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“Build it, and they will come” only works in the movie

.ders and further the cause of gender equality.

Brooke Bond Red label six pack band
Red label in association with YR films has launched India’s first transgender band, “the
Brooke Bond Red Label 6 Pack Band”. The band comprises of 6 transgender singers hailing
from the Hura community of India '

album has released its first song, “Hum hain happy”, inspired by the Pharrel Willia
song “Happy”. The song amuses the listener with its Hindi lyrics and goes like, ¢
happy, khush raho, nacho gao, aao bajao taali” The act of clapping is one of tF
that people characteristically associate with the Hijra community and it has beg

grief... the wife asks for the sun, moon and stars..
along.”
Red Label has also used celebrities to facilitate
the society at large. The video starts with a v '
is ignored by most, tolerated by some, mis
community almost in exile!" The Vldeo 3 s¢
with the transgender sing



The functional approach of changing attitudes: By coming UN
with an ad that busts gender stereotypes and challenges the beliefs of the
society towards transgenders, it states that they are capable of achieving much
more in life and should not be discriminated against. It challenges the society’s belief
that transgenders are all together a different community and that there is no place for
them to live as equals in a civilized so-
ciety. In consumer behaviour and re-
search, this is called “The value expres-
sive function” which maintains that at-
titude reflect consumer’s values and
beliefs and marketers can create ads
that either support or refute these no-
tions. By indicating this here it appeals
to the society to be more inclusive.

Associating brands with worthy causes to change attitudes: Red Label in its recent advertise-
ments has associated itself with “brewing togetherness”. The live-in relationship TVC was an un-
conventional blend of modernity and tradition. Another TVC focused on overcoming religious
prejudices. Thus, Red Label has been a brand associated with bringing people together. With its
latest initiative, Red Label is trying to reinforce its positioning in the minds of the consumers. By
associating itself with the cause of gender equality, it is embedding in consumers the notion that
" Red Label is a welcoming brand that brings us closer by breaking barriers over a cup of tea. Thus,
there is a match in the ideology between sponsors and the cause, which would result in more fa-
vorable consumer attributions. Associating the label of Red Label with the transgender band
and calling it“the Brooke Bond Red Label 6 Pack Band”is intentional to enhance recognition and
increase consumer recall. Since the whole cause has been furthered with the help of Music, it has
a better chance of changing attitudes as music is a way of connecting people. The song that isf@a+ .
poor man's favourite can also be a rich man’s favourite, a song liked by a Hindu may be the sdme .
which a Muslim may endorse. The! .
song is catchy, the lyrics ’ AN J
the common man and hence
there is a chance the
would listen to it repeatedly ar
this may expedite the process
bringing about a change in:
tude. The video
viral with,5.2
Tubejwithin t

"atransgender band”- that nobody could have imaginé
ments of shock advertising and holds the vieweg s ght
N . .
Conclusion: This example points to the notion of
how brands can benefit from changing
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; ereotype of a typical home-mak-
old chores while caring for the safety of
narket research to show that usage of cultural stereotypes makes
ISuI ers feel that the product is relevant to them.

achieve er mlssion

TCi:as'!erly ident

n- Required parameters
yvation is a macro process by which the acceptance of an innovation takes place
bers of the society (or market segments) over time. The diffusion of innovation
th identified 5 primary characteristics of the innovation that determine whether the con-
‘i sufn rsiwould accept it or reject it.
1. Relative advantage, which indicates its superiority over other alternatives which perform the
same function or satisfy the same need.
2. Compatibility, which is the degree to which the innovation conforms to the beliefs or lifestyles
of the individual. More compatibility ensures quicker diffusion. 1
3. Complexity, which is the degree to which the target consumer finds it difficult and complex t¢
S use. More complex it is to use, less likely that the consumer will accept it.
r ‘;;,'_ﬁ 4. Trialability, This measures the ease with which a consumer can try af
uct for the first time. Smaller introductory packages at cheaper prices ma
it more trialable.
5. Observability- The ease with which the product’s benefits can be
- also a measure of tangibility.

Tata Swach’s characteristics:
. It could be used without electricity, and there was
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awareness campaign at the Pandharpur Varkari Mela held in Pandharpur, Maharashtra.
_ 2 was to educate people about the importance of having access to safe and clean drink-
ing water} especially during monsoon.

Tata also created an ad “Chandu ke chacha”to highlight the benefits of its "advanced silver nanotech-
nology". At the end of the advertisement the baby’s mother explains that silver purifies water and
pure water is healthy for the baby “Ye naye zamaney ka chaandi hai, jo sach much swach paani detit.
hai. '
https://www.youtube.com/watch?v=3bOFOUU4PzY
Tata Swach has been one of the successful innovations to diffuse across the market and it h S bee
extremely successful that the company had to increase production capacity from 1 million tg 1:
lion units/year in 2011.
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\ numb to a lot of traditional forms of advertisements. This S
can pose a barrier to fra?ib’ml a ements. Guerrilla
marketmgi:me of-we ay sak through these fil-
resenti : th an unexpected form

rm of advertising is in-
hes a consumer’s atten-

ts of guerilla marketing are Word
> marketing, Viral marketing, Ambient marketing and Ambush marketing

: c# by International Journal of Trade, Economics and Finance, the vital elements essen-
> 51 ess of this marketing are as follows:

