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(Left to right) Recent ads for Ford EcoSport, PhonePe and Byju’s. Children play a
key role in moving the needle in these ads

No child’s play

Childrenarenolongerawarenessbuilders;recentadshave
portrayedthemaskeyinfluencersinfamilypurchases
SOHINI DAS

MUMBAI, 21 OCTOBER
The ad opens with a father
and son driving across the city
in their Ford EcoSport. They
spot an injured man on the road
who has just met with an accident. As the father drives by
slowly, the son appears disturbed by the apathy of the
bystanders and asks the father
what if the same thing had happened to them. The child’s simple question moves the parent
who then steps out and helps the
accident victim.
Meet Gublu, a little boy, who
seems to always accompany his
grandfather who has this tendency to get into tough situations. Along with his "daddu" he
advises older people around
them to be more savvy when
making payments for the products they buy. He is not only
aware of digital payment platforms but also points out that
one has to be careful while
punching the pin pad.
There’samotherwholooksolder than her age and is obviously
not a hair colour/dye user. She is
apprehensiveofthepriceofsuch
products. Her kids get her packs
of Godrej Hair Colour Expert
Rich Creme as a gift and thus
introducehertotheworldofhair
colours. They also seem to know
that the product would protect
her hair as it does not contain
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harmful chemicals and tell the
mother she gets all the benefits
for a very small price.
Remember the Rasna girl
or the Dhara boy? A car marque, a personal grooming
brand and a digital wallet company seem to be leading the
way to reinvent a once
frowned-upon marketing tactic — using the pester power of
kids to boost sales. Only this
time the kids are not just sweet
props or pesky appendages —
they are well-informed influencers either telling parents
what to do — or not to do in
most cases — or how to use
new age tools and techniques.
KV Sridhar, founder and
chief
creative
officer,
HyperCollective, and an adindustry veteran, says in an earlier period, brands were using
children to draw attention to
product categories like consumer durables as housewives,
the typical consumers of that
category, were perceived to be
averse to new technology. Now,
however, there is a more
nuanced use of a child in an
advertisement. Take the Ford
India advertisement that features a father-son duo. Titled ‘A
Helping Hand’, the ad is part of
a larger campaign by the company titled Discover More in
You that draws from the experiences of Ford’s customers. At
the launch of the campaign
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Infosys ADR...

Shriram Subramanian, founder of another
corporate governance advisory, InGovern,
says: “The charges require very urgent and
immediate action by the audit committee,
to give investors the correct picture. As the
whistle-blowers claim to have evidence to
prove their point, this is serious in nature.”
Auditors spoken to say Infosys’
approach to revenue recognition seemed
to have remained consistent with the new
regulations in this regard, which the company had clarified during an analyst call
earlier this month. “The way we look at
revenue, these are based on activity and
effort, whereas billing milestones are
agreed with clients in advance, based on
delivery dates, and that is the way billing
actually happens,” had said Nilanjan Roy,
chief financial officer (CFO) at Infosys.
And, that there were no changes in the
revenue recognition policy.
Finance experts said any change in IFRS
15 (the accounting standard dealing with
revenue recognition) with material impact
onthefinancialswouldhavebeendisclosed
by the company. For the just-ended quarter,
Infosys’ auditor, Deloitte, gave an ‘unqualified’ opinion to the company’s financial
statements. Brokerage firms feel Infosys’
shares, which enjoy strong investor support, could now see selling pressure in the
near term. “This (set of charges) equates to
a corporate governance issue. Deputy CFO
(Jayesh Sanghrajka) has also quit, which in
itself is an indirect admission that something is rotten. The stock will now languish
10-15 per cent lower in the near term,” said
Harit Shah, analyst at Reliance Securities.
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Rahul Gautam, vice-president,
marketing, Ford India, had
said, “Discover the More in
You draws from the experiences of our customers for
whom these situations have led
to self-discovery, making them
choose what’s right.”
Not only the social message, what is interesting in this
case is that BBDO’s first campaign for Ford India tries to
associate the brand with certain higher values — and not
just vehicle performance. One
doesn’t know if there is a connection but about five years
ago, a series of posters for Ford
Figo had caused international
outrage, and heads had rolled
at its then ad agency in India,
JWT. The current ad would go
a long way in erasing that
form public memory, say
some observers.
The increase in kid’s influence in purchase decisions is
also a reflection of the growing
reliance of parents on their kids
for brand/product information.
N Chandramouli, chief executive officer of brand intelligence
and data insights company,
TRA, feels that the age of influence is rapidly going down
while the rate of influence of
kids is going up. “It is often a
parent’s lack of time or lethargy
to do research that they leave
that bit to a child before making
any purchase decision. A

