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Disney+ and  Hotstar,the streaming 

stations are offering global health and 

wellness content to its subscribers. 

Aiming to strengthen the health and 

fitness category, Disney+ Hotstar has 

entered into a strategic alliance with 

Brilliant Wellness to introduce value-

added content from top fitness experts, 

yoga and spiritual gurus, along with 

celebrity nutritionists spread across more 

than 100 fitness programs to ensure a 

healthy  regime among audiences bound  

and lockdown restrictions. 
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UBER 'S #SAFEFOREACHOTHER 

CAMPAIGN HIGLIGHTS SELF -

CARE SAFETY. 

NESTLE INDIA SHOWCASED A 

DIGITAL FILM FOR WORLD 

ENVIRONMENT DAY. 

 

Ride-hailing company, Uber has 

launched ‘Safer For Each Other’, a new 

marketing campaign to underscore that 

safety, too, can spread if each rider 

sanitises their hands, wears a mask, 

and doesn’t travel when sick, thereby 

making the entire platform safer for the 

next rider.The campaign highlights 

‘self-care spreads safety’. Through this 

campaign, Uber will reach out to its 

riders through a 360-degree 

amplification plan to ensure greater 

awareness about rider safety. 

FROM FACULTY 

MENTOR’S DESK: 

 Dear Reader, 

 
It is really a great concern 

that pandemic COVD 19 

has ransacked our normal 

life. The entire world is 

severely affected. Though 

the people are trying to 

match with this pandemic, 

it has become difficult to 

find out an easy mean to 

contain the virus. However, 

marketers have taken note 

of this and are trying to 

create demand, be vigilant 

about the logistic issue and 

keep the show going. At 

CBS, we have also made 

an attempt to wither the 

storm and offer our readers 

the coveted newsletter at 

regular intervals. 

I reiterate that our team has 

exemplarily contributed in 

delivering quality news in 

due time. I hope you will be 

interested in reading 

selected news which we 

have included in this issue. 

Happy Reading, 

Dr. Pinaki Ranjan           

Bhattacharyya              

 

 

DISNEY+ AND HOTSTAR FOCUS ON 

HEALTH AND FITNESS SEGMENT 

THROUGH ALLIANCE. 

 

As brands went creative for the World 

Environment Day,Nestle in 

collaboration with Nestlé India in 

collaboration with Stree Mukti 

Sanghatana and RECITY have 

released a poetry film, ‘Let’s imagine a 

healed world’ as part of Project 

HILLDAARI this World Environment 

Day. The poem recited by Anamika 

Joshi, a popular spoken word 

performance artist, urges people to 

collectively imagine a cleaner 

environment similar to what we are 

experiencing these days during the 

lockdown. 

 

GAMING COMPANY, GAMES24X7 

HAS UNVEILED A NEW DIGITAL 

INFLUENCER CAMPAIGN. 

For it’s Rummy Circle,Games 24x 7 

formulated the campaign by Spring 

Marketing Club aiming to deepen the 

connection between the game’s 

platform and players.Games24x7 has 

partnered with Bollywood artists, 

Aparshakti Khurana, Varun Sharma, Vir 

Das, and Manjot Singh for the campaign 

in the North Indian market.The digital 

films feature the actors portraying an 

array of emotions while they are up 

against others in an exciting game of 

online rummy.  
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FLITE FORMULATED NEW VISUAL 

LOGO STRATEGY.  

 

TATA TISCON'S NEW GREEN 

CAMPAIGN-"PLANT FOR THE 

PLANET". 

 Tata Tiscon spreads the message of 

building a strong planet through Tata 

Tiscon Go Green, the brand’s 

sustainability initiative. ‘Plant for the 

Planet’, is a digital film conceptualised 

by Wunderman Thompson South Asia 

which came out on World Environment 

day to encourage people to care for and 

nurture the environment.film as a part of 

World Environment Day. 
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DESI HANGOVER HAS 

LAUNCHED A NEW CAMPAIGN 

'SWADESI 2.0'. 

The brand has released a TVC which 

consist of the Swadesi pledge with a 

message for the consumer to opt for 

local brands rather than international 

brands, as the current COVID – 19 

crisis has rattled country’s economy, 

and left brands in a state of uncertainty 

with regards to the future.According to 

the company, it is like the original 

Swadesi movement urging Indian 

consumers to 'be Indian and buy 

Indian'. This initiative aims to educate 

audiences about the benefits of 'going 

swadesi'. 

