
  

VIPANAN 1 

 

 

 

 

 

 

 

 

 

 

 

 

GLOBAL CITIZEN AND WHO 

ANNOUNCE ‘ONE WORLD: 

TOGETHER AT HOME’ 

CAMPAIGN. 

BAJAJ ALLIANZ GENERAL 

INSURANCE EXCLAIMS 'HUM 

HONGE KAMYAAB' TO SUPPORT 

CORONAVIRUS FIGHTERS 

 

 

 

 

 

 

Bajaj Allianz released a new film, 
#CareWillOvercome, which aims to 
bring in ‘hope’ and ‘care’ in the world 
amidst the COVID-19 outbreak.This 
short video showcases stirring images 
of people from around the world. This 
video is an ode of salute to them and 
has been conceptualised keeping in 
mind the importance of bringing in a 
positive feeling. 
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JK TYRE USES TRUCK SHAYARI 

TO PROMOTE SOCIAL 

DISTANCING IN NEW CAMPAIGN 

 
Stemming from the necessity of  
creat ing mass awareness on 
social distancing, the company 
adopted a clutter breaking and 
l ight hearted communique 
through this campaign for a 
sustained and impactful 
outreach. Based on the popular 
Truck Shayari concept, the 
campaign appeals to the 
cit izens with wit ty popular 
slogans that are often seen on 
commercial vehicles in India.  
The campaign went l ive on 
social media platforms of JK 
Tyre.  
 

Created by McCann India, Dettol’s 
new ad film has been executed by the 
team while working from home. It 
talks about the importance of 
personal hygiene in fighting the 
coronavirus pandemic. It uses simple 
illustrative graphics on how washing 
hands with soap keeps germs 
away,The challenge was how to 
deliver this message without stepping 
out of one’s home since the team 
McCann ,who made the film is also 
home bound and not compromising 
anyone’s safety. 
 

 

 

FROM MENTOR’S 

DESK: 

 The pandemic COVID-19 
has brought our life to a 
standstill. The government 
has enforced lockdown in 
the country. This has 
brought a huge change in 
our mind. At this hour, we 
need to motivate 
ourselves and keep up the 
tempo of fighting with this 
novel micro-organism. In 
this situation, when we are 
forced to quarantine 
ourselves in our home, our 
team has made a 
conscious effort to present 
you with some different 
toast of news to change 
your taste. I hope the 
current market sentiments 
and problems has been 
well addressed in this 
issue to make one learn, 
feel and take action 
accordingly in this 
unprecedented situation.  

I hope VIPANAN will be 
successful in creating the 
feel-free knowledge 
sharing environment in the 
years to come. 

Happy Reading, 

Dr. Pinaki Ranjan 
Bhattacharyya 

 

A digital special created by WHO and 
Global Citizen , international 
advocacy organization include 
additional artists and performances 
from all over the globe as well as 
unique stories from the world's 
healthcare heroes.Together At Home 
will also be a multi-hour digital 
broadcast streaming online on 
multiple global platforms, including: 
Alibaba, Amazon Prime Video, 
Apple, Facebook, Instagram. 

DETTOL’S LATEST AD FILM 

PROMOTES WASHING HANDS 

TO FIGHT THE CORONAVIRUS 

OUTBREAK 
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OGILVY DELHI WINS CREATIVE, 
DIGITAL DUTIES OF 
SLEEPWELL. 

 
Ogilvy is tasked with delivering an 
integrated marketing communications 
strategy across the business. This 
includes creative strategy, brand 
equity building, and campaign 
execution – all aimed at reinforcing 
Sleepwell as the most preferred 
option in the mattress and other allied 
category. 

The video captures the idea that 
devices keep us connected and 
engaged as people practice social 
distancing to combat the COVID-19 
outbreak. The film captures various 
facets of the role of the networks and 
devices. From office video calls, 
entertainment videos to celebrating 
the birthday with the dear ones 
virtually or simply a Google search, it 
highlights the inseparable role of 
these technologies. 

 

 

 

 

 

 

 

 

 

 

 

Starbucks spends 

more on health care 

insurance for its 

employees than on 

coffee beans 
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GREENPANEL ENCOURAGING 

PEOPLE TO MAKE THE MOST OF 

THEIR ‘STAY HOME’ WITH THE 

#21DAYSOFFITATHOME 

CAMPAIGN. 

