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Crazy, young guys wearing bermudas, sitting in hi-tech cubicles, working on 
nursery rhymes...”

 
That’s how the writer of this cover story describes the sprawling ChuChu TV office, 

located in Chennai’s poshest commercial neighbourhood. The company was set up by 
the most creative techie we know, Vinoth Chandar, around four years back.

 
The first time Vinoth showed his daughter – she’s nick-named Chu Chu – his 

version of the well-known ‘Chubby Cheeks’ nursery rhyme, she watched it over 100 
times. That’s when he decided to upload the video on YouTube to check if it would 
appeal to other kids out there. And appeal it did. It got around 3,00,000 views in just 
two weeks. Next, he uploaded his version of ‘Twinkle Twinkle’, and before he knew 
it, he had 5,000 subscribers, something that instantly caught the attention of the folks 
at YouTube – “magic” was the word they used.

 
Growing up (in the late 1990s), I recall watching a TV show called ‘Kids say 

the Darndest Things’. True. But not as true as this statement – kids watch the things 
they like the darnedest number of times! Nina Elavia Jaipuria, who heads Viacom18’s 
kids cluster in India, whom we interviewed last fortnight, said, “Kids love watching the 
same thing over and over again, they love hearing the same stories again and again. It 
gives them a sense of comfort, when they don’t need to discover something new... they 
like to feel that they know it all.”  Such an interesting insight, isn’t it?

 
Earlier this month, Vinoth’s channel received the ‘Diamond Play Button’, an 

award from YouTube for crossing the ‘10 million subscribers’ mark. He’s a hit with 
parents too, thanks to the positive spin he gives traditional nursery rhymes; in the world 
of ChuChu TV, Jack and Jill manage to get their pail of water, after all.

 
And here’s the best part: ChuChu TV has a ‘no brand integration’ policy. 
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advertising
BAJAJ DOMINAR

Leisure biking has started 
to become a norm in India, 
what with a marked growth 

in disposable income. People are 
now taking vacations to discover 
the Himalayan topography on their 
heavy and loud bikes or cruisers as 
they are called. The category didn’t 
have many players and Royal Enfield 
enjoyed a monopoly.

In December 2016, Bajaj launched 
its most powerful variant Dominar. 
The 400cc bike was launched to 
take on the likes of Royal Enfield 
(Himalayan series) and Mahindra 
Mojo. Six months later, that is, now, 
Bajaj released a television commercial, 
urging people not to carry the weight 
of nostalgia as a liability; the ad is 
titled “Haati Mat Paalo”.

The 60-seconder traces the 
journey of a bunch of bikers on a 
mountainous terrain... they aren’t 
riding motorbikes, though; they’re 
sitting on elephants. The background 
noise is, quite evidently, the familiar 
thump of a Royal Enfield engine.

The film fetched a fair share 

of media attention, and the one 
question everyone asked was - why 
is Bajaj mocking Royal Enfield? Well, 
afaqs! Reporter reached out to the 
man behind the ad film, Sumeet 
Narang, vice-president, marketing, 
Bajaj Auto.

Narang tells afaqs! Reporter, 
“Actually the ad is not a dig, but 
an introduction to a new approach 
towards long-distance riding. 
Traditionally, in India, and even 
globally, people have been choosing 
large, ‘lazy’ bikes for this purpose. 
Dominar belongs to an emerging 

class of sports cruisers, a first-of-
its-kind in India. The ad simply 
dramatises the difference between 
both types of riding as seen from ‘the 
Dominar lens’. We believe that size 
is nothing without performance.”

Narang feels the film is a “simple 
display” of manoeuvrability and 
performance, something he believes 
would leave “traditional riders 
baffled if they ever experience it up 
close.”

Dominar had a great start; in its 
initial days, Bajaj sold around 3,500 
units of this variant a month. But it 
could not sustain this run and sales 
dipped to 927 units in June. The 
bike has, however, built a strong 
community of loyalists in metros.

Bajaj has rolled out two initiatives 
to engage riders so far - HyperRides 
(which are weekend group rides) and 
HyperTours (which are 10-12 day-
long trips wherein one rides with 
professionals).

“In the top eight metros, close to 
20 per cent of our customers have 
already taken part in HyperRides,” 

informs Narang.
So does this mean a Dominar 

can only find a place on the road 
by replacing an existing Royal 
Enfield? “Dominar will create its 
own segment of customers,” answers 
Narang, adding, “(it will become 
popular among) customers who want 
high-performance, athletic, tech-
loaded bikes capable of swallowing 
long distances. These are customers 
from various segments...” and are 
familiar with more than “just one or 
two brands....”

Ogilvy & Mather is Bajaj’s creative 

agency. Sukesh Nayak, chief creative 
officer, Ogilvy, West, has created 
the campaign. The brief given to 
agency was - make people realise that 
the segment has progressed over the 
years.

Where did ‘Haati Mat Paalo’ 
come from? “Once we had the brief, 
we put this creative idea on the 

table. It is based on our observation 
that today, the mindset with respect 
to this category, is quite a dated 
one. Performance and specification-
related aspects are completely 
ignored and decisions are made on 
the basis of the nostalgia associated 
with the brand in question. So ‘Haati 
Mat Paalo’ is for those who are stuck 
with something big, dated, and heavy 
on their pocket and yet defend it 
on the grounds of nostalgia,” asserts 
Nayak.

The entire film is shot in Thailand. 
Why? Well, the place affords easy 
availability of trained elephants! “We 
were keen to show that this is a 
bike which will respond to your 
demands no matter which terrain 
you are riding on. When someone 
goes for a tour he passes through 
different terrains, and we wanted to 
say, ‘Here is a modern alternative for 
your hyper-riding needs’. The film 
was made keeping that in mind,” 
adds Ogilvy’s Nayak.

DOES THE AD WORK FOR 
TWO-WHEELER SEGMENT?

“This is a pot-shot... a big pot-
shot at Enfield,” says Naresh Gupta, 
chief strategy officer and managing 
partner of Bang in the Middle.

He adds, “Now is that bike worth a 
pot-shot? Everyone agrees that Royal 
Enfield is not the most advanced or 
the smoothest bike. The appeal of 
RE is in its rawness. The elephant 
may not be a bad analogy, but despite 
the slowness of elephants, it is the 
most regal animal in the jungle...”

Gupta goes on, “I guess the one 
simple take-away is - (Bajaj) wants 
the RE fan club to try out (Dominar) 
and eventually choose it over an 
Enfield. It’s a nice battle to watch. 
Just that, they didn’t need to take 
such an overt pot-shot.” n

anirban.choudhury@afaqs.com

“The ad is not a dig...”
“... it’s an introduction to a new approach towards long distance riding,” says Sumeet Narang, vice-
president, marketing, Bajaj Auto about the newly launched 60-seconder. By Anirban Roy Choudhury

Titled ‘Haati Mat Paalo’, Bajaj released  
the TVC urging people not to carry  
the weight of nostalgia as a liability.
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“Dominar belongs 
to an emerging class 

of sports cruisers, 
a first-of-its-kind 
in India. The ad 

simply dramatises the 
difference between 
both types of riding 

as seen from ‘the 
Dominar lens’. We 
believe that size is 
nothing without 
performance.” 

Sumeet NaraNg
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work for govt. clients like filling 
e-tenders, tender documentation 
preparation, bills, emails etc. Good 
knowledge of Computer hardware 

& software. English/Hindi typing is 
a must.
Exp: 3 to 4 years
Location: New Delhi
Email: hr@centumad.com
...........................................................

Post: Sr. Visualizer
Company: Addnectar Solutions Pvt 
Ltd
Profile: 4- 6 years of experience as 
a visualiser in Advertising Agency. 
Has a decent creative portfolio of 
work done independently mostly 
comprising print ads, brochures/ 
POS and brand identities.
Exp: 4 to 6 years
Location: Mumbai
Email: hr@addnectar.com
...........................................................

Post: Client Servicing / Account 
Executive
Company: Quotient 
Communications Pvt Ltd
Profile: Sales driven strategizing, 
day-to-day interaction with clients, 
understanding briefs and executing 
them in the most creative, yet 
solutions-oriented manner possible. 
Exp: 1 to 2 years
Location: Mumbai
Email: team@quotientcomm.com.
...........................................................

Post: Art Director
Company: Collateral - The 
Storytellers  
Profile: Creating concept 
and strategies as per the brief 
understanding. Ensuring that 
desired client time lines are 
being met. Ability to work /think 
independently, and lead a team, 
as well as ideation qualities. And 
is passionate about delivering 
solutions. The candidate must have 
knowledge of print and designing 
softwares.
Exp: 5 to 7 years
Location: Mumbai
Email: nandini@collateral.co.in, 
prasad@collateral.co.in
...........................................................

Post: Group Head (client servicing)
Company: Greysell Marketing 
Promotions Pvt Ltd
Profile: Managing the team of 

Account Managers and Executives.
Delivering deliverables through 
your team on time and of required 
quality. All the deliverables should 
be having high quality of thought 
and creativity, through group 
discussions, research, etc. Managing 
and generating additional revenue 
from existing clients. Adding SBUs.
Exp: 6 to 8 years
Location: Mumbai
Email: hr@greysell.in
...........................................................

Post: Manager – Business 
Development Celebrity 
Management & Solutions
Company: MATES – Entertainment 
unit of Madison Communications
Profile: To approach pan India 
clients across categories for brand 
endorsers of the exclusive artists. 
Reaching out to maximum clients 
and meeting relevant brands 
across the country. Giving relevant 
solutions to brands for celebrity 
usage. Annual sales targets given for 
endorsement sales. 
Exp : 4 to 6 years
Location: Mumbai
Email: careers@matesindia.com
...........................................................

Post: Graphic Designer
Company: Moving pixels Pvt Ltd
Profile: Creating Good layout 
and typography Understanding 
of colour combination, aesthetic 
sense of design Photo editing/image 
editing/photo retouching Drawing 
and sketching is added advantage
Exp: 4 to 8 years
Location: Ahmedabad
Email: hr@movingpixels.in
...........................................................

Post: Creative Designer – Digital 
(Senior Visualiser)
Company: People Interactive Pvt 
Ltd
Profile: We are looking for 
somebody who challenges 
conventions, thinks outside the 
box, and is not afraid to take 
risks and push the boundaries of 
creative on online and offline. 
The person will be responsible for 
all creative for people interactive 
and will have a role to play in 

marketing Communications, Digital 
Advertising, Retail Design, Social 
Media, Website Looks, Television 
and PR & HR initiatives.
Exp: 6 to 10 years
Location:Mumbai
Email: amruta.s@peopleinteractive.
in
...........................................................

Post: Web Developer
Company: Coconut Media Box LLP
Profile: We are seeking an 
individual with expert level 
experience with PHP, HTML, 
CSS, JS and WordPress to enhance, 
improve, and implement Web 
solutions. The ideal candidate will 
have both architecture and design 
experience along with hands on 
development experience.  
Exp: 1 to 2 years
Location: Mumbai
Email: hr@coconutmediabox.in

TO ADVERTISE, CONTACT:

Abhilash Singh  
Ph: 09999989454 

Email: abhilash.singh@afaqs.com

Aakash Bhatia (North)  
Ph: 09650544122 

Email: aakash.bhatia@afaqs.com

jobswitch@afaqs.com

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

www.jobswitch.in

Join us on  : facebook.com/jobswitch

EVEN GOOD CAN 

GET BETTER!

8 afaqs! Reporter, September 1-15, 2 0 1 7



While we may have several 
expletives at hand when 
we are at the wheel, 

CEAT has, for long, reserved the 
word ‘idiots’ for all the incorrigible 
menacing elements on Indian roads. 
Headquartered in Mumbai, the 
flagship company of RPG Enterprise, 
CEAT, launched the campaign, ‘The 
streets are filled with idiots’, back 
in 2011 and has kept the umbrella 
theme alive to date. The most recent 
ad titled - ‘Meet The Mahapurush: 
Mr. Nehlau!’, was released this year 
in the month of July.

