NAME OF PUBLI[&IKEXPRESQ

BRANDING THE WILD

-
»
——

SukalpSharma Lvﬂ / A 5

TWOULD haveendedup be-
ing just one of those ran-
dom numbers that are
thrown at us occasionally.
But one campaign made
sure that 1,411 remains
etched in our memory and
conscience as the number of tigers
leftinIndia. ‘Save OQurTigers'by Air-
cel is, arguably India’s biggest
wildlife ad initiative. Effective
branding has made the campaign,
and, in turn, the cause, stand out
from the clutter and maximise
the chances 7
spreading aware- E*"-"”TF
ness about it. And, 4
of course, who has
not heard about PE-
TA (People for Ethi-
cal Treatment of
Animals), an NGO
that has got Pamela
Anderson, Drew Bar-
rymore, Paul McCart-
ney, Alicia Silverstone
and many Indian
artistes tocampaignfor
animal-related causes
in their rather eyebrow-
raisingads.

Elaborating about the
‘Save Our Tigers’ cam-
paign, an Aircel
spokesperson says, “We
wanted to create aware-
ness about the situation on
theground.If youjusthand
outafewdocumentspacked
with statistics, who will no-
tice? Weneed tocreateacam-
paign for
effective' communication (to drive
home the message about the need
to save our vanishing tigers).”
Aircel is partnering with
WWF-India, a leading nature
conservation NGO.

Apartfrom Aircel, WWF-India /“
has also partnered with other |
companies in such initiatives.
Madhur Das, director, conser- /
vation alliances, WWF-India,
adds, “In the past five toseven |
years, the number of organi- |
sations taking up issues like
wildlife has gone up.” In another fa-
mous campaign, the Titan-WWF
watch collection focuses on six en-
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dangered species, including the
tiger, rhino and olive ridley turtle.

Harish Bhatt, COO, Titan,says,“A
company like Titan, with its large
consumer base, can really pull off
the awareness part quite well. Our
showrooms acrosg the country serve

as communication points for
the cause itselff and help in
creatingawareness.”

And if you have celebrities
putting their weight behind the
cause, then the message gets a lot
more effective. Famous crick-
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eter Anil Kumble, who is now vice-
chairperson of the State Wildlife
Board of Karnataka, says, “Every-
one out there has to realise that
wildlife is a part and parcel of our
livesandsurvival. If Icancontribute
in getting that message across effec-
tively, it's an ideal situation.” For
Kumble, it's not a one-off campaign.
Headds, “Idon'tjustlend my nameto
the cause, but I actually work at the
grassrootsforit.”

Shades of wildlife conservation
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wereobserved inthe brandingof two
majorevents that the countryhosted
inthepastthreeyears. BoththeCom-
monwealth Games(CWG)inDelhiin
October this year and the Common-
wealth Youth Games (CYG) in Pune
in 2008 were positioned as ‘Green
Games' and had tigers as mascofs.
One of the objectives of having
Shera as the mascot for CWG 2010
wasforitto “actasareminderof the
fragile environment in which tigers
dwell and to urge us to protect their

eco-system”. Similarly, Shera's
f{younger cub-brother’ Jigrr, mascot
of the CYG 2008, too, pitched in.

“Shera is now extremely popular
and people develop an instant affini-
ty for it, which is the first step to-
wards actual action,” says Sonia
Manchanda, principal designer, Id-
iom Design and Consulting, thefirm
that worked on the CWG designs, in-
cludingonShera.

Agreeing with her, Shivanad Mo-
hanty, national creative
director, Dentsu Com-
munications, adds,
“Awareness precedes
action and is a prereqg-

uisite for it. And civil
society needs to wake
up and create the re-
quired momentum
for things to really
move on the
ground.” Mohanty
was behind the cre-
ative planning and
execution of the
Aircel campaign.

It needs an en-
abling environ-
ment, though.

Leading brand
strategist Har-
ish Bijoorsays,
“There needs

to be a focused approach for
such campaignstobeeffectiveandto

get things moving. That focus can

come from using a multi-me-

dia approach to feed the pub-
lic, as the people need to be
activated into action by the
campaign. Unfortunately, that

really hasn't happened. Howev-
er, I think it's just a matter of
time. We are certainly evolving
into a more aware and animal-
friendly society.”

Ad guru Prahlad Kakkar would
want companies to go a step fur-
ther. He says, “After you have gal-

vanised people and got them
pumping and ready for making a
change, there is no one to tell them
whattodo. Companiesneedtoseethe
campaign through by telling people
how they can actually contribute to
making a difference where it really
matters.” Maybe it'stimeforanother
setof ad campaignstotakeoff.