 

    

In 2000, Blockbuster 

video turned down a 

chance to purchase one 

year old company called 

Netflix for $50 million. 

.  

Footwear brand, Flite has tweaked its 

traditional logo with a contemporary, 

new visual identity. Continuing with the 

existing colour palette for familiarity, the 

logo attempts to embody an iconic 

visual element, which, while being 

integral with the brand, can be used 

independently as well. 

 

 

“Content is anything 

that adds value to the 

reader"s life.”  

      -Avinash Kaushik 

 

The Swiss food giant roped in 

Narayanan, the first Indian managing 

director in 17 years to head Nestle 

India, at a tumultuous time for the 

company. The mission was to regain 

consumer trust and market share after 

the “lead controversy” of 2015.During 

the lockdown, demand for Maggi 

surged by at least 20-25% over the 

average ‘pre-Covid numbers’ says the 

director. 

 

NESTLE DECODING "LOVE FOR 

MAGGIE" DURING LOCKDOWN. 
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BLUEHOST ASKS TO UNLOCK 

YOUR BUSINESS WITH ITS 

DIGITAL CAMPAIGN. 

 
Website hosting provider, Blue-
host has launched a new 
digital marketing campaign to 
inspire small business owners to go 
online and unlock the potential of their 
business during the COVID-19 
lockdown. As per a study by 
Endurance and Zinnov in Dec ‘19, 
there are nearly 8 million small 
businesses in the emerging segment, 
a new family of SMBs which are using 
online products/solutions to earn their 
living. A website provides greater 
control and customisation, it enables a 
business to close the sales process by 
integrating a payment solution, and 
lends credibility to the business, the 
company added. 

 

 

 

 

Uber is the largest taxi 

company with no cars of 

its own. 

 

 

 

 

 

 

          

Adidas will cancel any 

sponsorship deal they 

have with a player if it 

turns out he has anything 

to do with Scientology. 

 

 

COMEBACK STORY: NETFLIX TURNAROUND 

 

 

Qwikster was the Netflix greatest failure and bad strategy of making more profits. 

Qwikster was a service that Netflix created to separate unlimited streaming and 

DVDs dispatch by mail plan to be separate services. This move by the company 

created an exodus of more than a million subscribers who fled Netflix in a single 

quarter. Although the company apologized and scrambled Qwikster they were not 

able to recover until the release of original series’ such as House of cards which 

was launched in 2013. The stock shares sky rocketed once more to nearly $400 

per share. 
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NIKE SAYS 'DON'T DO IT' ON 

RACISM. 

Nike has taken a stand 

against racism with a "Don't do 

it" campaign, a twist on its famous 

catch phrase, as protests against 

police brutality spread across the 

United States. "For once, Don't Do It... 

Don't pretend there's not a problem in 

America," the US sports apparel giant 

said in a video posted to Twitter late 

Friday. In a rare sign of solidarity, 

competitor Adidas retweeted the 

video, with a message stating: 

"Together is how we move forward. 

Together is how we make change." 

 

https://brandequity.economictimes.indiatimes.com/tag/racism
https://brandequity.economictimes.indiatimes.com/tag/campaign
https://brandequity.economictimes.indiatimes.com/tag/twitter
https://brandequity.economictimes.indiatimes.com/tag/adidas
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CADILLAC - The name comes from the founder of 

Detroit, French explorer Antoine Laumet de la Mothe, 

who invented for himself the title of sieur (sir) of 

Cadillac. The intricate badge comes from his 

fabricated coat of arms, which he based on the 

authentic shield of his old neighbour, the baron of 

Lamothe-Bardigues. 

 

EIGHTY 20 - Unless you’re really good at math, you 

probably wouldn’t be able to guess the meaning 

behind Eighty 20’s (a South African analytics 

consultancy) logo. The squares actually represent the 

binary pattern for 1010000 and 0010100, which mean 

eighty and twenty. 

 

 

HIDDEN MEANING BEHIND COMPANY 
BRAND NAME 

INTERESTING STORY BEHIND FAMOUS 
BRAND LOGO 
 

 

Team Marketing Club :- 

Akash Kumar Shrivastava, Meghali Sen, Sakshi Lohia, Kishor Kunal, Sristy Priya, Soumyorup Dey, 
Punam Jash 
 

 