We decided to dig deeper in 
order to gain an insight on how 
this idea was cracked. Nitish Bajaj, 
vice-president, marketing, CEAT, 
says, “The industry was becoming 
saturated with the ads that showcased 
the importance of tyres with excellent 
grip and how it can be fatal for 
the drivers. Such ads were getting 
morbid to some extent and used 
to infuse fear in the minds of the 
customer. Whereas, on the other side, 
ads simply demonstrated the superb 
quality of tyres by performing stunts 
and extreme race sequences, which 
were a visual delight but failed to 
connect with the everyday riders. The 
campaign’s objective was to relate to 
the consumer and make them aware 
on how fatalities and mishaps are 
not always caused by the drivers, but 
by the surrounding elements. Every 
scenario depicted in the campaign is 
what an average Indian goes through 
on a regular day and that’s where we 
expected the viewer to relate.”

The campaign, which was 
originally released in 2011 was 
revisited by the brand in 2014 and 
is back in 2017. This year’s rendition 
has so far seen three ad films, the first 
one being released on the brand’s 
YouTube channel in January. The 

films portray different ‘Mahapurush’ 
on the road who disrupt traffic in a 
way only an Indian can. But what 
changed? Why is the campaign back 
with a new name and a slightly 
different avatar? “The campaign in 
2011 ‘Be idiot-safe with CEAT’ was 
a clutter breaker and had an upfront 
and direct tone whereby the riders 
were made aware of the unsafe/idiotic 
actions by pedestrians and fellow 
drivers. The prime idea - to relate with 
the customers - was being achieved. 
In 2017, the ‘Idiots on the road’ 
has been refreshed as ‘Mahapurush 
on the road’. Maintaining the brand 

tone of CEAT, i.e., cautioning as a 
friend, we have now infused satirical 
into the campaign,” explains Bajaj.

Apart from this campaign, CEAT has 
kept its advertising front buzzing with 
various parallel campaigns. Campaigns 
like ‘Happy Hours with CEAT’ and 
the ‘CEAT Puncture Safe Tyres’ have 
all been running simultaneously. Bajaj 
says, “Happy Hours with CEAT is 
a part of the brand’s ‘Fuel smarrt’ 
tyres’ digital video series. The concept, 
message and the product of the two 
campaigns are world apart. In the 
‘Fuel smarrt’ tyre campaign, we have 
launched a series of three videos of 
30-45 seconds each, displaying the 
behaviour of the Indian consumer 
on savings. The target market and 
demographics of both the campaigns 
is different. ‘Fuel smart’ tyres is for 
the four wheeler category whereas the 
‘Puncture Safe’ tyre is for two wheelers 
and that, too, only for Andhra Pradesh 
and Telangana markets, as of now. 
Also, the ‘Puncture Safe’ tyre TVC was 
launched specifically for this region.” 
CEAT operates in a market that faces 

stiff competition from brands like 
MRF, Apollo Tyres, JK Tyres, among 
others.

Ogilvy & Mather is the agency 
behind this long running ad campaign. 
Harsh Bhatt, senior vice-president, 
Ogilvy & Mather tells afaqs! Reporter 
that the campaign was conceptualised 
on the back of a strong product 
proposition of ‘superior grip’. He 
informs, “...at that point of time, no 
one had really owned (superior grip) 
in communication. It helped that 
the tyre itself was named ‘Gripp’. 
We looked at the category from the 
point of view of bike riders. We felt 

they are at the highest risk on Indian 
roads, what with potholes, jaywalkers 
and cars all forming part of their 
daily hazard list. Understanding their 
woes was also a unique strategy while 
communicating.”

However, how does an agency 
inject freshness and relevance to 
a campaign that has been in the 
industry for a fair number of days? 
Bhatt explains, “When the take on a 
category is so refreshing, it isn’t really 
too difficult to take off a sustainable 
campaign. The term ‘idiots’ stuck on 
in the consumer’s mind space and all 
we had to do was to keep building 
it with fresher, yet equally relatable 
situations. The ‘idiots’ campaign 
actually set the tone for something 
larger, a voice unique to CEAT, that 
of being a relatable, road reality check 
to the riders/drivers of India.”

‘#ItHelps’ has been highlighted 
as the title for the new ads. “The new 
campaign actually romances each 
‘idiot’ on the road at one level. Be it 
the ‘mahapurush’, ‘the haath dikhau’ 
or ‘the nehlau’ - here’s where we 

intend to move the needle. As a brand 
promise it actually propels us to do 
something about the situation on the 
roads, beyond a mere observation. 
It’s that call to action, which none 
of us on the brand could ignore 
anymore. So, while we build up 
perils (mahapurush) on the roads in 
ATL; digital and activation focused 
on living up to ‘It helps’. Be it as 
a warning to dads of little kids to 
‘Drive Home safe’, or repairing 
potholes during monsoons with the 
help of old tyres; it is about seeing ‘It 
helps’ in action,” adds Bhatt. n

sankalp.dikshit@afaqs.com

advertising

For a Smooth Drive
CEAT

CEAT’s latest ad campaign takes another look at the idiots on the street. By Sankalp Dikshit

Apart from this, CEAT has kept its advertising 
front buzzing with various parallel campaigns. 

“The campaign’s 
objective was 

to relate to the 
consumer and make 
them aware on how 

fatalities and mishaps 
are not always caused 

by the drivers, but 
by the surrounding 

elements.” 
Nitish Bajaj
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Bhaiya, ek Bisleri dena’ - you’ve 
probably said this yourself 
or heard someone else say it 

when asking for packaged drinking 
water. If you are a consumer from a 
metropolitan city then you won’t be 
fooled with any counterfeit product 
but what about a person who doesn’t 
know to read English?

Recently, mineral water brand - 
Bisleri, in an attempt to connect with 
local consumers, mainly those who 
are not comfortable with reading 
in English, announced that their 
bottled water will soon be available 
with labels in regional languages. 
Phase one will see regional labels 
being rolled out in Andhra Pradesh, 
Telangana, parts of Maharashtra and 
UP. Within the month, the brand 
will be present all over India in its 
new avatar.

Counterfeit products, over a long 
period of time, have been sold in 
the market. afaqs! Reporter spoke to 
Anjana Ghosh, director marketing, 
Bisleri International and asked her 
the reason behind this move.

She says, “We all felt that when you 
do something in the local language 
there’s a better connect with the 
consumer. Even in Maharashtra, 
every dealer would need to have the 
name in Marathi, so this bi-lingual 
thing is very apparent now. So we 
thought that’s how we can touch 
the consumer’s heart, by doing 
something in their local language.”

Is it something to do with every 
Indian not knowing English?

“Yes,” admits Ghosh, “and we want 
people at every level to be able to 
read the name, Bisleri. This helps us 
ensure that our consumers in villages 
can read the brand name correctly.”

The brand has 122 bottling plants 
present across India. Ghosh adds, “All 
label manufacturers have to change 
the plate on which they are printing 
the label and that’s the investment 
we’ve had to make, which is around 

`60 lakhs.”
Adding about how the new move 

will help the brand fight with 
counterfeit products, Ghosh says, 
“Now shopkeepers can’t hand just 
any bottle of packaged water when a 
person, in a hurry, asks for a “bottle of 
Bisleri”. We don’t have this problem 
in the metro cities but at the local 
level, people do struggle.”

Talking about how people in rural 
areas and smaller towns are cheated 
with counterfeit products, Ghosh 
says, “Our consumers, who can’t read 
English, identify us by our packaging, 
colour - green - and the font style in 
which Bisleri is written. The trouble 
is there are many other brands with 
similar packaging making it difficult 
for them to recognise what they 
asked for. My consumer at the village 
level should not be cheated.”

Currently, the brand is ready 
with production and distribution, 
and once it goes on the shelves 
across India, Bisleri has plans to 
promote their new offering through 

communication in various states in 
local languages.

The brand certainly hopes that 
this move will solve the problem of 
counterfeit bottles in the hinterlands. 
We asked our design and brand 
experts if it will.

Ramanujam Sridhar, founder 
and CEO, brand-comm, a brand 
consultancy, says, “Bisleri is a huge 
brand. You can almost say it’s a 
category and the challenge the brand 
is facing is that when someone says 
“Bisleri dena”, it actually means a 
bottle of water, a problem that even 
Xerox and other dominant brands 
have.”

Sridhar points out that people in 
the United Kingdom drink tap water 
but that’s not the case in India.

He says, “In India, many markets 
such as, Chennai, the quality of 
drinking water is poor so people 
invariably use packaged drinking 
water. So it is logical for them to look 
at the regional language, and since 
the brand is already familiar, in terms 
of its appearance, there’s little chance 
of confusion. Very few people buy 
mineral water at the supermarket. 
Here the target audience are those 
who go to a small kirana store near 

the bus stand and ask for a bottle of 
Bisleri in Marathi or Telugu.”

Sridhar gives us an example of 
Coca-Cola being called Kekoukele 
in China.

He says, “Brands are recognising 
customers. Kekoukele sounds like 
Coca-Cola but is actually conveying 
the position of the brand. So it is not 
like the brand name or the design 
is really sacrosanct in that sense of 
the term. This could be a ploy by 
the brand to handle the issue of 
consumers not knowing how to read 
Bisleri in English.”

Does it solve the problem of people 
knowing the fake product?

Sridhar says he is not sure. “It is 
going to be a question of time. It may 
give Biserli a head start but unless 
there is some sort of mechanism 
that deters one brand from riding on 
another brand’s popularity it is going 
to be difficult. That is one of the 
biggest challenge brands are facing 
so we need to checks on things like 
that.”

According to Sridhar, given the 
fact that India has a problem of fake 
brands and labels, the brand should 
promote this change aggressively. n

suraj.ramnath@afaqs.com

What’s in  
a Name?
Bisleri invests `60 lakh in local language labels; Anjana 
Ghosh, marketing director - Bisleri, tells afaqs! Reporter 
the effort is a move to tide over problems such as 
counterfeit products and language barriers in the 
heartlands. By Suraj Ramnath

marketing
BISLERI

“We all felt that  
when you do 

something in the 
local language there’s 

a better connect  
with the consumer.” 

AnjAnA Ghosh
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Digital Entertainment 
Company, Pocket Aces, 
which runs popular 

YouTube channels, Dice 
Media and Filter copy has now 
associated with Greek Yogurt 
brand, Epigamia, and self-drive 
car rental e-commerce player, 
Zoomcar for its upcoming web 
series - ‘What the Folks’. The 
web series will be available on 
its channel, Dice Media and 
is ‘A dice original series’. The 
YouTube channel has 2,94,319 
subscribers and has garnered 
2,06,58,947 views (until this 
report was filed).

The series follows the role 
reversal journey of a husband 
who has to go and spend a 
month with his in-laws without 
his wife. “We see Saas-Bahu 
dramas on television every day, 
they don’t cater to the young 
audience of the country and 
that’s when we thought of 
doing this show. We have put 
our lives in this show; a lot of 
things you see are actually bits 
and pieces of my encounters 
with my in-laws,” says Ashwin 
Suresh, co-founder, Pocket 
Aces.

Web series in India have 
already had a roller coaster ride; 
few went deep inside audience 
hearts, while few failed to 
garner any attention. Karan 
Johar went as far as to say, “What fails to become a 
movie or a TV series ends up being a web series.”

“He is right, and if you see those web series, they 
never work, Balaji has made a few of them where 
they took film stories and turned it to a web series. 
We do not make such web series,” asserts Suresh.

