt Ltd 
Profile: Operation and business 
development under BTL & event 
management category within  
Delhi NCR, Punjab, Haryana,  
West UP, etc. 
Exp: 5 to 8 years  
Location: New Delhi
Email: contact@tekadvertising.com, 
gaurishankar@tekadvertising.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 the industry in terms of 
new customers, new projects, and 
competitive activity. 
Exp: 2 to 4 years
Location: Pune 
Email: careers@tempestadvertising.
com 
...........................................................

Post: Media Manager 
Company: INVICTA Media Pvt Ltd 
Profile: Should be able to coordinate, 
communicate and build relations 
with channels/publications/
magazines, etc., independently. 
Should have the capability to devise 
and suggest integrated 360-degree 
media campaigns. Should be able  
to develop media plans and 
strategies, and execute media 
releases for various clients. Should 
have excellent negotiation and 
communication skills. 
Exp: 3 to 5 years 
Location: New Delhi
Email: careeratinvicta@gmail.com 
...........................................................

Post: Content Writer 
Company: IdeateLabs
Profile: Research, write and 
edit content for marketing 
communications, including but  
not limited to domain monetisation 
and online articles, newsletters, 
videos, webinars, infographics,  
blog posts, webite content and  
more. Collaborate with design, 
digital, search and other teams 
to develop compelling, often 
unexpected, content plans. 
Exp: 1 to 3 years 
Location: Mumbai
Email: careers@ideate.email 

TO ADVERTISE, CONTACT:

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

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

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

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

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

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

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

EVEN GOOD CAN 

GET BETTER!

2 1afaqs! Reporter, April 16-30, 2 0 1 9



people
A round up of some major people 

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

CEAT
Amit Tolani has been appointed as vice 
president-marketing, CEAT. Tolani 
will be based out of CEAT’s Mumbai 
headquarters and will be responsible 
for spearheading the company’s 
marketing initiatives. He has been with 
the company for over 13 years.

Uber
Sanjay Gupta, former head of 
marketing - Uber India, has been 
elevated to the position of director 
- marketing strategy for the US and 
Canada markets. Earlier, in March, 
Uber announced the appointment of 
Manisha Lath Gupta as the head of 
marketing for India. (Sanjay) Gupta has 
over 17 years of experience. He joined 
Uber India in May 2017 and was based 
in Gurugram. 

Nissan India 
Sriram Padmanabhan has been 
appointed as the vice president - 
marketing, Nissan Motor India 
(NMIPL). Padmanabhan brings 
to Nissan over two decades of 
international marketing experience 
with specific India business expertise 
in launching new products, building 
digital go-to-market competencies, 

establishing customer engagement, 
preparing dealer network for expansion 
and P&L ownership. 

Essence
Essence, a global data and 
measurement-driven media agency 
which is part of GroupM, has named 
Atrayee Chakraborty as vice president, 
integrated media planning in India. 
Based out of Mumbai, she will lead 
the integrated media planning practice 
across all channels for Essence’s clients 
in India. With almost two decades 
of experience, she was most recently 
regional head of media for APAC at 
WPP’s Red Fuse Communications.

Danone India
Nutricia International (Danone 
India) has elevated Himanshu Bakshi 
as managing director of its India 
operations, effective April 1, 2019. 
With more than 19 years of experience 
in marketing and sales, Bakshi joined 
Danone as marketing director in 2013. 
In his new role, he will be responsible 
for steering the company into its next 
phase of growth, as a leading nutrition 
company. Bakshi began his career with 
Dabur before moving to PepsiCo. 

Dentsu India 
Malvika Mehra, founder and erstwhile 
creative director of Tomorrow Creative 
Lab, has been roped in by Dentsu India 
as its chief creative officer. Mehra will 
now be responsible for the agency’s 
creative duties across all offices. The 
agency will also launch Dentsu India 
Tomorrow Lab - the new Design and 
Innovation unit - under her creative 
leadership.

