SHOCK & SOMBRE

Havells tries to pep up the low-key electrical
products category with new ads

avells, the Indian elec-

trical products compa-

ny well known for its

“Shock laga” cam-

paign, isatitagain. This
time, the company has come
out with as many as three ad-
vertising campaigns in aspan
of 15days.

The first of the three fea-
tures a hangman who feels
guilty followingan execution.
He'svisibly upsetbut hopesto
assuage his guilt by turningon
theelectricity-saving CFLlight
ath I'he voiceoverin-
tones: “Zindagi main hum
sabko paap karna padta hai,
kuchhtopunyakamasakte hai,
bijlibachake. " (Weall commit
sinsinourlives,but wecanal-
so earn blessings by saving
electricity).

Where the firstad takes a
sombre approach, the second
one uses tongue-in-cheak hu-
mour. Here, a man is seen try-
ingtoswitchonahairdryerbut
promptly gets ashock. Seeing
this, the house maid triesto help
him but also ends upgettinga
jolt. In an effort to separate
them, his wifejoinsin. Finally,
the man’s son removes the
hairdryerwithawooden plank.
All this as the famous “Shock
laga” playsin thebackground.

The third and most recent
commercial is on Havells’
wires. Again, this TVC touch-
esanemotional chord tomake
its point. It shows a woman
lighting candles while her neck-
lace is dangerously close to
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catching fire. Adomestichelp
and herson passby. Upon see-
ingthis, theboyrunsand pulls
the chain off her neck. He re-
placesthewireofthechain with
aHavellswireandreturnsitto
the woman. The voiceover says:
“Wires that don't catch fire.”

Getting noticed
Foranelectrical products com-
pany, the advertising barrage
is surprising. For one, this isa
low-involvementcategory. On
topofthat, most people pay lit-
Ueattention to the productand
instead, tend torely on electri-
cians, According lo Vijay Nara-
yan, vice-president (marketing
and communication), Havells
India, thatis precisely thekind
of behaviour the company
wanls lo change. “We want to
make sure consumers know
what they are buying; hence
wecome upwitheye-catching
advertising that wearesure peo-
plewilltakenoticeof,” hesays.
Not surprisingly, the brief
given tothecompany’s creative
agency, Lowe Lintas, was how
to make a boring product in-
teresting. “We decided to take
adiametrically different ap-
proach and refused to giveita
brand personality. That rede-
fined the advertising which is
why eachadissodifferent from
the other,” explains R Balakr-
ishnan (Balki), chairperson,
LoweLintas.
Butwhilethecompany may
have the first mover's advan-
tage, competitors like Anchor

arealsobeginningloadvertise
Tostayahead ofthecom-
petition, Havells haskept tim-
ing in mind and decided to
launchitsad campaign during
theIndian Pre-
mier League
(IPL). In fact,

“WE DECIDED TO TAKE
ADIAMETRICALLY

pensnext.”

That said, the company is
notignoringotherbrand-build-
ingexercises. Narayanand his
team follow a three-pronged
marketingstrate-
gv. Mass com-
munication is

advertising tackled through
duringIPLhas m.mmm its  television
becomeanun- Dl campaigns,

writtenrule at
Havells. How-
ever, while it
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micro-
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done at the store
level as well as

in the last two through semi-
rounds of the R BALAKRISHNAN nars where in-
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advertise during matches. “But
we stand to benefil as the ad
spots are up to 140 seconds
from 100 seconds last year,”
Narayan pointsoul.

The cricket connect

Overthelastthree years, Havells
has strictly come out with ads
only during a cricket series.
Apartfrom the[PL, ithasrunits
campaigns during theNatWest
series, T20 World Cup as well
astheChampions League. And
goingforward, itintendstofol-
lowthesameroute. “Webelieve
that the nation lives on cricket
anditcutsthroughalot of peo-
ple ensuring us high visibility
and eyeballs,” says Narayan.
Balki agrees, “In tournaments
like IPL people don't change
channels duringbreaks because
they'rekeen toknowwhat hap-

one-on-one. All this hasn't
comecheap—thecompanyis
shelling outa massive Rs 70
crorethis yearalone. Anditin-
tends toincrease that number
toRs100croreinthe next year.

Further, it is also ramping
up its distribution. Havells
owns 37 showrooms in the
countryand intends toadd 63
more to take the tally to 100.
‘What is more, it is goingtoopen
ten massive Havells Galaxy
showrooms too. This is apart
from the 30,000 retailersit sup-
pliesto.

The hangman ad ig pro-
duced by Red Ice Films, while
theShock Jaga filmis by Crome
Pictures. All threeads areof 45
secondsand will runtill theend
of IPL, following which the
campaign will berevived inup-
comingcricket series. 4