Digital content creators make money through 
brand integrations where they embed the brand as a 
part of the story. Then they make revenue through 
distribution platforms such as, Facebook and 
YouTube. “With our earlier series Little Things, 
we also published a book that we are looking at 
merchandising as a source of revenue. This one 
you will see on television, too, so we get to make 
money through syndication as well,” Suresh adds.

“Web series are not ‘massively profitable’ at this 
stage, but we cover our costs. As the subscriber 
base grows further and we get more viewers the 
business scenario will change,” Suresh informs.

Producing a web series is the most expensive 
part of the business, it involves shooting, casting, 

editing and other pre- and post-
production aspects. Suresh does 
not believe in going fancy and 
spending all on that front, he 
says, “Production value is always 
over-rated in India, audiences 
do not really care about it so 

long as you tell the story 
seamlessly. ‘Little Things’ was 
mostly shot in a room and we 
have seen it going viral. We 
are always budgeting, we set 
aside a budget for every aspect 
and we stick to it throughout,” 
informs Suresh.

‘What the folks’ is mostly 
shot indoors and in Mumbai, 
while for the outdoor scenes 
the crew travelled to the 
outskirts of the city.

Title sponsor Epigamia, is 
a Greek yogurt brand from 
the stable of Drums Food and 
the purpose of this association 
is to generate awareness. 
The brand has been working 
with Pocket Aces for various 
content marketing initiatives 
since the past six months. 
Siddharth Menon, chief 
marketing officer, Epigamia, 
feels organic brand placement 
is key in a web series, “Yes, 
we have had our demands in 
terms of the number of times 
a brand should be shown per 
episode and all, but it is then 
left for the creators to integrate 

it organically.”
While the other brand on board, Zoomcar, is 

mainly focused on promoting its new business 
initiatives. The self-driven car rental platform has 
recently launched verticals like ‘airport drops’ and 
‘one-way trips’ and this series promotes the new 
initiatives through the story.

“We have had associations with TVF (The 
Viral Fever) in the past and we have seen that the 
integrations help us to fetch immediate results. 
Our organic downloads went up, the number of 
bookings went up and that is why, we decided 
to associate with a web series again,” says Harish 
Rawat, chief marketing officer, Zoomcar.

He adds, “Web series is a cheaper alternative to 
television and hence, for startups like us, investing 
on a web series works and gives immediate results.”

It remains to be seen if ‘What the Folks’ can 
match or go beyond what they achieved with 
Mithila Palkar starrer ‘Little Things’. n

  anirban.choudhury@afaqs.com

digital
POCKET ACES

The digital entertainment company has roped in Epigamia and 
Zoomcar as ‘title’ and ‘driven by’ sponsors for the web series.
By Anirban Roy Choudhury 

Digitally Connected 

Amazon Prime Video India has 
announced the creation of multiple 
Unscripted Originals (reality shows) 

to woo Indian netizens. The lineup includes 
three new reality 
shows - Jestination 
Unknown, The 
Remix and Comic 
Kaun featuring 
industry stalwarts 
such as Vir Das, Anu 
Menon, Amit Trivedi, 
Sunidhi Chauhan 
and Nucleya; and 
comedians Tanmay 

Bhat, Sumukhi Suresh and Abish Mathew.
James Farrell, head of content, Prime 

Video, Asia Pacific, says in a release “Reality 
shows are now more popular than ever, across 
a variety of genres. Customers globally have 
told us how much they enjoy reality shows, 
like the Japanese Prime Video fan favorite, 
The Bachelor Japan. With the launch of 
multiple new Original reality shows, we’re 
aiming to offer our Indian customers a variety 
of quality new reality content to enjoy.”

Vijay Subramaniam, director, content, 
Amazon Prime Video India, adds, “We’re 
always looking for new ways to engage with 
our customers. We know Indians enjoy reality 
TV, so we are creating new originals with the 
best new concepts and local Indian talent. 
We’re excited to add more variety to our 
service, and continue to reinvent the way 
Indian customers watch TV.”

Amazon revealed details of three reality 
shows which include a mix of comedy, music, 
travel and experiential content. n
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Shining  
New Stars

AMAZON PRIME VIDEO

The new lineup of ‘unscripted 
originals’ includes three 
reality shows. Read on for 
details. By News Bureau

“We see Saas-Bahu 
dramas on television 
every day, they don’t 

cater to the young 
audience of the 

country and that’s 
when we thought of 
doing this show. We 
have put our lives in 

this show.” 
Ashwin suresh
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To answer that question, we 
started four years back and 
during this time the market 

grew dramatically. What has changed 
recently is our scale of operations,” 
explains Sanjay Gupta, Uber’s 
marketing head before adding, 
“we are now in 29 cities and just 
completed 500 million trips so 
television now becomes an efficient 
medium to have a conversation 
with your consumer. In the earlier 
avatar, when our consumer base was 
smaller, one-on-one communication 
on digital was more effective and 
efficient. If you look at the spends 
or the amount of work that we do, 
digital is still our lead medium but 
we are now starting to put a little bit 
of television in our advertising mix 
because it has become efficient given 
the scale of Uber.”

Of late, Uber created major buzz in 
the Indian marketing hub with new 
announcements popping up every 
now and then. First, a new creative 
agency (Taproot Dentsu) comes on 
board, then we are introduced to 
the new marketing boss and now 
the app based car service company 
has made its debut on television 
with its first ever TVC in India. 
Is this a mere coincidence or are 
we missing something here? “We 
were always looking at television, so 
irrespective of who I think would 
have been the marketing head at 
Uber, this would have happened. 
But yes, I have done this before and 
I believe very strongly about this 
medium (television) as well. My 
role, however, would have been a 
very small in the larger scheme of 
things”, informs Gupta.

The 46-second-long ad, which 

was released recently on the 
brand’s YouTube page, is titled 
‘#ApniHiGaadi’. Gupta tells afaqs! 
Reporter that there is a bigger 
agenda here. He says, “...we realised 
that those who ride with us more 
frequently have actually made Uber 
their primary mode of mobility. So, 
if they are car owners, they stopped 
using their cars or reduced its usage 
dramatically. Or people who don’t 

own cars can postpone buying one 
because they can stick to Uber. 
Hence, for the infrequent users we 
wanted to communicate that Uber 
can fulfil all the requirements that 
one’s own car does.”

The ad portrays various situations 
in which people are shown boarding 
an Uber for different purposes. A 
layman may perceive Uber’s target 
audience to be the working class 
individuals who take Uber for work. 
However, that’s not quite the case 
here. “When we started doing our 

consumer research, our hypothesis 
told us that people like you and 
me are the ones who use Uber for 
reaching offices and hence digital is 
going to work. But both quantitative 
data (which is where people take 
rides) and the qualitative data (on why 
people take rides), really surprised us. 
We saw that there is a large portion 
of people who use Uber for other 
than work purposes. For example 

on weekends or during mid-break, 
the diaspora that uses Uber is very 
different from you and me. We have 
a lot of elderly people who don’t 
want to drive anymore and they also 
don’t want to keep a driver because 
they go out only 5-6 times a month. 
Lots of women and families have just 
one vehicle in their house and if the 
person who is working has taken that 
to work then the rest of the family 
members take a cab. So when we 
started getting this information, we 
did more research and we realised 
that more and more people use 
Uber for different occasions and that 
is how the film came about. In a 
nutshell, it basically depicts what is 
happening,” elaborates Gupta.

However, an Uber TVC with 
zero mention of discounts or deals? 
In times when both Uber and Ola 
are just a swipe away, what gives 
Uber the confidence of ignoring 
the price sensitivity of its market 
while communicating higher order 
concepts like caring and belonging? 
Gupta shares with us, “...the success 
of the campaign will be if you can 
bond a little more with Uber than 

Ola. So, if you look at our app today, 
there are lot of promos and discounts 
that our riders get. What you see in 
this ad are our most valuable riders, 
who will choose us irrespective of 
the alternatives available. Our best 
riders will come to us for the ‘Uber 
experience’.”

Taproot Dentsu is new to Uber 
and Uber is new to TVCs; hence 
what was the brief that the agency 
kept in mind while crafting this ad 
since there was no reference point 
per se? Pallavi Chakravarti, executive 
creative director, Taproot Dentsu 
says, “The brief was well-defined 
- how do we make Uber usage 
happen every day, for everyone? 
How do we move it perceptually, 
from being an indulgence used 
for special occasions, to a habit? 
How do we infuse warmth and 
forge a connection with people 
from different walks of life, across 
geographies? Our thinking was 
simple - once you own something, 
once it’s yours, it stops being an 
indulgence. That’s how ‘Isey Apni 
Hi Gaadi Samjho’ was born.” n

sankalp.dikshit@afaqs.com

On a Maiden Ride
What makes now the right time for Uber’s first TV outing? That’s one of the questions we asked the brand’s 
recently appointed marketing head Sanjay Gupta. By Sankalp Dikshit 

advertising

Titled ‘#ApniHiGaadi’, the ad was released 
recently on the brand’s YouTube page. 

UBER

“We are now in 
29 cities and just 
completed 500 
million trips so 
television now 

becomes an efficient 
medium to have a 
conversation with 
your consumer.” 
Sanjay Gupta
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advertising

This picture is of a wall in 
Mumbai’s Bandra Court 
that was painted under the 

guidance of Ninad Umargekar, 
former head of strategic planning 
at Taproot Dentsu. “The project,” 
says Ninad, present day chief strategy 
officer of Fountainhead MKTG, an 
experiential marketing company from 
the stable of Dentsu Aegis Network, 
and co-founder of Onewall Monkey, 
an art/design/space design company, 
“involved painting the kids’ room in 
the court - the room where parents 
involved in custody cases meet their 
kids. That room had a very morose 
and depressing look. The idea was 
to make the room livelier. Mickey 
Mouse - that’s what we were asked 
to paint first - wouldn’t work, as it 
belongs to Disney. So we created 
something original. The idea we 
cracked was - divorces do not happen 
in the animal kingdom. Hence, 
animals...” The theme was ‘Be more 
animal’.

Ninad co-founded Onewall 
Monkey, along with Swapneel 
Thakoor and Aditya Jayawant. In 
conversation with afaqs! Reporter 
about mainstream strategic planning, 
Ninad, who holds a B.Sc. degree 
in Mathematics from Mumbai 
University and an MBA in Marketing 
from Welingkar, says, “I quit Taproot 
Dentsu to give Onewall my full 
attention...”

Then why did he join Fountainhead 
MKTG at all? It all started with 
Ninad helping Fountainhead MKTG 
with a pitch. He says, “Fountainhead 

won the pitch. They then asked me to 
come on-board full-time.”

Ninad has 15 years of industry 
experience, of which a decade was 
spent within the agency setting 
(including Famous Innovations 
where he worked on Raymond’s 
Complete Man 2015 campaign and 
Lowe, where he worked on brands 
like Finolex, Bookmyshow, Nilon’s 
Masala and Lifebuoy) before which 
he was a researcher at IMRB, a 
research firm. At Taproot Dentsu, 
he spent a year and a half, as head, 
strategic planning, helping the 
agency create a ‘strategic planning 
tool kit’ and worked on campaigns 

for brands like Future Consumer, 
Myntra, Fiama and Protinex.

When it comes to enumerating 
the campaigns a planner has helped 
create, we wonder whether creative 
executives take away the planners’ 
share of the credit as well. “Of 
course, with the advertising industry, 
that’s the thing... the planners are 
themselves to be blamed. I don’t 
think creative guys are doing them 
any injustice or hogging the limelight. 
There are a lot of planners who only 
research; they don’t come up with 
inspiring ideas... I think planners do 
lack a lot of self-confidence in the way 
they go about their stuff. Planners 

need to reinvent themselves...”
Part of the change, he believes, 

ought to come from the industry. 
“The industry has to get more 
creative people into planning,” he 
says, “I will always end my brief with 
an idea. Creativity only helps you get 
attention but at the heart of it, it is all 
about strategy. Many times, creativity 
takes precedence over strategy and 
the campaign gets noticed, but it 
really doesn’t benefit the client.”