Manufacturer of wood panels, 
Greenpanel’s campaign is live across 
all social handles. Conceptualised 
and designed by Cheil India, 
Greenpanel’s #21daysoffitathome 
recommended everyone exercises 
using their house furniture to keep 
moving. 21DaysOfFitAtHome is also 
about how the furniture is an essential 
part of our lives, how it contributes to 
our daily lives and how important it is 
to choose what is made of when we 
have to spend so much time with our 
furniture. 

TIMES OF INDIA GROUP AND 

DAINIK BHASKAR GROUP 

JOINTLY LAUNCH CAMPAIGN 

AGAINST FAKE NEWS. 

“On average, 8 out 

of 10 people will 

read your headline 

copy, but only 2 out 

10 will read the 

rest.” 

              

           -Brian Clark 

 

SPOTLIGHT XP&D'S ICEA FILM 
ASKS TO RESPECT NETWORK, 
DEVICES. 

The Times Of India group along with 

the Dainik Bhaskar Group, launched 

an initiative titled, Kaun Banega, Kaun 

Banayega, which is a series of films to 

highlight the fake news malaise and 

educate readers on the importance of 

reading the newspaper. Two films out 

of the seven-video series got a 

tremendous positive response from 

social media with over 2.9 million 

views. The campaign underlines 

loads of forwards that we get – ranging 

from jokes to videos to news. 
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A FIRST-OF-ITS-KIND CAMPAIGN 

BY ONEPLUS INDIA, 

'HYPERTASKERS' WILL FOCUS 

ON ENGAGEMENT ALL 

PLATFORMS. 

Oneplus has unveiled an all-new 
creative campaign, aligned with the 
upcoming launch of the new OnePlus 
8 series. The campaign represents a 
generation that seamlessly switches 
between a diverse range of roles, 
while attuned to performing tasks at 
an incredible speed using OnePlus 
flagship devices.  Siddhant Naraynan, 
head of marketing, OnePlus India, 
said, “OnePlus aims to create 
innovative, burdenless technology to 
help our users achieve more. 

 

 

 

Companies that blog 

more than 15 times 

per month get 5 times 

more traffic 

 

 

 

 

Big Pharma spends 

twice as much on 

advertising than they do 

on researching drugs. 

 

SUCCESS STORY OF VANS 

 

 

In 1966, two brothers named Paul Van Doren and Jim Van Doren 
established The Van Doren Rubber Company in Anaheim California. As 
the story goes, the day they launched their first store, they sold the Vans 
Deck shoe which is now known as the Vans Authentic. On this first day, 12 
customers had come to the store to purchase the shoes. It’s said that the 
store had only display models in stock, so they had asked the customers 
to choose which shoe they want and come back in the afternoon to pick 
them up. All 12 of them returned back in the afternoon in order to pick them. 
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SONY AIRS AD ROADBLOCK 

ROPES IN AMITABH 

BACHCHAN AND OTHER 

LEADING STARS. 

An entire ad was shot virtually to 
support one lakh daily wagers from 
the M&E industry. Network created 
an ad roadblock to premier the short 
film ‘Family’ featuring Amitabh 
Bachchan. The film was telecast 
across its network channels on April 
6 at 9 pm. We wanted to do 
something very positive in these dark 
times," says Prasoon Pandey, 
founder, Corcoise Films and adds 
that this has been the virtual coming 
together of an industry to do 
something for the nearly 1 lakh daily 
wage earners in the film industry. 
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LUFTTHANSA- Luft is the German word for ‘air’ 
while ‘Hansa’ comes from the Hanseatic league, a 
confederation of merchant guilds that existed 
across Northern Europe the 14th – 16th century.  

 

.

 

THE UNITED PARCEL SERVICE -  
UPS chose a shield. Standing for strength and 

reliability, an image like that has a profound effect 

on the audience. The color palette of gold and 

brown lends a further sense of stability to the 

emblem. The fact that these two shades are an 

unlikely choice among businesses helps UPS 

stand out. 

 

 

HIDDEN MEANING BEHIND COMPANY BRAND 
NAME 

INTERESTING STORY BEHIND FAMOUS 
BRAND LOGO 
 

 

Team Marketing Club :- 

Raj Shree, Priya Kumari, Bishal Roy, Fahad Khan, Mridul Sinha, Akash Kumar Shrivastava, Meghali Sen, 

Sakshi Lohia, Kishor Kunal, Soumyorup Dey, Punam Jash, Sristy Priya 

 