Novelty- It is a common descriptor of creativity and has two characteristics: divergence from
the norm and a sense of uniqueness

2. Surprise- It is a sensational feeling that makes the customers go “wow” or“aha”. A surprised
person will stop his activity and give attention clearing leading to attention. Guerrilla market-
ing takes advantage of this notion to cut through the advertising clutter and grasp the con- "
sumer’s ‘Selective Attention’ ;
3. Clarity- Message clarity relates the ability of a message to be understood.
4. Aesthetics- This aspect doesn’t mention the beauty but the harmony, the structured ¢ohs-
struction of the message. It is the way in which signs are combined and form comple)
tions. In guerrilla advertisements, the unexpected way the features are combined a
ed enhances the well-craftiness of the ads

5. Humor- Before the customers are interested in the product, their attention must b
and humor helps in achieving this goal
6. Relevance- It reflects the two types of relevance- Ad relevance, which means
perceive whether the ads is meaningful when communicating the product ar
vance, which means whether the customers perceive the product familiz
choices. The marketing initiatives should also be relev: he cul
going against it might cause an uproar '
7. Emotional arousal- Novelty carries emotional & '
emotion: valance (pleasantness or hedonic va" e
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campaign this campaign has been pulled out in a
e between marketing irreverence and CULTURAL IN-
5 is an innovative move but telling everyone about it, espe-
urs hasn't been appreciated well. Zomato has terminated this
udience and preserve its image. This campaign succeeded on
all the parameters mentioned above like novel-

CTR ty, surprise, humor and emotional arousal. But
Adverting and Consuing oo(,ga, they haven't succeeded on the parameter of
2N ’, Auscmotiv cultural relevance in the Indian Context.
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B Corvurmer Pockoged Goods — 0 255% Guerilla marketing with its unconventional
oewoll 00274 moves aim to effect consumers’ emotion on a
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PG 0.217% are surprise effect (causes arousal and more
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HELP A CHILD REACH 5
CAMPAIGN — LIFEBUOY

Rajbarath K R, PGP1

The crux of marketing is creating, communicating
and delivering value. However, the cynical notion
of looking at marketing as a gimmick cannot be dis-
counted. Customers can't be squarely blamed for
supporting this rhetoric as a few firms have hard
earned this ill name. In this scenario, there are a few
pearls of campaigns which catch our eye not be-
cause of glltzy ads or glamourous endorsers, rather
their genuine social impact. The ultimate goal of
marketing is to make your customer your endorser,
who spreads the good word about your brand. In a
huge step towards that, HUL Lifebuoy’s “Help a :

child reach 5" campaign is a huge success in terms of the palpable behavioral impact it had on the so-

——

ciety. :

Help a child reach 5 is a campaign that was launched by Lifebuoy in February 2013 to curb the prob-

lem of infant mortality. To our horror, 6 million children die before they reach the age of 5 worldwide

every year. 44% of these baby deaths occur in the first 28 days of childbirth. Lifebuoy decided to take

this problem by its horns and launched the campaign in Thesgora (Madhya Pradesh), the village with

the highest rates of diarrhoea in India. They launched a short film featuring a girl named Chamki,
~ thanking her mom for keeping her hygiene while she was still expecting and also after Chamki was
' "born.¥

You can view the film here: https://www.youtube.com/watch?v=VsnP_6kdtDY

Asked how they conceived the idea, the makers of the campaign say, “Wanting to put a human face

to the statistics, we decided to tell the world the Lifebuoy story in a real and deeply felt emotional

way.The story had to not only open people’s minds to the avoidable deaths, but move them to care

and share it with others. This film is the beginning of that journey, and a clarion call to all to Jom t Kb

purpose

The results from thlS campaign were solid. Thesgora witnessed an overwhelming drop in the indi-
dence of diarrhoea from 36% to 5%. HUL claims t #t
over the past six years, Lifebuoy programs have reached
257 million people in 24 countries. By 2020, t
ny aims for its handwashing programs to cgf
lion people globally.
Apart from this, during a Hindu festival, Unileve
uted rotis imprinted with the message, “Dig
your hands with Lifebuoy today?” Unilg
worked with schools to encourage ha
mealtimes, and has assisted W|th
water pumps so that chlld en car
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seamlessly and even with joy.

Innovation is key to Unilever’s quest to keep the handwashlng dru
do not intuitively belong into the same sentence, but Life
promote its brand and the benefits of handwashln . One pr
shows children how long they should wash their hands |
for kids, and assures parents that their kids have ha g Q '
period of time. L
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About MaSh

MaSh is a student run club with focus on marketing & related dis-

ciplines. MaSh conducts several events on campus throughout

the year. Starting with the inter-section PGP1 event - MaShterix,

which is managed and conducted by the PGP1s for the PGP1s.

MaSh also conducted many events at Eximius-The
entrepreneurship festival of IIM Bangalore .

MaSh hosted a variety of marketing events at Vista, the Annual

Business Festival of [IM Bangalore conducted by Forum for Indus-

trial Interaction (Fll). The events received huge participation from

top Business Schools across the country. The events were concep-

tualized and designed in a way to test the participants’knowledge
and skills across various facets of marketing.

Apart from these, we also organize workshops and panel discus-
sions inviting industry experts and alumni.

MaSh also conducts mock marketing interviews for PGP1s for