About his move to Fountainhead, 
he goes on, “Fountainhead did not 
have a strategic planning unit. That 
in itself was a big attraction for me; I 
felt I would be able to sow the seeds 

for something new - bring strategic 
planning to experiential marketing. 
The big agenda is - IPs. That is, 
creating intellectual properties in 
the domain. It is something that’s 
lacking in the domain of consumer 
experiences in India. I felt, ‘why 

should my skills be used to just create 
one ad film?’ It just felt like it was the 
right time to add a lot of structure 
to what is happening here.... For 
me, just making ads is too small. I 
don’t think my creativity is should 
be restricted. In fact, only when I 
left the creative agency (system) did I 
realise how big the world is. There is 
so much to explore...”

Has he raised any funds for his 
startup yet? “I did the initial rounds 
of meeting with the investors,” 
answers Ninad, “but then realised 
that my startup has a vision and I 
don’t want any investor to kill that 
vision and make me sell anything and 
everything...”

Around 40-50 artists work with 
Onewall on a freelance basis. “As 
much as we are an art company, 
we are also an ideas company and 
that comes from my training in 
advertising...”

At the recently held GoaFest 
2017, Onewall did a project for 
Fountainhead MKTG. Isn’t there a 
conflict of interest between Onewall 
and Fountainhead?

“There is no conflict of interest. 
Right now, Onewall is doing its 
own thing and I am not so actively 
involved because my partners 
are running it. But what happens 
here is different...” says Ninad. 
Fountainhead he reminds us is not 
“into art.” n

suraj.ramnath@afaqs.com

NINAD UMARGEKAR

Ninad Who...?

“Creativity only helps 
you get attention but 
at the heart of it, it’s 

all about strategy. 
Many times, creativity 

takes precedence 
over strategy and 
the campaign gets 

noticed, but it really 
doesn’t benefit  

the client.” 
NiNad Umargekar

Ninad co-founded Onewall Monkey, along 
with Swapneel Thakoor and Aditya Jayawant.

afaqs! Reporter profiles Ninad Umargekar. Who is he? Read on. By Suraj Ramnath
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ChuChu TV owes its 
origins to a two-year-
old girl reciting the 
popular nursery rhyme 
‘Chubby Cheeks’  to 

her father. When bored IT services 
provider Vinoth Chandar walked 
into his house one day in 2013 and 
saw his daughter reciting this poem, 
he grabbed the camera and recorded 
it with the intention of putting it up 
on YouTube. 

What he ended up doing, however, 
was something else. He made an 
animation video of the same nursery 
rhyme, went to a music studio, got 
a singer to recite it and uploaded 
that on YouTube in February 2013. 

Turns out, back in 2011, Chandar, 
an avid YouTuber, first watched 
‘Charlie Bit My Finger’, a video that 
still has ‘virality’ experts scratching 
their heads in wonder. The video, 
shot by their parents at home using 
an ordinary filming device, features 
two kids, one biting the finger of the 
other.

“Why can’t I,” Chandar, creative 
director of ChuChu TV, remembers 
thinking, “do something  like this 
with my kids?” Uploading ‘Chubby 
Cheeks’ brought plenty of surprises. 
On the first day, the views crossed 
the 10,000-mark and, three weeks 
after that, the 3,00,000-mark. “Even 
today, these numbers are considered 

huge; back then it was superb. It 
was enough to tell me that people 
liked the content,” asserts Chandar. 
The 107-second-long video had a 
retention rate of 90 per cent, which 
was way above the average.

Buoyed by the statistics, Chandar 
shared his joy with his partners 
BM Krishnan (creative head), 
Subbiramanian T (head – finance 
and partnerships), Ajith Togo (head 
– legal) and Suresh Bhoopathy (head 
– operations and HR); this was 
the gang that set up an IT services 
company in 2001.

“I told them that video is the 
future and YouTube is a great place 
to invest in. But at the same time, 

I had no idea how much money we 
could make on YouTube or what the 
scale of the business might be. I told 
them I’d like to do one more video 
to understand it better. They agreed 
and I hired one animator and one 
artist,” says Chandar.

‘Chubby Cheeks’ was followed 
by ‘Twinkle Twinkle Little Star’ in 
May 2013 and the video got 10 times 
the numbers ‘Chubby Cheeks’ did. 
Thus, was born ChuChu TV, named 
after Chandar’s daughter who - along 
with her brother - plays a leading role 
in the scheme of things. After that, 
there was no looking back. Today, 
Chandar is the proud recipient of 
the YouTube Diamond Play button, 
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LIKE A DIAMOND  
IN THE SKY

How ChuChu TV 
attracted 10 million 
subscribers and won 
YouTube’s biggest prize 
- the Diamond Play 
button award - using 
nursery rhymes. By 
Anirban Roy Choudhury

Photographs by S. N
arendrababu

BM Krishnan (L) 
and Vinoth Chandar
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an honour given to creators that 
have gathered more than 10 million 
subscribers.

THE SENSATION
ChuChu TV turned out to be 

the best friend of millions of pre-
schoolers across the world. When 
ChuChu crossed the 10-million 
mark, it become the Asia-Pacific’s 
No.1 YouTube channel in the kids’ 
genre. ChuChu TV Nursery Rhymes 
and Kids is ranked 87th in the world 
in terms of subscribers and 22nd in 
terms of views. 

Chandar, whose father was the 
well-known Tamil music composer 
Chandrabose, began his encounter 
with YouTube in 2006. In his 
leisure hours, Chandar, along with 
his childhood friend BM Krishnan, 
composed devotional songs and 
singles on “special occasions” 
like Rajanikanth’s birthday and 
Valentine’s Day and uploaded them 
on his personal YouTube channel. 
Fittingly enough, on Tamil Day 
2017, YouTube hosted an event and 
in the presence of over 300 creators 
handed over the Diamond Play 
Button to Chandar.

In 2009, when YouTube started 
sharing revenue with its creators, 
Chandar received a $49 cheque for 
his channel. “That cheque told me 
that there is a lot of money there,” he 
says. Whatever time he could squeeze 
out of his IT services business was 
spent on YouTube, studying trends 
watching new videos, following new 
creators.

Going back to the basics, ChuChu 
went ahead and hired six more 
animators and artists to join the team 
of two. Chandar wanted help with 
creativity, so his friend Krishnan 
joined him. “He wanted to become 
a movie director, but his brother did 
not allow him to pursue that and 
forced him to pursuing chartered 
accountancy instead. Krishnan is a 
CA but I had full confidence in his 
creativity. He was the one who wrote 
the lyrics for the devotional songs we 
composed,” reveals Chandar.

The duo sat down to figure out 
the course of action. Krishnan, an 
avid reader-and-researcher found 
out that the nursery rhymes are 
actually sarcastic representations of 
dark and sad events. “He came to me 
and told me that ‘Ringa Ringa Roses’ 
actually talks about the plague in 18th 
century England, ‘Humpty Dumpty’ 
is about a canon from World War 
II and is meant for adults, not  
kids, who love them because they 
rhyme. So, we thought, ‘What if we 
change the nursery rhymes and give 
them a positive touch?’ That took 
the brand to a different level,” says 
Chandar.

RHYME TIME 2.0
‘Jack and Jill’ was ChuChu TV’s 

first attempt at redefining nursery 
rhymes. In the video, Jack and Jill 
come tumbling down the hill, as 
they’re supposed to. But the rest of 
it deviates from the script; Krishnan 
wrote new verses:  ‘Where there is a 
will, there is a way, you got to walk 
all the way. Try and try, with your 
head high, you will succeed faster.’ 
And Chandar added more visuals: he 
showed a dog struggling to reach its 
bone, an ant lifting a sugar cube and a 
bird trying to reach the water with its 
beak. The rhyme went on: ‘Jack and 
Jill, with a strong will, went again up 
the hill. Both were firm, not to fall 
and brought down the pail of water.’ 
The accompanying visuals brought 

these lines to life.
The duo’s efforts did not go 

unnoticed. NDTV’s website featured 
them; the headline was: ‘Jack and 
Jill 2.0, this is how nursery rhymes 
should be’. “Parents all over the 
world started appreciating our efforts. 
That’s when we said, ‘We want to 
be the Disney of kids,” Chandar 
recollects. Krishnan then started 
to re-write other nursery rhymes 
and gave each of them a positive 
twist. Every new video released on 
ChuChu TV set a new record. 

A big part of ChuChu’s success 
with children has to do with the 
characters. They include ChuChu, a 
fair-skinned Chubby girl (Chandar’s 
daughter) and Chika, a boy with spiked 
hair, again fair-skinned (Chandar’s 

son). The two of them became a part 
of a million preschoolers’ lives. But 
one day came a moment of realisation. 
“Someone from Nigeria wrote a 
comment: ‘Is ChuChu TV only for 
the fair?’” Chandar shares. He acted 
instantly, adding two new characters 
to the mix, Chacha and Chiku, 
both were dark-skinned. Three cute 
kittens  called ‘Cutiyans’ followed. 
Why? Animal-related merchandise, 
Chandar observed, sells more than 
merchandise modeled on human 
characters.

ON A HIGH
As ChuChu soared high – with 

views jumping into millions – the 

continued on page 16 >>

FACT FILE
Chu Chu TV Nursery 

Rhymes and Kids

11.3 million
Subscriptions

10 billion
Views

Chu Chu  
TV Español

1.2 million
Subscriptions

0.5 billion
Views

Chu Chu  
TV Surprise

2.7 million
Subscriptions

1.5 billion
Views

Chu Chu  
TV Funzone

0.20 million
Subscriptions

75.1 million
Views

Chu Chu  
TV Brazil

0.21 million
Subscriptions

75.3 million
Views

Chu Chu TV Story Time 
and Cartoon shows

0.09 million
Subscriptions

35.9 million
Views

*All figures as of August 2017
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eight-member team grew to 40 
in 2015 and three more partners 
joined full time. The Chennai-
based edutainment company used 
the moment to launch three new 
YouTube channels – ChuChu TV 
Surprise, ChuChu TV Brazil and 
ChuChu TV Español – in 2015. 
A year after that, it launched two 
more – ChuChu TV Funzone and 
ChuChu TV Story Time. Where 
does the viewership come from 
mainly? Why foreign languages?

“The US is No.1 when it comes 
to YouTube users and a large part 
of the American YouTube viewer 
pool is Spanish. So we thought of 
a Español channel which caters 
to Spanish Americans as well as 
Mexico, Argentina, Chile, Ecuador 
and Spain. ChuChu TV Brazil caters 
to Portuguese-speaking people all 
over the world. We were getting 
a lot of comments on our English 
videos asking us to start a Portuguese 
channel,” informs Chandar.

ChuChu has partners in the US 
and Spain who translate the lyrics 
and re-create the content that is 
then uploaded on the Español and 
Portuguese channels. By end-
2017, ChuChu plans to launch 
Russian, French, Hindi, Tamil 
and Telugu channels. “In India, 
the next set of internet, and 
YouTube, users will come from 
regional markets,” Chandar says. 

ChuChu TV operates from 
one of the most expensive corporate 
towers in Chennai. Over 200 
employees fill the giant office space. 
People across ages work on different 
assignments at the same time. “We 
are strengthening our team and plan 
to hire a creative team that will report 
to me and Krishnan. That will help 
us create more content,” Chandar 
shares.