Dentsu Aegis Network 
Anand Bhadkamkar, CFO, Dentsu 
Aegis Network - South Asia, has been 
given the additional charge of chief 
operating officer India. Bhadkamkar 
will now also be responsible for driving 
operational excellence in business and 
oversee support functions, including 
HR and IT in India. He will continue 
to report to Ashish Bhasin. Meanwhile, 
Agnello Dias (Aggi), chief creative 
officer & co-founder Taproot Dentsu, 
will now take on the additional 
responsibility of creative chairman, 
Dentsu Aegis Network India. Dias, 

previously the national chief creative 
officer for JWT India, has been 
with Taproot Dentsu, the agency he 
co-founded, for 10 years now. 

iProspect India
iProspect India, the digital performance 
agency from Dentsu Aegis Network, 
has appointed Tushar Parab as AVP - 
paid media. He will be based out of the 
agency’s Mumbai office. With over 11 
years of experience in digital marketing, 
Parab has worked with companies like 
RK Swamy BBDO, Hungama Digital 
and Communicate 2. His last stint was 
with Coverfox Insurance.

Network Advertising
Shayondeep Pal joins Network 
Advertising as chief creative officer. 
Pal started his career at McCann and 
later moved to Grey. In 2008, he 
joined Lowe Lintas, Delhi and was 
last designated as its creative head. He 
founded Amorphous Films two years 
ago, and has produced and directed 
over 40 advertising films.  

ADVERTISING
Big Synergy
Anil D. Ambani-led Reliance 
Entertainment’s Big Synergy has 
appointed Salil Arunkumar Sand 
as its senior creative director. 
With over two decades of 
experience in writing, directing 
and creating some of Indian 
TV’s highest rated and impactful 
shows, Sand will be based at the 
company’s Mumbai office. Some 
shows in which he demonstrated 
his creative prowess over the 
years include Indian Idol, Jassi 
Jaissi Koi Nahin, Kyunki Saas 
Bhi Kabhi Bahu Thi, etc. 

Indian Express
Sanjay Sindhwani, VP - digital 
products - The Economic Times 
(Digital & Mobile) and business 
head, has joined Indian Express 
as CEO, digital business. In his 
welcome note, Anant Goenka, 
executive editor, Indian Express 
Group, said, “I have known 
and learned from Sanjay for 
close to three years now and 
have admired his quiet, patient 
and decisive leadership of 
economictimes.com - where he 
has spent 24 years of his 25-year 
career in digital news.”  

MEDIA

Google India
Mayoori Kango, former MD 
of Performics.Resultrix (part 
of the Publicis Groupe), 
has joined Google India as 
industry head - agency 
business. Kango began her 
career with New York-based 
digital agency called 360i as an 
associate media manager and 
had also worked with Digitas 
as associate director, media.

Zalora Group
Global Fashion Group has 
appointed Gunjan Soni as the 
CEO of its website Zalora, 
which serves consumers 
across Asia. Zalora was 
founded in 2012 and has a 
presence in Singapore, 
Indonesia, Malaysia & Brunei, 
the Philippines, Hong Kong 
and Taiwan. Zalora’s localised 
sites offer an extensive 
collection of international 
and local brands as well its 
own in-house labels across 
apparel, shoes and accessories. 
Soni brings with her nearly 
13 years of experience in the 
field of marketing, strategy 
and operations.

Hotstar 
Hotstar has appointed Ankit 
Desai as vice president - digital 
sales strategy. Previously, he 
worked with Marico as head 
- media & digital marketing, 
India & Global Centre of 
Excellence. Desai has over 16 
years of experience. He joined 
Marico in March 2011 and has 
worked in various capacities. 

Httpool 
Httpool has appointed Pankaj 
Jain as the head of native 
offerings for India, Indonesia, 
Malaysia and Thailand. He 
will be based out of Httpool 
India’s Mumbai office. Jain 
brings with him over 18 years 
of extensive digital experience. 
An industry expert, he also 
shares his knowledge with 
aspiring MBA students as a 
visiting faculty to Amity Global 
Business School, Mumbai.

Sequoia Capital India
Rajan Anandan, VP for Google 
South East Asia and India, has 
decided to move on. Anandan 
is joining Sequoia Capital 
India as a managing director. 
He will join the leadership 
team at the firm, in addition 
to the six current managing 
directors, where he will 
focus on developing Surge 
(Sequoia’s rapid scale-up 
program for startups in India 
and Southeast Asia).

Hitachi Payment Services 
Hitachi Payment Services has 
appointed Rustom Irani as its 
new MD, in addition to his 
responsibilities as the CEO 
of cash business. From April 
1, 2019, Loney Antony, who 
has led Hitachi as MD from 
its inception, assumes a larger 
advisory role of vice chairman 
and non-executive director 
of the board of directors of 
Hitachi Payment and mentor 
to the leadership team. 

DIGITAL 

MARKETING
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3495/-(inclusive taxes).

2016/-(inclusive taxes).






