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1

Indusind Bank launches JeetkaHalla for para-athletes

Indusind Bank, in association with GoSports Foundation, has launched JeetkaHalla, a campaign to
support para-athletes under the Para Champions Programme.

Indusind Bank aims to bring to light their contribution to the country by creating a nation-wide
movement of support, the bank said in a release.

The campaign highlights achievements of para-athletes and the rigour of their preparation for achieving
success at the international stage.




Indusind Bank

Newspaper Headlines Pg No Edition Language
IANS JeetkaHalla: New campaign i i English
to support para-athletes

JeetkaHalla, a new initiative by Indusind Bankin association with GoSports Foundation, aims to support para-
athletes under the Para Champions Programme.

This campaign, which highlights the achievements of the para-athletes and the rigour of their preparation for
achieving success on the international stage, showcases the brand as a thought leader working within the
community to bring about a positive change.

As part of the multi-media campaign, an inspiring anthem showcases the grit and spirit of para-athletes and through
it, the bank conveys the message that it is time for the viewers to cheer and support the unsung para-athletes.

There will be a non-stop media blitz for a month on digital, cinema, radio and subsequently television platforms.
The three-minute anthem has been conceptualised by Ankur Suman, principal consultant and creative head, RK
Swamy BBDO and directed by Amit Roy.

Bakery Films has produced the anthem, sung by Pankaj Awasthi and written by Pankaj Bora of ad agency RK Swamy
BBDO.

The anthem opens with the following lyric: "Khel nahin khaata rahem, Maidan nahin padta naram, Sangharsh nahin
hota hai kam, Toh tere liye? kyon taaliyaa ho kam?"

It means: "There is no respite in sports; it is a tough contest out there. Since there is equal struggle, why should
there be less applause for you?"

Anil Ramachandran, head of Marketing and Communication, and Head - Retail Unsecured Assets, Indusind Bank,
said in a statement: "While we are passionate about sports and proud of our sporting icons, we believe that we
need to cast the spotlight on other sporting heroes - the para-athletes - and their amazing talents.

"The 'JeetkaHalla' campaign asks people to support and cheer our nation's para-athletes and recognize their
contributions, strengths and passion for their sport. The campaign showcases their hard work, grit and
perseverance and highlights all that they have achieved. This campaign brings to focus the phenomenal abilities of
these great sportspeople.”

Sanjeev Anand, country head - Commercial Banking and in-charge of Sports Vertical, Indusind Bank, said: "We
believe that a person can either spend his or her life focusing on the disadvantages or work hard to overcome
them and reach full potential.

"Through our unique campaign, we are providing para-athletes with much-needed impetus to compete and excel in
the sports arena and through the inspiring anthem, we are trying to build in empathy, and appreciation for their
efforts which often go unnoticed."

--IANS
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Mint

Brands team up with
athletes in hid to
broaden appeal

All

English

Brands team up with athletes in bid to broaden appeal

BY GOURISHAH
founs@lvemint.com
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he film begins at the
Kofdawn, Tones of
grey Al the screen and

capture the life of a para-ath-
lete, struggling against the
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the

that does not talk about s
products. The bank’s cam-
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products, banking, and simpli-
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“Itmay seem like
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true.“The sport i ing,

the ground is not softer, the
struggle isnoless... But why is
the applause falling short?>*
asks the film, JeetKatall

ples, ¢ anincreds-
ing number of brands use
sports and the struggle of
becoming an athlete as a
theme to convey their brand
message.
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from Indusind Bank, as it
highlights the past achieve-
mentsof Indian para-athletes
atthe Paralympics.

The film ity Zen9liu) calls
on people to support their
par-athletesasthey compete
for Indiaat the 2016 Paralym-
plesinRio.which started on 7
September.

1t's probably the first time

Indusind Bank, which is sup-
porting IS Indian para-athletes
aspartofits CSK programme,
Indusind ForSport.

Interestingly, Indusind

put vou down, punch you
where it hurts, and beat you

senseless But youalwayshave |

togetupand do ftagain...”
the film.
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that

ant for
titled 7 Ready! l‘or,\\\v\unn-
I

that started last munlh high-
lighting the grit and determi-
nation of our athletes in the
run-up tothe 2016 Rio Olym-

howcasesyoung women,
training hard, pushing them-
selves toachieve their best as
they fight stereotypes. Noref-

erence to body odour hereor |

Brands use}

the product’s ability to make
the opposite sex swoon,
Dove, the soap and haircare
brand from Hindustan Uni-
lever Ltd, through its film *Is
that you?” turns the rhyme,
“chubby cheeks, dimpled
chin® on its head, as the film
shows young girls, playing
sport, competing hard and
slaying the competition as

they goagainstall oddsto pur-
suetheirdreams.