GAME OF NUMBERS
ChuChu TV is watched in over 

75 countries and its biggest market, 
the US, contributes to over 25 per 
cent of the total viewership. Not too 
far behind is India which contributes 
18-20 per cent of the total viewership. 
The other countries in the top five 
are the Philippines (No.3), Vietnam  
(No.4) and the UK (No.5).

As ChuChu TV’s videos raked 
in views in millions, many brands 
reached out to Chandar and team for 
content integration opportunities. 
But they refused to accept any such 
requests, though it meant letting go 
of a lot of potential revenue. “We 
have a no-integration policy. Our 
content is watched by kids and we 

don’t want to force a brand on them. 
Also, we are watched globally and, 
therefore, a brand which makes sense 
(as part of the content) here may 
or may not make sense in other 
markets. Brand integrations make no 
sense for us,” he says emphatically. 

As per data by Social Blade (a 
provider of statistics for content 
on YouTube, Instagram, Twitter, 
etc.), the firm’s annual income from 
YouTube is estimated to be between 
`100 to 178 crore

Chandar tells us that YouTube 
revenue has been growing and 2016 
has been the best year for them so 
far. Having a global audience base 
helps ChuChu TV generate sizable 
revenue from YouTube. “The CPM 
(cost per thousand) rate in India is $2 
while in the US it is $10. Our global 
audience has been growing year on 
year and subsequently YouTube 
revenues too grew accordingly,” 
Chandar adds. 

Recently, ChuChu TV inked a 
long-term deal with subscription-
based video on demand platform 
Amazon Prime Video. As part of 
the deal, ChuChu TV content will 
be available on Amazon Prime 
Video. “It is a good money deal,” is 

all Chandar had to say when quizzed 
about the deal, adding, “There are 
many other streaming platforms and 
TV channels in other markets that 
are interested in our content and 
we are working on striking licensing 
deals with them too.”

The team is now working on 
a 13-episode-long series ‘ChuChu 
and Friends’ which Chandar plans 
to license to a TV channel in India. 
Apart from generating added revenue, 
TV will help ChuChu TV build a 
sustainable merchandising business. 
ChuChu TV has already tied up 
with Mumbai-based merchandising 
and licensing giant Dream Works. 
“In two years’ time 10 per cent of 
our total revenue should come from 
merchandising. It will be a huge 
challenge, but if we want to become 
the Disney of kids, we have to achieve 
this. What makes 10 per cent realistic 
is the fact that we are eyeing the US 
and other global markets. If it was 
just India, piracy would have killed 
us,” declares Chandar.

ChuChu TV, which broke 
even last year, is now investing in 
developing more content. “The first 
target was to break even and we’ve 
achieved it. Now, it is time to scale 

up. The ideal situation for us would 
be a 60:40 revenue ratio, where 60 
per cent comes from YouTube and 
40 from merchandising, licensing 
and syndication, collectively,” adds 
Chandar.

FUTURE READY
Today, the kids’ genre has become 

a playground for many digital players. 
Viacom18’s digital platform Voot has 
launched a kids-specific app Voot 
Kids. Players like NexGTV, Sony 
Liv, Amazon Prime and Netflix, 
many of which have deep pockets, 
are taking this genre very seriously. 
Is Chandar worried?

“We’ve managed to survive and 
grow on YouTube, the platform 
where a new channel is launched 
every day. Last year, over 1,000 
channels were launched in the 
‘pre-school kids’ genre. It did not 
impact our growth at all. I don’t see 
these new players coming in as a big 
challenge for us,” he asserts. 

The challenge, then, is to create 
IPs and make each character a brand. 
“We are creating 10 videos a month 
now, but need to do more. For that, 
we need to have a creative team, 
more resources...” he explains. 

What about investments? Well, yes, 
Chandar is interested in a strategic 
investor. “If a big media house, that 
believes in our vision, like Disney, 
wants to come in and help us grow 
10X, yes we are open. We tried getting 
funding six months back and met a 
lot of people who were interested in 
investing. But they did not have any 
understanding about our business and 
hence, decided against it,” he says. n

anirban.choudhury@afaqs.com

continued from page 15 >>

On July 23, 2015, Google’s 
advertising based video-on-
demand platform YouTube 
revealed its ‘Diamond YouTube 
Play Button’, an award for cre-
ators who surpass the ‘10 mil-
lion subscribers’ (or ‘one crore 
subscribers’) mark. Other 
YouTube awards for creators 
include Gold (awarded after 
getting over 10,00,000 sub-
scribers) and Silver (awarded 
for getting more than 1,00,000 
subscribers). In India, other 
awardees of the Diamond 
Play Button include audio 
label T-Series and broadcast 
giant SET India.

By  
end-2017, 

ChuChu plans 
to launch Russian, 

French, Hindi, 
Tamil and Telugu 

channels. 

What is  
Diamond Play?







advertising

ICICI Prudential Life Insurance 
Company recently rolled out a 
new digital campaign, ‘Agar taiyaari 

sahi ho, toh jeet pakki hai’. This is 
the second ad under the theme. In 
the first phase of the campaign, the 
insurance brand focused on how the 
right financial preparation can ensure 
getting the claim amount as soon 
as the illness is detected. Making it 
easier, to handle major illnesses such 
as heart disease.

The new ad film - shot at 
Dharamshala - highlights the journey 
of a domestic league’s football coach 
as he deals with his team while 
battling cancer head on. For such an 
illness, the road to recovery is long 
and expensive, and the high treatment 
costs can be a huge concern. At such a 
time, getting the claim amount before 
treatment begins enables one to get 
the best possible medical treatment 
and fight the disease.

The ad has been conceptualised 
by Lowe Lintas, produced by 
LinProductions and directed by 
Shlok Sharma.

Readers would remember 
Bollywood movie, ‘Chak De! India’, 
starring, Shah Rukh Khan as the coach 
of the Indian women’s hockey team. 
He is hated by most of the players 
in the first half of the movie; only 
in the second half do the teammates 
understand his ways of coaching and 
eventually win the World Cup. Many 
ads in the recent past have played 
with the sports theme to show how 
grit and determination in difficult 
times bring about a happy ending.

afaqs! Reporter asked Arun Iyer, 
chairman and chief creative officer, 
Lowe Lintas, if the theme about 
a coach and his players’ on field 
relations is an overdone theme. He 
says, “Yes it’s been done. In the 
same way even mother-son, mother-
daughter themes have been done and 
done right! These are relationships 
and it’s the context in which you use 
them that makes it the right choice.”

Has ICICI Prudential Life 
Insurance Company decided to do 
more digital ads than TV? Iyer says, 
“They have not given up on any 
medium it is just about what is right 
at that time for the product. I think 
in this case, it is more about targeted 
marketing because you know the 

kind of people who would probably 
opt for this.”

The film is focused on story 
telling more than the product 
features. Talking about the reason 
behind this, the insurance company’s 
spokesperson says, “It was a conscious 
decision. It is a story telling platform 
and we wanted to show the benefits 
that can be integrated in the life of 
the person and wanted our audience 
to feel the whole emotion.”

Adding about how the brand 
measures the return on investments 
post a digital campaign, the 
spokesperson says, “The ROI comes 

through the digital ads or physical 
channel; it is always a subject of a 
complexed debate. It is a mixture of 
how many people have seen and what 
their engagement level is. We add 
certain parameters such as, visits to 
the site, etc. There is always an eye on 
the ROI and we adjust the ROI as per 
the creative and the medium.”

The brand’s core target audience 
is SEC A and B, male and female, 18 
years and above from urban cities.

SOPPY QUOTIENT?
As far as communication and 

messaging goes, the insurance 
segment, both health and life, has 
churned out soppy ad after soppy 
ad over the past few months, if not 
years. afaqs! Reporter asked our 
digital expert if this was a ‘category 
hazard’ that couldn’t be escaped or 
do marketers in this segment need to 
hit refresh. Also, where does this ad 
stand - on the soppy quotient? Does 

it serve to lift the segment, as it were?
Kartikeya Tiwari, director, 

strategy, Social Kinnect, says, “I 
think it’s unfair to look at ads in 
the category and label them ‘soppy’. 
The insurance category has seen a 
lot of emotional ads over the years. 
The good ones that touched a chord 
have done well and the others not 

so much. Is everyone doing soppy 
work? I don’t think so. I don’t think 
this is a category hazard. Emotional 
ads have been seen to do well time 
and again. I do feel that this is the 
apt time to experiment with unique 
stories and different emotional 
spaces. People always respond to a 
story told well. And in this clutter 
of brands and advertising, people do 
notice something that is different or 
unique.”

Tiwari adds, “I don’t think our 
social reality is best reflected by these 
three themes. We have to look at 
popular stories and the storytellers of 
our times. Almost all of them have 
been playing to this formula since 
the past few years. I feel this boils 
down to the creative community 
not experimenting enough. Not to 
take anything away from the ICICI 
Pru film, it’s a nice story. But in 
the times of the internet and free 
flow of opinions, these three themes 
are a safe zone to play within. That 
explains why agencies and marketers 
aren’t experimenting more.” n

suraj.ramnath@afaqs.com

ICICI PRUDENTIAL LIFE INSURANCE

Old Strategy, New Look

The ad has been conceptualised by Lowe 
Lintas and produced by LinProductions.

ICICI Prudential’s new spot peeks into domestic league football. A look at the 
five-minute-long film. By Suraj Ramnath

“They (ICICI 
Prudential Life 

Insurance Company) 
have not given up 

on any medium, it is 
just about what  

is right at that time 
for the product. I 
think in this case, 
it is more about 

targeted marketing 
because you know 
the kind of people 

who would probably 
opt for this.”
Arun Iyer
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Over the past decade, there 
emerged a two-word 
synonym for speed - Usain 

Bolt. 
The Jamaican’s rousing exploits, 

not only obliterated the American 
dominance of sprinting; they also 
extended the very possibilities of the 
human form. Eight Olympic gold 
medals, eleven across the World 
Championships, and a multitude of 
audience electrifying moments, have 
assured Bolt of his place in history - 
as the greatest sprinter of them all.

But even as Bolt leaves a host of 
world records in his wake, there are 
some interesting ideas that his career 
catalyses, which find relevance in 
the world of branding. Elemental 
thought starters ignited by his blazing 
spikes. Potent parallels these; that 
could kick start branding teams to 
bring the same champion mentality 
to their own challenges at hand.

Presented below are the 5 ‘Rs’ of 
branding, as inspired by the feats of 
Bolt.

For someone so fast, it was perhaps 
inevitable that he would have zipped 
past the otherwise more conventional 
‘P’s’, and moved on to the next thing...

RPM - THE NEED FOR SPEED
Usain Bolt is a speed merchant 

par excellence. He holds the world 
record across the 100 meters, the 200 
meters, and the 4x100 meters relay. 
But he did not rest on these laurels 
once he had achieved them. Over the 
past few years, he has rewritten his 
own records a few times. It was this 
relentless urge to stay out in front, 
which defined him as an unparalleled 
athlete.

Bolt does inform the branding 
world about the importance of speed. 
In times when every single player, 
from television news channels to 
technology companies; are trying to 
nudge ahead of their competitor - 
speed is sometimes the very essence 
of a branding strategy. The need 
to establish oneself as the pioneer 
of new exciting innovations has its 
unique long term strategic benefits. 
The necessity to react quickly to 
competitive threats or controversies 
has its own tactical rewards. The 

speed of customer response, often 
lays down the very groundwork for a 
lasting and fruitful relationship. The 
business world does ruthlessly divide 
its participants, into the quick and 
the dead. Hence it is often prudent 
to follow Bolt’s example, in terms of 
exploding off the starting blocks.

