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Instances of companies looking
atprofessional go-getters instead

of sports and film stars are on the rise.
By Krishna Gopalan

“The advantage of having a noncelebrity is that he brings a higher level of in-
tegrity to the brand. Besides, there is a certain level of fatigue that sets in when
acelebrity endorses a brand,” says Harish Bijoor, CEO, Harish Bijoor Consults,

THE NEW FACES THAT SELL. [CLOCKWISE FROM TDP LEFT] FADIA, MALHOTRA, BAL, AND KASBEKAR

HEADVERTISINGJINGLESHAVE 2 new pitch. Ask super-
cop Kiran Bedi, ethical hacker Ankit Fadia, or
glamour photographer Atul Kasbekar.

For about a decade and a half now, there has
been an overwhelming presence of celebrities

in Indian advertising. Large brands such as
Pepsi, Coke, Airtel, Reebok, and Hero Honda

have used what is often called the “star quo-
tient”. This has been restricted to cricketers
and film stars. But of late, instances of compa-
nies looking at achievers in other professions have been on the ascent.

asconsulting firm. Also, these endorsers are rarely paid more than Rs 1 crore for

acampaign— a fraction of what a Hrithik Roshan or an M.S. Dhoni gets.
Arecent example is the 25-year-old Fadia (his first book on ethical hack-

ing was published when he was 15), the brand ambassador for Flying Machine

jeans, Fadia agrees that a lot of brands are looking bevond cricket and films,

Puto Mustrotion by SANJAY PIPLANI

“In the case of Flying Machine, it's
allabout being cool and the ability to
streteh the limit. Hacking is an activ-
ityon the same lines,” he says.
Interestingly, Fadia replaced Ab-
hishek Bachchan. For the brand, the
objective now is to look at achievers.
“We have signed on Michael Foley
[the designer] as well. We identify
talent and use our brand as the plat-
form,” says Alok Dubey. vice presi-
dent, Arvind Lifestyle Brands, the
company that owns Flying Machine.

Other noncelebrity campaigns
include fashion designer Rohit Bal
endorsing Hindustan Motors’
Mitsubishi Outlander 2010, Kiran
Bedi and fashion designer Manish
Malhotra for Ariel detergent, and
Kasbekar for Mahindra’s Xylo.

Kasbekar was taken by the fact that
his endorsement would be a personal
statement on the lines of the commu-
nication for the Volkswagen van in the
'60s and '70s. “That really impressed
me. Besides, Mahindra & Mahindra
said the new campaign was conceived
with mein mind,” he says. Thiswasa
change from the earlier “Time of My
Life” Xylo campaign.

Importantly, Bijoor says a celebrity
is used when the brand is looking
for salience in the market. “Here the
celebrity is often portrayed as a ce-
lebrity. The noncelebrity comes much
later in the advertising evolutionary
cyclein India,” he adds.

For now, the celebrities have some
serious competition. The game for the
Indian consumer’s attention promises

| tobe even more interesting. M8
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