Even carlier, asa run-up to
the RioOlympics, Good Mom-
ingFilms madeanad featuring
Saina Nehwal for [TC's Savlon,
er hattle against
naysayers; Edelweiss had an
Olympicanthem (Tam Team
India®) and Tata Salt had
“namak ke waastey™ with
boxer Shiva Thapa and wres-
ter Babita Kumari. Steel and
energy conglomerate JSW got
one done for its sports excel-
lence programme which sup-
ported 12of the athletes com-
petingin Rio,

While it may be perfectly
natural for certain categories
such as nutritional supple-
ments, sports equipment or
apparel manufacturers touse
sportsasatheme, other cate:
woriesare also joining the mix
with campaigns that use Key-
words, phrases or images

related tosports.

“Jumping on the band-
\\amml|.hal\n.1\~lwn.|l.n1|
cal advertising trend,”
K.V, Sridhar, chief c
tive office pientNitro
India, pointing to instances
whereadvertisers have chosen
toworkwithanythingtopical,
typically themes thatare driv-
ing consumer conversations,
and range from the weather,
festivals, the Prime Minister’s
Swachh Bharat campaign to
sporting events such as the
Olympics,

However, using topical
hooks, expertssay, could work
bothwaysforabrand. Forthe
right brands. it can help. but it
canalso land the brand in the
clutter. For instance, practi-
callyalltheads featuring these
themesare shot in documen-
tary style and highlight the
struggle an athlete has to go
through toachieve his or her

dreams.

“When brandsandagencles
follow these championstosay
theirstories, the visual narra-
tive too hardly differs. The
tones, the shots, the grime, the
style—because youcan't really
replaceaestheticsand special
effectsto rule over the harsh-
ness and reality of human
effort,” said Prathap Suthan,
managing partner and chief
creative officer at the agency
Bang in the Middle.

Filmmaker Vasan Bala, who
directed the JSW ad, said:*It's
only onceyoureach the pinna-
cle of success that humour
creeps into your messaging.
1Us easy for first world coun-
tries such as America to put
out messaging that is high on
humour. For a country like
India, which has been the
underdog, the messages
revolve around aspiration, grit
and determination.”
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missed opportunity

Rio Paralympics - A missed opportunity

Ruchika Shah

Two golds, a silver, and a bronze. The Rio
Paralympics 2016 have come to a close,
with India clinching four medals. With
this, the small 19-member Indian
Paralympian contingent surpassed the
laurels that the largest-ever Indian
Olympic contingent — 117 athletes —
managed last month.

Mariyappan Thangavelu, the 20-year-
old from Tamil Nadu, won India’s
third-ever gold medal in the Paralympics
and became the first para-athlete to win
in the men’s high jump T-42 event. Varun
Singh Bhati won the bronze medal in the
same event. 45-year-old Deepa Malik
brought the silver home in the shot put
F-53 final. Devendra Jhajharia won a
gold, his second, the only Indian
Paralympian to do so, in the F-46 Javelin
discipline.

A tweak in the advertising norms of
the International Olympic Committee
(I0C) early last year paved the way for
brands world over — even non-sponsors
—torelease advertising campaigns for the
world’s largest sporting event. Despite
the opportunity, brands have markedly
stayed away from advertising for the
2016 Paralympics.

In February 2015, the IOC eased its
Rule 40 for the first time, allowing
non-official sponsors to advertise but
with some caveats. The catch was that
they were not allowed to use words like
‘Olympics’, ‘Summer’, ‘Victory’. But the
upside was that they could now sign
Olympic and Paralympic athletes for
their endorsements.

Indian brands hopped onto the
bandwagon and we saw tear-jerking
Olympic campaigns from Tata Salt,
Fevikwik, Amul, JSW Group, Edelweiss
Group, and Star Sports.

Tata Salt had campaigns featuring
boxer Shiva Thapa, wrestler Babita
Kumari, shot putter Indrajeet Singh, and
judoka Avtar Singh. Its punchline?
‘Namak Ke Waastey’, close to the brand
tagline ‘Desh Ka Namak’.

Pidilite Industries’ Fevikwik had a
hockey-themed ad; Edelweiss, the Indian
contingent’s principal sponsor, featured
its brand ambassador Sania Nehwal, and

chance to pick themup and
support them, to redeem
themselves

—Plyush Pandey, Co-Executive
Chairman, National Creative Director, O&M

another with an Olympic anthem. Amul,
the official sponsor of our contingent, did
what it does does best with its print and
outdoor adverts.

Only two companies — IndusInd Bank
and Adidas - released campaigns for
India’s Paralympians.

“It was a good opportunity for brands
to show their solidarity with the
para-athletes representing us against all
the odds,” Piyush Pandey, Co-Executive
Chairman and National Creative
Director of Ogilvy & Mather India and
Vice-Chairman of O&M Asia-Pacific, told
dna. “Other brands should have taken
the initiative,” he said.

“In a competitive world, it is in the
interest of the brand to take up a cause
like Paralympics. It is not just CSR (Cor-
porate Social Responsibility), it's good
CSR,” he said.