REVIEW - THE IMPERATIVE 
OF RECASTING THINGS  

DIFFERENTLY
Bolt would perhaps say in typically 

‘modest’ fashion that his succeeding 
at athletics ensured the career of many 
a batsman around the world. This 
was because he began life aspiring 
to become a pace bowler. It is only 
when his school coach, noticing his 
phenomenal speed, urged him to try 
out the track and field events that this 
sporting phenomenon really hit the 
ground running.

A speedy start is one thing. But 
keeping an expert eye on what ground 
is being covered, is quite another. 
Many brands in the pursuit of 
innovation need to develop a keen 
sense of how newer initiatives are 
developing. Just because what is being 
uncovered, was not initially aimed 
for, does not mean that it might not 
have inherent value. From the time 
Columbus stumbled upon the ‘new 
world’, having initially set out to find 
India, great discoveries have always 
been marked with the flexibility in 
mindset to reposition what has been 
revealed. And just like cricket’s minor 
loss was athletics’ major gain, similar 
stories might be waiting to be unfolded 
in the competitive marketplace.

RESURRECT - THE OVER-
COMING OF SETBACKS

In 2011, Bolt had experienced 
the abysmal depths of failure. 
Hot favourite to retain his 100 
meters title at the World Athletic 
Championships, he was disqualified 
in the final, because of consecutive 
false starts. And when Yohan Blake 
beat him in the Jamaican trials - 
just a few weeks before the London 
Olympics, ‘experts’ began predicting 
his downfall. But come London, Bolt 
answered all his doubters in the best 
manner possible. By emphatically 

brushing aside those failures and 
coming back even stronger.

This ability to rise above failures 
is as important in the world of 
branding. Teams behind brands 
encounter setbacks (of some sort), 
fairly regularly in the marketing 
world. And it is often their attitude 
to these ‘failures’, which determines 
the health of a brand going forward. 
Those which display the ability to 
learn from these experiences, and 
develop more directional ideas and 
initiatives; are usually the ones who 
ensure that their brand returns to the 
same challenge triumphantly. Finally, 
it’s the quintessential human resolve 
to prove their sceptics wrong, which 
stands both Olympic champions and 
great brands in good stead.

RITUAL - THE SEEDING OF 
ACTIONS

Usain Bolt’s victory celebration 
routine, has brought a hitherto 
unseen showmanship and charisma 
to the world of athletics. His 
trademark ‘bow and arrow’ ritual is 
a sporting meme on the level of the 
‘Mexican Wave’. It is utterly simple 
in execution, and always brings back 
memories of its creator whenever 
it is rendered. For a person whose 
body of work often is the mere blink 
of an eye, it also goes a fair way in 
helping increase his interaction with 
the audience. It makes his triumphs 
far more participatory.

Brands have long understood that 
actions speak louder than words. It 
is only when they begin to become 
a part of daily rituals; that they truly 
embark on cementing their places in 
the lives of consumers. And when 
they manage to catalyse rituals on 
their own, they push involvement 
and bonding even further. This is 
especially true when these rituals, 
allow consumers to interpret and 
experience the brand for themselves. 
From automotive brands, which 
foster excursions that celebrate ‘the 
joy of the drive’, to social networking 
brands, which are creating newer 
benchmarks of audience participation 
and involvement; this aspect, like 
Bolt’s victory routine, is likely to 
linger for a long time.

RETIRE - MAKING THE 
RIGHT KIND OF EXIT

As awe inspiring as Bolt’s career 
exploits might have been, the recently 
concluded World Championships 
proved to be one event too many for 
the champion. He was beaten to the 
bronze in the 100 meters final. Then, 
quite tragically, he pulled up with an 
injury in the 4X100 meters relay, and 
was unable to even complete the last 
race of his career. Perhaps Rio 2016 
had already provided the perfect 
swansong moment, and whatever 
his motivations for participating 
at London 2017, it eventually 
only served to sully an otherwise 
unblemished report card. Sport does 
not offer perfectly scripted endings, 
unlike long running soap operas.

However, in this tale of defeat and 
dejection there are important lessons 
for brand custodians. In a rapidly 
changing marketplace, yesterday’s 
success is no longer sufficient to 
ensure today’s triumph. Even great 
brands and products must eventually 
bite the dust. There are very few 
that endure the test of that fickle 
taskmaster - time. Knowing when 
to make a profitable exit from the 
market is a key mindset to acquire. 
Planning what comes next from the 
company and how those shoes can 
be filled, then becomes the challenge 
for corporate strategy. Because while 
one stalwart might have hung up its 
proverbial boots, for the long term 
success of the company, the lane it 
used to ply has to be filled in by a 
new, well prepared prospect. Not 
just any bolt from the blue.

As the dust settles on Usain Bolt’s 
epochal career, new perspectives 
begin to emerge. Those, which point 
towards not letting the residual effects 
of such sterling sporting endeavours 
subside; but to let their adrenaline 
rush truly energize thinking in the 
board room.

Bringing the influence of Bolt 
to bear on branding problems just 
might ensure they get resolved in less 
than ten seconds. n

(The author is an independent  
creative thinking trainer and brand  

ideation consultant.)
feedback@afaqs.com

guest article

Bolt and 5Rs of Branding
Presented below are the 5 ‘Rs’ of branding, as inspired by the feats of Usain Bolt.  
By Vinay Kanchan
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pointsofview

What’s your advice to Sri Sri Ravi  
Shankar as he takes on Patanjali?

We posed this question to a few branding and marketing experts. Here’s what they had to say. By Suraj Ramnath

PATANJALI BECAUSE OF 
ITS PRICE POINT AND 
MASS APPEAL, APPEALS 
TO THE LOWER END OF 
THE MARKET AND  
that’s where the mass 
market is. Baba Ramdev 
and his television persona 
add credibility to the brand; 
good distribution and deep 
penetration and pricing give 
them an edge. Also, there 
is a demand for ayurvedic 
products in the higher end 
of the market. I am not 
necessarily talking about 
the tip of the pyramid but 
about upper middle classes, 
who aren’t particularly price 
conscious but more quality 
conscious. So my instinctive 
response to Sri Sri Ravi 
Shankar would be to appeal 
to this class. What this will 
do is that at some point the 
ones who want an upgrade 
on Patanjali will look to Sri 
Sri Ayurveda, if its image, in 
terms of quality perception, is 
higher than that of Patanjali.

WHILE THE PATANJALI 
BRAND HAS BEEN, TO A 
LARGE EXTENT, RIDING 
ON THE WAVE OF BABA 
RAMDEV’S POPULARITY. 
Sri Sri Tattva (SST) has so 
far, followed a more ‘subtle’ 
brand association with Sri Sri 
Ravi Shankar. This is a better 
strategy in the long term as 
it ensures the brand is not 
limited by the rising or falling 
popularity of its founder. It 
also allows more flexibility for 
the brand to build products, 
benefits and associations 
that are not eclipsed by the 
attributes of the founder. 
As the market for ayurvedic 
products matures, SST would 
need to provide its consumers 
with compelling reasons for 
why their brand is better than 
not just Patanjali, but also 
HUL, ITC and Dabur and a 
growing number of strong, 
niche brands. 

SAMIT SINHA 
managing partner,  

Alchemist Brand Consulting

RASHMI BERRY  
chief marketing officer and managing  

partner, BrandStory Consult

SOMEWHERE THE 
PEDIGREE AND THE 
EFFICACY OF THE 
PRODUCTS THAT SRI 
SRI TATTVA IS GOING 
to launch needs to substantiate 
and support the change that 
Sri Sri Ravi Shankar is making 
through Ayurveda. Patanjali has 
had its share of hiccups before 
tasting success. SST will have 
to work hard to establish the 
credibility of their product so that 
they can make a mark. The good 
thing is that Sri Sri Ravi Shankar 
has many more years behind 
him than his counterpart. But 
in SST’s case, there is a certain 
level of premiumness that the 
brand can command. However, 
the brand must bear in mind that 
premiumness can be commanded 
by price only as long as he is able 
to establish the credibility of all 
the offerings. That would be my 
advice to him.

SHOUVIK ROY   
senior partner at YAAP, a digital content 

company and a brand consultant

I WOULD SAY 
PATANJALI DOES A 
VERY MULTI-NATIONAL 
BASHING. AS THE 
WHOLE WORLD IS 
anyway moving towards ayurveda 
and natural products, Sri Sri 
Ravi Shankar ought to focus on 
how his products are beneficial 
to health rather than take the 
competition head on. My advice 
would be to steer clear of 
multi-national product bashing. 
Rather, highlight the wisdom that 
Ayurveda is based upon and on 
the genuineness of its natural 
products.

SHARDA AGARWAL   
 brand consultant and co-founder, 

Sepalika (a health website)
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During the 2014 Superbowl, 
Always, makers of feminine 
care products debuted with a 

60-second advertisement that showed 
how people perceived the phrase 
“like a girl”. The ad won kudos for 
turning the phrase from an insult to 
an empowering message. Last year, 
Dabur Gulabari shattered stereotypes 
with a social experiment on ‘why 
should tough girls look tough’? The 
video featured a girl mountaineer, 
Jahnavi Sriperumbuduru, who had 
climbed the highest peaks in Africa 
and Europe.

It’s no surprise that India is 
witnessing the rapid rise and success 
of the Sindhus, Sanias and Sainas, in 
their respective fields along with the 
Phogat sisters, made famous thanks to 
the Bollywood movie, Dangal. Today, 
we are more likely to tell our daughters 
that they can be anyone they want - an 
astronaut, a boxer and a mother. We 
are raising them to fight stereotypes 
and pursue their dreams.

And that’s great news!
But are we doing the same for our 

boys?
The favourite part of being a parent 

to a 9-year old girl and 5-year old boy 
is watching movies. Most children’s 
movies, I noticed, are about the 
journey of a boy (or a male) who beats 
the challenges and wins. Think Shrek, 
Po the Panda and Woody the Sheriff. 
Or Shaktiman, Chotta Bheem, Kisna. 
If you are a girl, then you are most 
likely a princess in distress waiting to 
be rescued, of course by a male.

All this sends a message, that we 

are locked inside “a man-box”. A 
man-box is a rigid set of expectations 
and perceptions of what is “manly” 
behaviour.

Social scientist Keith Edwards 
describes it as, ‘Traditional Hegemonic 
Definition of Masculinity’, a wordy 
way of describing the external 
expectations of men that society places 
on us - being strong, authoritative, 
competitive, in control and not 
vulnerable. It is “hegemonic” in that it 
places men above other genders.

Most of us have lived our lives in 
a man-box, without even knowing 
it existed. At a very young age, boys 
are taught the language and traits that 
align them with society’s concept of 
what it means to be a man.

Even as we are giving girls more 
choices for the roles they play, a boy’s 
world is still boxed into expectations 
placed on them by virtue of their 
gender. There is a misconception 
that boys are gender exempt from 
burdening stereotypes and societal 
pressures. But in truth, boys face a 
complicated and more painful conflict 
- being told to fit into a hyper-
masculine and misogynistic mould. 
They must mask their emotions. “Be 
a man” and “don’t cry” are common 
phrases handpicked from a basket of 
ego-damaging constructions. They are 
discouraged from having interests like 
a natural love for art, theatre or dancing. 
If they dare to, they are immediately 
boxed up and called “sissy”.

Who says that boys can’t do 
something just because they are boys?

If a girl loves playing with 

Transformers and racing cars, why 
should boys be denied playing with a 
kitchen set? If a girl wears blue, why 
should boys be shamed for wearing 
pink? Gender has nothing to do with 
toys or the colour of clothes.

The majority of marketing for 
children’s products reinforce these 
narrow gender stereotypes. A study 
of advertisements broadcasted on UK 
television by the Let Toys Be Toys 
campaign group revealed that ads 
featuring vehicles, action figures and 
construction sets featured boys. The 
children in the ads were shown as 
active and aggressive, with the language 
emphasising power and conflict.