greater access to information
on the go (thanks to the internet) have made the kid more of
a go-to person for parents. This
certainly increases their pester
power,” he explains.
This is also a reflection of
the brand/product consumption habits of the two age
cohorts. Parents today could
be found wearing the same
brands of clothing, watching
the same television shows, listening to the same genre of
music as their children.
Take another look at the
PhonePe ads. In one particular
advertisement, young Gublu is
seen asking his uncle if going to
office was about having fun.
When the uncle retorts that
earning money required a lot
of hard work, Gublu quips then
why was he wasting money by
paying in cash when there was
the option of a cash-back if he
used the PhonePe app. See the
difference in their roles from,
say, the Rasna or the Dhara ads?
These kids are aware and
informed and their role is that
of an eye-opener.
Sridhar talks about the
Flipkart campaign from some
years back where children were
used as metaphors to show how
easy it was to shop on ecommerce platforms. “The children
acted like adults in the campaign. That was a metaphor.
The main purpose of the ads
were to show it is child’s play to
shoponlineandevenmakepayments using credit or debit
cards,” Sridhar says. Direct
advertising to children still
remains popular though. Take
the campaigns by Byju’s, an
online learning platform.
“Byju’sisaimedatstudents,soif
it clicks with children, it would
create a loyal base to market to.”
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Exit polls...

Recent events suggest a denouement in
this tussle could happen soon. Last week,
former Haryana CM Bhupinder Singh
Hooda did not turn up for a Rahul Gandhi
rally in Mahendragarh, and Rajasthan
Deputy CM Sachin Pilot publicly criticised
CM Ashok Gehlot-led government. In the
run up to the polls, several of those close to
Gandhi have either been ejected from key
posts, or have quit. In Maharashtra, key
Congress leaders like Ashok Chavan,
Prithviraj Chavan and Sushilkumar Shinde
restricted themselves in campaigning in
their pocket boroughs. The Congress is at
cross purposes ideologically as well.

Deposit insurance...

“The RBI has written to DICGC, asking it to
consider a risk-based premium for the
deposit insurance of banks and suggest a
suitable model,” the source said.
However, at the meeting there was a
view that differentiating banks on the basis
of their risk profile had the potential of creating panic in the public and could lead to
a “run on the bank as depositors may feel
their money is unsafe with banks being put
in the high risk category”, the source said.
The central board discussed whether
different premiums could be charged from
different categories of banks, especially cooperative banks and commercial banks.
Official data showed, between 2009-10
and 2018-19, only one of the 429 claims pertained to a commercial bank and the rest
were meant for co-operative banks. The
single claim, which was also a
supplementary claim, was related to Sikkim Bank Ltd, which
# 2875
merged with Union Bank of
India in 2000. In terms of
amount, it was 0.001 per cent of
the claim worth ~2,134 crore settled by DICGC since 2009-10.
“Historically, deposit insurance claims on the DICGC have
generally originated on account
offailureofco-operativebanks,as
theseinstitutionshavebeenmore
susceptible to frequent failures
due to a number of factors. It is
worth mentioning that the last
claim settled in respect of a commercial bank was way back in
2002,” said a report of the RBIappointed committee on “differentialpremiumsystemforbanks
inIndia”,chairedbyJasbirSingh.
It said, as a result, a percepVery Hard:
tion of cross-subsidisation in
operating the deposit insurance
system had gained currency.
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Ogilvy group...

Vivo’s ad agency
Dentsu Impact,
which executed
the campaign,
has denied lifting
Brand
David’s idea.
“We
have
absolutely no
reason to resort
to any kind of
plagiarism, as
we have no
dearth of talent in our agency. What we creatediscompletelyouroriginalwork,andwe
have always maintained this before the
court. We do not wish to comment on the
matter further, as it is still pending before
the court.”
In Brand David’s case, Vivo had called
for a pitch in October last year for its V15
mobile, where the former had shared the
idea of a campaign featuring an amusementpark,theinterimorder,datedOctober
15 and passed by Justice B P Colabawalla,
says. While Vivo did not engage the services of Brand David after the pitch, the latter,
as the order noted, was “shocked and surprised” to see a similar campaign for ‘Vivo
V17 Pro’ executed by another agency in
September. “The entire execution of the
impugned advertisement or at least the
very essence of it is an infringement of
copyright,” the order said. Vivo, on its part,
contended that there was no copyright
infringement, according to the order.

Television...
Certainly, broadcasters expect more moderate pricing to push up paid OTT subscribers 10 times from 10 million to 100
million in five years. But they still expect
that it is advertising on which they would
have to depend for their revenues. At present, only 3-4 per cent of OTT revenues
come from subscription. The projection is
that it would go up to 10-15 per cent in five
years. In TV, the number of paid households stands at 120-130 million and broadcasters say it has stagnated. They fear that
itmightevenfallasaresultoftheregulator’s
tarifforder,whichconsumershaveopposed
because it has inflated their monthly bills.
As a result, they expect subscriptions
tocontinuetoremainonly35percentofthe
total revenues from TV; the rest will come
for advertising, even after five years. “The
CAGR (compound annual growth rate) of
advertising is faster than that of subscription growth, so one does not expect any
major change,” said a senior executive of a
Hindi channel. What is clear is that content
companies can expect great times ahead.
Estimates suggest the requirement for content in the next five years will double from
roughly 100,000 hours made yearly to
200,00hoursinfiveyears,asOTTchannels,
especially the big boys like Amazon and
Netflix, increasingly hike their budgets to
make Indian programming rather than just
stick to international fare.