It's a cause begging to be picked up,
Indu Kannan, Associate Vice-President,
Kestone Integrated Marketing Services,
told us. But brand initiative depends on
the awareness and excitement around the
sporting event, she added.

| hope brands start looking at

o these heroes as able brand
ambassadors for their
products

—Anil Ramchandran,
Chief Marketing Officer of Indusind Bank

Endorsements will

o encourage other differently-
abled brethren in the
country, to participate

—Milkha Singh,
iconic track runner, field sprinter

Shot putter Deepa Mallk is the first Indian
woman Paralympian to win a medal, a sliver;
(inset) Varun Singh Bhati won the bronze
medal in the T-42 high jump event in Rio.

Which means that the onus isn’t only
on the brands but on the government
sporting bodies and the society-at-large?
“A brand campaign only happens when
there is an audience. Star India and
Marshal Sports’ Pro Kabaddi League
turned the sport on its head, and now it’s
only uphill from here for it.”

“If the Paralympic Committee of India
is invested in bringing more money, then
maybe 2020 will be a different story,”
she said.

Anil Ramchandran, Chief Marketing
Officer of IndusInd Bank, which released
the ‘Jeet Ka Halla’ para-athletes’
campaign, said, “We should embrace all
the heroes, not selective ones.”

“It's not too late for brands, O&M’s
Pandey said. “Corporates can sign and
redeem themselves. It's a win-win.”

Indusind Bank has worked closely
with 18 paralympians along with
GoSports - eleven of them represented
India in Rio this year.

“The para-athletes’ struggles and
efforts are no less than the
able-bodied athletes’. Why don’t we see

stadiums filling up for them, was our
question,” Ramachandran said.

“I hope brands look at these heroes as
able brand ambassadors,” he added.

Adidas released a digital ad campaign
alongside its ‘odds’ initiative giving blade
runners two same side footwear rather
than the generic pair. The campaign
features marathon runner Major D P
Singh, India’s first blade runner.

Padma Shri Milkha Singh, also known
as The Flying Sikh, India’s iconic track
runner and field sprinter, says our
Olympians can learn a lesson or two from
our differently-abled athletes who did
much better this year, in comparison.

“Brands should really advertise for
our para-athletes. It will encourage other
differently-abled brethren in the country,
to participate,” he added.

Singh said “Prime Minister Narendra
Modi should ask the Sports Ministry, ‘T
want medals, what do you need to
get them?™”

“I'm into my nineties, it's my last hope
now, I want to see more medals,”
Singh said.
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Indusind Bank launched
Gujarat Pranam JeetkaHalla™ an initiative 3 Ahmedabad Gujarati
to support the Para-
athletes
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Indusind Bank launched
Marwad Mitra | Jeetkafalla” an initiative 4 Ahmedabad Hindi
to support the Para-
athletes
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Indusind Bank launched
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Indusind Bank launched
Mahanagar Metro JeetkaHalla™ an initiative 4 Ahmedabad Hindi
to support the Para-
athletes
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Indusind Bank launched
Prabhat JeetkaHalla™ an initiative 3 Ahmedabad Gujarati
to support the Para-
athletes
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Indusind Bank launched
“JeetkaHalla” an initiative
to support the Para-
athletes
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Indusind Bank launched
Mahasagar JeetkaHalla” an initiative 4 Nagpur Marathi
to support the Para-
athletes
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Indusind Bank launched
Yuvarashtra JeetkaHalla” an initiative 8 Nagpur Marathi
Darshan to support the Para-
athletes
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“JeetkaHalla” an initiative
N Post J i
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i Bank e "l an e o suppor e Paratltes

Mumbai, September
‘9, 2016: Indusind Bank in
association with GoSports
Foundation has launched
“JeetkaHalla" a campaign
to support the Para-athletes

under the Para Champions :

Program. Espousing the
cause, IndusInd Bank aims
to bring to light their con-
tribution to the country by
creating a  nationwide
movement of support..
This campaign, which

highlights the achieve-
ments of the para-athletes

“and the rigour of their

preparation for achieving
success in the international

stage, showcases the brand

as a thought leader working
within the community to
bring about a positive
change. The campaign cre-

ates a strong positivity for

the bank and positions it as

. a responsible and socially-

conscious - organization

which supports good and
unique causes, with the aim
of giving back to society.
Through the campaign,
Indusind Bank unveiled a
heartwarming, and inspir-
ing Anthem which show-
cased the grit and spirit of
para-athletes, and through
the Anthem, the Bank con-
veys the message that it is
time for the viewers to
‘cheer and support the
unsung para-athletes.

To give this cause its
moment under the sun,
Indusind - Bank = has
embarked on a multi-media
campaign that will create
‘the impact and help in
mobilizing the momentum
of seeking encouragement
for these heroes.

There will be non-stop
media blitz over a period of «
a month on digital, cinema,
radio and subsequently tel-
evision platforms.
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Indusind Bank launched
Suryakaal JeetkaHalla" an initiative 6 Ahmedabad Gujarati
to support the Para-
athletes'




Indusind Bank

Newspaper Headlines Pg No Edition Language
Indusind Bank launched
Guijarat Niti JeetkaHalla" an initiative 5 Ahmedabad Gujarati
to support the Para-
athletes'
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