The girls appeared in ads for dolls, 
focused around glamour, grooming 
and relationships. There was also a 
contrast in how the girls behaved 
when compared with the boys, as they 
were relatively passive.

This study comes after Toys R 
Us recently dropped gender-based 
marketing, following similar moves by 
Marks & Spencer, Tesco, Boots and 
Sainsbury’s.

Similarly, retailers like Target are 
making changes to their offerings with 
unisex T-shirts with slogans like “Smart 
& Strong” and “Future Astronaut.” 
Even Zara launched a collection for 
teens called “Ungendered” which 
focuses on basics like T-shirts, 
sweatshirts and jeans.

Years of stereotyped thinking 
is hurting us all today. We are 
encouraging young children to judge 
and interact with others in highly 
stereotyped ways.

Why are boys not supposed to 
cry? As babies, boys and girls cry 
just the same. If our daughters are 
allowed to be human beings, then 
why should boys be robotic and not 
allowed to express other feelings? The 
‘Save the boy child’ video interestingly 
addressed gender discrimination with 
the message ‘Save the boy child and 
our girls won’t need saving’.

Why can’t boys be in fashion? 
Sabyasachi and Manish Malhotra 
have made India one of the most 
fashionable nations.

Why should boys cook? Tell that 
to Sanjeev Kapoor and Vikas Khanna, 
the most respected chefs in something 
considered a ‘woman’s domain’.

A recent advertisement from 
Brooke Bond Red Label cutely takes 
on this bias with a powerful message - 
Boys who make tea; are the boys that 
girls love.

Nishchay Luthra is representing 
India’s hopes in figure skating at next 
year’s Winter Olympics and Amir Shah 
is hailed as India’s ‘Billy Elliot’. Both 
are pursuing their dreams without the 
customary, ‘bleed blue’.

We have begun to raise our 
daughters like our sons, but it will 
never work until we also start to raise 
our sons like our daughters.

It’s time to break stereotypes once 
again... this time for the boys!

(The author is senior vice-president, 
strategy, Contract Advertising. The views 

expressed are the author’s independent 
views and do not reflect the organisation’s 

or publication’s viewpoint.) n
feedback@afaqs.com

guest article

Let’s hear it for the boys!
Unboxing the ‘man-box’. By Aditya Kilpady
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RSPL Group’s FMCG brand, 
Xpert has released a new ad 
film titled, ‘#EkBartanKam’, 

which makes a case for all those 
overburdened women who are buried 
under the weight of never ending 
dish washing. The one minute plus 
long ad takes a firm stand on the 
callous usage of utensils in most 
households, but that’s not exactly 
why this ad is raising eyebrows!

The arguably noble idea behind 
this ad seems to be in direct contrast 
to the feminist ideologies which 
other brands have sworn by in the 
past. The ad, which narrates the 
tedious daily schedule of an Indian 
housewife, portrays her sulking and 
fretting over the heap of utensils that 
await her attention. Perhaps, what 
stands out is that no one from her 
five member family assists her in 
the chores. The husband who offers 
an ice-cream outing to his wife, 
leaves without lending a helping 
hand upon learning that his wife is 
overburdened.

In times when brands such as 
Ariel are telling viewers to ‘share 
the load’, Xpert happily tells you to 
simply ‘ease the load’. And just like 
that, a question comes to mind - why 
is a dishwash brand strengthening 
age old gender stereotypes when the 
audiences have become receptive to 
newer ideas and concepts?

“Women don’t see it as a burden 
or a chore”, says Sanjay Tandon, 
assistant vice-president, RSPL 
Group. He adds, “This is the burning 
reality of Indian middle class families 
- the husband is working outside 
the home and the lady is working 
in the home. Both are doing the 
needful to run a family. Ladies go 

about their work cheerfully and even 
the husband has work pressure but 
he doesn’t come home and say - 
‘arre’... I have work pressure! This is 
what happens, isn’t it?” Now that’s a 
debatable topic!

Tandon tells afaqs! Reporter 
that the brand is targeting tier two 
audience and the ad is “obviously” not 
meant for households living in South 
Mumbai, Gurgaon, Whitefields, and 
the likes. He explains, “We (other 
brands) are happily sitting in our 
air conditioned offices, conducting 
remote researches and figuring out, 
‘Yaar! Let’s now talk about gender 
equality’. So, we could have either 
perpetuated advertising stereotypes 
or could have created greater brand 
affinity towards our current and 
prospective customer. We opted for 
the latter. We wanted to convey an 
important message of being careful 
about utensil usage. What really 
happens is that every small addition 
to the lady’s chore adds to the time 
that she has to spend doing the 

chores. which is her responsibility. 
After all, she has to run the home.”

This is the first time the dishwash 
brand has taken a distinctive stand 
in its ad film. Previously, the brand 
had actors such as Priyanka Chopra 
and Madhuri Dixit on board to 
advertise brand features. So, why did 
the brand come up with a concept 
heavy film this time around? Tandon 
explains, “...we were aiming to be 
different and relevant at the same 
time. Frankly, these days, there is 

barely any product differentiation 
when it comes to performance. 
However, what really matters is 
the way you connect with your 
consumers. We wanted to spread 
brand affinity to a wider consumer 
base. A communication such as this 
makes the consumer feel that even 
though there is not much difference 
between competing goods in terms 
of performance, this brand is better 
since it at least takes a stand on 
relevant topics.”

The ad film, which has been 
crafted and conceptualised by ADK 
Fortune, is meant for both television 
and digital platforms. Akashneel 
Dasgupta, senior vice-president 
and executive creative director, 
ADK Fortune, tells that they did 
contemplate ending the story with the 
husband extending a helping hand. 
“...but we figured out that however 
‘progressive’ it sounds it would 
never be the case. Especially in small 
Indian towns (the brand’s primary 
market) where the traditional roles 

remain the way they were twenty 
years back. It’s unfortunate but that’s 
the reality. Behaviour change of that 
level was a quantum jump, which 
is fanciful and unrealistic. Ariel has 
done that under ‘Share the Load’ 
but the audience for Ariel is totally 
different. We wanted an action or 
behaviour change that was much 
easier to happen realistically.”

Ads in this category generally 
utilise the domestic help angle - a 
tactic which Xpert too played with 

in its ad featuring Madhuri Dixit. 
So, why was this angle missing in 
the new ad? “Yes, that was a huge 
debate and consideration. We as an 
agency felt that it would creep up as 
a logical issue. I would like to credit 
the client for showing us the reality 
and convincing us for not going 
ahead with the maid angle. A lot 
of us sitting in Delhi and Mumbai 
might be very comfortable with the 
fact that there is always a maid to 
do the dishes but the larger truth is 
that in tier 2 and 3 towns it is still 
the housewife who does the dishes,” 
informs Dasgupta.

PUSHING STEREOTYPES OR 
MIRRORING REALITY?

In times when the questioning 
viewer refuses to accept traditional 
norms; can brands afford to take 
sides at the cost of losing their prized 
goodwill? To clear this predicament, 
afaqs! Reporter got in touch with 
Akshat Bhardwaj, creative director, 
DigitasLBi who tells that the ad is 
very simple and that’s never a bad 
thing. 

He elaborates, “Yes, there is a 
certain element of a stereotype that 
is pushed through this ad, and while 
that did leave me uncomfortable, this 
ad is not meant for a metropolitan 
audience since it only reflects the 
reality of sub-urban India. So, while 
‘sharing the load’ was understood by 
an evolved audience, the direction 
taken by this film is more suited 
for the audience in question. After 
all, it is the kid (the future) who 
suggests ‘easing the burden’ as a 
solution to the grandma’s (the past) 
unreasonable attitude.” n

sankalp.dikshit@afaqs.com

XPERT 

The ad has been crafted by ADK Fortune, and 
is meant for both TV and digital platforms.

Clean Strategy
The advertiser - Xpert dishwash bar - implores families to reduce the load by using fewer utensils through 
the day, instead. By Sankalp Dikshit 
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 marketing 

The Advertising Club (TAC), 
India hosted the inaugural 
edition of the “Marquee 

Awards” at a five star hotel in 
Mumbai. The event was flagged off 
by Honourable Minster of Textile, 
Information & Broadcasting, 
Government of India, Smriti Irani, 
who was present at the event as chief 
guest of honour. TAC hosted the 
ceremony to award brands for their 
excellence in marketing, and building 
sustainable and path breaking brands.

Hindustan Unilever won the 
coveted Green Marketer Award, 
which honours brands that have 
strived and conquered, by keeping 
a close focus on environment 
sustainability. The Special Award 
for “Conquering an impregnable 
fortress” was won by Bira 91. Pro 

Kabaddi League was recognised as the 
brand that “Traversed unchartered 
waters” and Paytm was recognised 
for “Riding on an emerging wave”. 
Honda Motorcycle & Scooter was 
awarded for “Breathing new life 
into a category”, Indian Accent was 
recognised for “Creating a Global 

Impact” while Oppo was recognised 
for “Carving out a Niche” for 
themselves in a highly competitive 
category.

Speaking at the Marquees 2017, 
Irani said, “My congratulations to all 

the award winners and thanks to the 
jury that made this great selection. It 
fills me with a sense of deep gratitude 
and privilege that I stand here today 
as the Minister of the Information & 
Broadcasting. I am what I am today 
thanks to this industry.”

She further added “The advertising 
industry inspires millions across this 
nation. Having been a part of this 
journey, I have just one appeal this 
evening - while we sell dreams to 
the nation and world, there are many 
amongst us who wither away with 
the passage of time. All I implore, 
today, to the industry stalwarts, is that 
we now, in a systemic fashion, build 
a platform that takes care of those 
who need help, especially from the 

creative faction of the industry, so 
that the world does not accuse us of 
selling dreams but living a lie. I hope 
that one day, on this stage, some of us 
will stand to applaud an Indian media 
company that has made it at the global 

stage.”
Raj Nayak, president, The 

Advertising Club said, “Marquees 
2017 has emerged as the gold standard 
in marketing awards. I thank the 
Honourable Minister for Textiles and 
Information & Broadcasting, Smt. 
Smriti Irani for gracing the maiden 
edition of Marquees 2017 as chief 
guest and enhancing the prestige of the 
Marquees. I also thank the jury chair 
Sanjiv Mehta and the distinguished 
jury for their indulgence and 
commitment in making the awards 
robust, transparent and credible.”

Partho Dasgupta, CEO, BARC 
India was also present at the event. 
He said, “The debut edition of 
Marquees has set a new benchmark of 
excellence by recognising brands that 
have challenged the communication 
archetype in the industry, thus 
appealing to the evolved consumer 
of today. These awards through 
their differentiated scope, right from 
the jury panel to representation to 
categories has ensured that they are a 
marketer’s dream.” n

feedback@afaqs.com

Honouring Brands
MARQUEES 2017

Hindustan Unilever won the coveted 
Green Marketer Award

Smriti Irani (L) and Raj Nayak at 
Marquees 2017.

The Advertising Club hosted the ceremony to recognise brands for their excellence in marketing, and 
building sustainable and path breaking brands. By News Bureau

The awards are as below 
S NO CATEGORY METAL
1  Durables LG ELECTRONICS
2 Auto: 4 Wheelers MARUTI SUZUKI 
3 Auto: 2 Wheelers Royal Enfield
5 Food WAI WAI NOODLES (CG GLOBAL)
5 Banking HDFC BANK
6 Personal Care LIFEBUOY (HINDUSTAN UNILEVER)
7 Insurance LIC
8 Telecom Services BHARTI AIRTEL
9 Home Care VIM (HINDUSTAN UNILEVER)
10 E-Commerce AMAZON INDIA
11 Beverages FROOTI (PARLE AGRO)
12 Telecom Handset XIAOMI SMARTPHONES

SPECIAL CATEGORIES
1  Breathing new  HONDA MOTORCYCLE & SCOOTER
 life into a category
2 Creating a global Impact INDIAN ACCENT 
3 Green Marketer HINDUSTAN LEVER
4 Riding on an emerging wave PAYTM
5 Carving out a niche OPPO
6 Reimagining for the better GOOD EARTH
7 Traversing PRO KABADDI LEAGUE
 unchartered waters
8 Conquering an  BIRA 91
 impregnable fortress
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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

campaigntrail

ASIAN PAINTS
Asian Paints has unveiled it’s adhesives range with a digital 
campaign featuring brand ambassador — Nawazuddin 
Siddiqui. Targeted towards carpenters and contractors, the 
campaign on adhesive products — TruGrip and Loctite — 
revolves around the good-natured, diligent and ambitious 
Vicky Contractor. With a tagline ‘Choice Tarakki Ki’, the film 
leaves a pertinent message about making progressive choices 
that leaves no room for compromise when it comes to quality.
Creative Agency: McCann

PENSOL LUBRICANTS
Pensol launched its first-ever digital campaign 
‘#ChaloDuniyaChalaye’, which displays an emotional 
bond between a father and son along their road journey 
to Ladakh. The two-minute video targets bike lovers 
who treat their bikes like their family — with love and 
care. The ad aims to create awareness about the quality 
lubricant products, which Pensol has been offering over 
50 years.
Creative Agency: SoCheers Infotech

FEDERAL BANK 
Federal Bank has made a comeback on air after a long 
time urging its customers to ‘Why Settle For Less?’ — a 
360-degree campaign to promote their unique product 
offering. Produced by Jamic Films, the campaign is based on 
a consumer insight that most banking products are generic 
as well as rigid, which leave customers with a compromised 
feeling. So, Federal Bank intends to introduce ‘customisation’ 
as a common virtue in all its product offerings.
Creative Agency: Ogilvy & Mather, Mumbai 

TATA PRAVESH
Tata Steel has come up with a unique digital-first  
campaign called ‘#DoorsOfIndia’ to promote new  
product line Pravesh — steel doors with wooden finish,  
as a part of its growth strategy in the B2C segment.  
Coming from a strong insight ‘Every Door Has A Story’,  
this campaign is a real-time discovery of stories and  
untold facts of some of the most prominent doors  
around India. 
Creative Agency: J. Walter Thompson 

videos

LAZYPAY
LazyPay, a flagship product from PayU, has launched its 
brand anthem as an extension of its campaign ‘#BeLazy’. 
The video highlights the convenience that LazyPay 
offers with its ‘#BuyNowPayLater’ payment option. The 
90-second anthem is composed and written by Kim Koshie, 
a prominent ad song and jingle composer. The bi-lingual 
anthem celebrates ease of payments through adapting to a 
smarter way of transactions.  
Creative Agency: The Glitch   

HERO
Hero MotoCorp 
released its 
Independence 
Day campaign 
ad with its 
third edition of 
‘#HeroSalutes’. 
The campaign 
is an attempt to 
bring the nation’s 
attention to the 
real heroes of the 
nation who are 
with the armed 
forces — be 
it Army, Navy, 
Airforce, and salute them. The brand conveys the message 
that heroes are those who protect our freedom, as well as 
their loved ones who live away from them.    

HYUNDAI 
VERNA
Korean auto 
giant, Hyundai 
released a new 
print ad for it’s 
newly-launched 
Next Gen Verna. 
The ad is aimed 
to allure new 
customers to 
book test drive. 
The brand has 
also highlighted 
the introductory 
price that starts 
from `7.99 lakh. 
It also mentions the high-tech features which the car  
come laden with. 

print
DOVE
Dove, the 
shampoo brand 
from Unilever, has 
released a new ad 
that conveys the 
brand’s message: 
Free your hair 
of pollution 
worries. The 
brand emphasises 
on the fact that 
everyday exposure 
to pollution 
deeply damages 
your hair, while 
using new Dove 
Environmental 
Defence with nourishing Lotus Extract detoxifies hair and 
repairs up to 100 per cent pollution damages. 

ENGAGE
Engage, a fragrance brand, has unveiled a new thematic 
campaign to introduce its range of intense perfume sprays for 
men and women. The new TVC focusses on the yearning that 
perfume can evoke in romance through an intriguing line that 
says it all: where do you want to be kissed? 
Creative Agency: J. Walter Thompson, Kolkata
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people
A round up of some major people 

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

Zirca 
Zirca Digital Solutions, a global digital solutions 
company, has appointed Sidharth Gowda as 
strategy head - content and brand solutions. 
He will be based in Mumbai, and report to 
Vikas Dadoo, vice president - content and brand 
solutions at Zirca Digital Solutions. Before join-
ing Zirca, he was working with with Carat,  
New York, as director - media strategy and 
innovation. Gowda arrives with the rich expe-
rience of managing brands such as P&G, 
Mastercard and Diageo. He has also worked  
with Ogilvy in New York and Mumbai,  
supervising the GlaxoSmithKline and Unilever 
accounts respectively. Earlier in his career,  
he had a stint with HSBC, managing national  
and international customer acquisition pro-
grammes.

POPxo
Digital community for women - POPxo, recent-
ly announced the appointment of Ruchira Bose 
as managing editor. Prior to joining POPxo, 

Bose was the editor-in-chief of Travel+Leisure 
- India & South Asia. She led the creative and 
strategic direction for the brand across multi-
ple platforms. Bose will be based out of Delhi 
and will lead the editorial and content strategy 
at POPxo across all divisions - text, video and 
social.

Prime Video
Amazon India, in a statement confirmed Nitesh 
Kripalani’s resignation as director and coun-
try head, Amazon Video India. Meanwhile a 
source close to the development informed afaqs! 
Reporter that Vijay Subramaniam who recent-
ly joined the organisation as director content,  
will be the interim boss till a suitable replace-
ment is found. Subramaniam joined Prime 
Video from Disney India, where he was vice 
president - content & communication. Kripalani 
had joined Amazon in December 2014, before 
that he was working at Multi Screen Media (now 
Sony Pictures Networks) as executive vice presi-
dent, new media.

DIGITAL MEDIA

Ministry of Information and 
Broadcasting
The Ministry of Information and 
Broadcasting has announced the appoint-
ment of Prasoon Joshi as Chairperson 
of Censor Board of Film Certification 
(CBFC). Currently, he holds the position 
of Chairman of McCann Asia Pacific, and 
CEO and chief creative officer of McCann 
India, and will continue to hold the respon-
sibilities at the advertising agency network. 
His appointment as the Chairperson of 
CBFC is effective from August 11, 2017.

BIG FM
FM radio business, BIG FM announced 
elevation of Praveen Malhotra as chief 
business officer. Malhotra has been associ-
ated with BIG FM since its inception as 
chief revenue officer. As a part of her new 
role, she will be responsible for all sales, 
marketing, planning and service functions.

FCB India
FCB India, an integrated marketing communica-
tions company, has appointment Jyotsana Singh 
Kaushik as vice-president. Kaushik will be based 
in Gurgaon, and lead the business vertical on 
Horlicks. With close to 14 years of experience, 
across marketing and creative agencies, Kaushik has 
been associated with various brands. After her stint 
at JWT in the early years of career, Kaushik’s roles 
traversed across Aviva Life Insurance, Tetra Pak 
and GE Money. Most recently, she was driving the 
marketing function at McCormick. After spending 
significant years in marketing where one is con-
stantly orchestrating multiple verticals, Kaushik’s 
strategy will now be to leverage this experience, 
keeping the focus on two to three aspects of brand 
communications and deliver solutions in an effec-
tive manner leading to a powerful domino effect on 
to the other verticals of marketing.

Creativeland Asia
Creativeland Asia has appointed Souvik Datta as 
executive creative director. Based in Delhi, Datta 
will spearhead the creative leadership for Delhi-
NCR. With an experience of over 17 years, Datta 
has worked with leading advertising firms such as 
Lowe Lintas, DDB Mudra Group, TBWAIndia and 
Contract, across Mumbai, Gurgaon, Bengaluru 
and Kolkata. His work has also been awarded at 
reputed industry award functions such as EFFIEs, 
ABBYs and Kyoorius.

L&K Saatchi & Saatchi India
Anil S Nair, chief executive officer and manag-
ing partner, L&K Saatchi & Saatchi India, has 
been inducted into the news global leadership 
team within the agency. The new team under the 
able leadership of Magnus Djaba, global presi-
dent, Saatchi & Saatchi is looking at building the 
future of the Saatchi brand and its business. The 

new global leadership team represents Saatchi & 
Saatchi’s major offices and clients. 

Leo Burnett
Leo Burnett India has strengthened the senior 
leadership in its north operations. The agency 
has appointed Saraswathi Laxman and Gaurav 
Dudeja as executive vice-presidents (EVP). The 
duo will report to Samir Gangahar, president - 
north, Leo Burnett India, and will be based in 
New Delhi.

Saraswathi comes in from ABP News where 
she was the marketing head, while Dudeja’s last 
role was as the head of brand and marketing 
at Fortis Healthcare. Apart from ABP News, 
Saraswathi has also spent a significant amount of 
time with retail brands such as Tata International 
Wolverine Brands, and Trent. She has also worked 
at J. Walter Thompson, Publicis, Lowe Lintas and 
McCann Erickson.

Dudeja has headed the marketing function at 
consumer durables giant Philips India, apart from 
Fortis Healthcare. Like Saraswathi, he, too has 
spent several years in advertising agencies, the 
longest stint being with DDB Mudra as the vice-
president. In his distinguished career, Dudeja has 
worked on brands such as Volkswagen, Wrigley, 
HBO, Philips, ESPN, Star Sports, Boost, and 
Reebok.

PointNine Lintas
Asheesh Malhotra has stepped down as president 
at Bates CHI & Partners to join GolinOpinion, 
the PR division of PointNine Lintas as execu-
tive director (ED). At GolinOpinion, he will lead 
the strategic planning function and oversee the 
agency’s social media centre-of-excellence, the 
Bridge™. Responsible for a national mandate, 
Malhotra has joined GolinOpinion with immedi-
ate effect and will be based out of Mumbai.

Malhotra joins GolinOpinion from the 
Ogilvy group where he was president, Bates 
CHI&Partners heading their Mumbai and Delhi 
offices. He was earlier a unit head looking after a 
large Unilever portfolio as well heading a global 
hub for Castrol and BP at Ogilvy. A new business 
junkie, he was also leading the growth agenda for 
Bates. Prior to that, he spent eight fruitful years 
in the Mumbai office of Lowe Lintas, leading the 
ICICI Prudential and J&J businesses. 

JWT Kolkata 
J. Walter Thompson India has appointed Vijay 
Jacob Parakkal as the senior vice president and 
managing partner of Kolkata office. Parakkal is a 
seasoned professional with over two decades of 
experience in advertising and marketing commu-
nications. He started his career in marketing with 
Eveready Industries in Kolkata and was an integral 
part of the business growth across multiple mar-
kets for over half a decade. During his tenure with 
Ebay.com, he spearheaded the launch of Baazee.
com and its business operation in Chennai. He has 
also worked with some of the leading advertising 
agencies in India and Sri Lanka.

MARKETING
NewCo
Ajit Varghese, chief executive office, Asia 
Pacific, Maxus, is set to head the glob-
al market development team at NewCo, 
which is the merged entity of MEC and 
Maxus. Varghese will shift base to London. 
Varghese stated his career as a research 
executive at IMRB International in the year 
of 1995. He later went on to work with 
Initiative Universal Media as a media plan-
ner. Varghese joined Maxus as managing 
director, South Asia in October 2006. Prior 
to which, he was working with Madison 
World as COO.
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