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The joy that some of the entries to WOW Awards 2010 gave the 
jury was evident at the jury meet. The four jury members physi-

cally present spent the day deliberating each of the shortlists. Three 
jury members from out of Mumbai joined in on a never-ending 
conference call. The seven agreed, disagreed, debated, deliberated, 
listened, and finally, decided. The Gold, Silver and Bronze WOWs 
for 2010, in 32 categories, were decided by 8 pm on March 6, 2010. 

Even the shortlists, arrived at through the average of individual 
scores given by each jury member to each entry, were contested 
in some categories - where one or more jury members thought 
that an entry which didn’t make it on the basis of scores deserved 
to have made the cut. Those entries were re-opened for debate. 
The involvement of the jury was complete and intense. The depth 
of thought applied to each entry ensured that not too many were 
awarded metal at the end. As time went by, some Golds were re-
duced to Silvers and Bronzes; some Bronzes dropped off the list; a 
rare Silver climbed up to claim Gold. If the entries could have been 
humanised, the entire process would have made for a fantastic real-
ity show! 

In the words of jury member Aniruddha Haldar from Club Mahi-
ndra Holidays, entries to the WOW Awards 2010 “strengthened 
the belief that the best experiences are not about the money that 

backs it but the ideation and execution skills that bring it alive”. 
It was a sentiment echoed by the six other jury members who 
painstakingly spent time evaluating entries this year. On the other 
hand, there was also unified criticism of the variance in the format-
ting of entries. 

While the entries were technically in the format prescribed by or-
ganisers, they still seemed starkly different from each other. The 
attempt, obviously, was to impress the jury in signature style, and 
thereby cut through the clutter.

Between the first edition and now, entries have obviously evolved 
for the better. Perhaps to balance that, there were a slew of new 
entrants learning the ropes in the 2010 edition. As advertising agen-
cies that flock to Cannes will tell you, crafting an entry for an awards 
show is an art like none other. In effect, the best work wins only if 
documented, articulated and presented properly. It had to be com-
pelling enough for the jury to say “WOW”, and the argument had 
to be in accordance with the category in which it was entered. 

Unfortunately, several entries representing a lot of work that are 
widely acknowledged as good reeked of lack of application and 
effort. Well, there’s always next year. For now, let’s celebrate the 
entries that made the jury go WOW.
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Lloyd Mathias  
President & Chief Marketing Officer  

Tata Teleservices Ltd

On the rise of BTL marketing, and its importance in the pro-
motion of brands...

Clearly, brands are having to look beyond the static 30-sec-
ond commercials. Increasingly, consumers want to participate 
in the brand. Events and activations are going to be a critical 
part of how a brand speaks to the consumer; therefore, go-
ing forward, I think events, activations, consumer touch-points 
and consumer participation in a brand’s evolution will be of 
essence.

Please comment on BTL marketing in telecom as a category, 
given the hyper competition.

I think the role of activation is far more critical in the tel-
ecom category because with voice tariffs going the way they 
are, it’s clearly about the kind of experience you can give 

consumers on-ground. The more you can remind consumers 
about the features your brand has to offer, the more relevant 
it becomes to consumers.

On the quality of entries...

The quality of entries in some categories has been good, 
and in some, it required a lot more in terms of presentation. 
So what we saw was a cross-section: some of them were 
remarkably well-presented and made a very sharp point. The 
entries that stood out most were the ones that played core 
to what the brand stands for. If you could amplify the core 
brand promise with your entry, I think that works far more 
succesfully. Staying close to the brand strikes a chord with 
the consumer and so the jury obviously felt that that’s what 
deserved to be awarded.

Was there something specific the jury was looking for?

The winning entries clearly stood out because they am-
plified the brand promise; they also had a certain scale 
in terms of execution. At the end of the day, it is the 
idea that really made a difference: one is amplifying the 
brand promise and the other is bringing the activity to 
where the consumer is and ensuring scale to the activity.  

And, of course, the proof of the pudding is the number of 
consumers reached out to, or the number of consumers you 
can get to act, in terms of buying your brand or product.

On the need for measurability in BTL marketing activities...

In the current context, with overall pressures on businesses 
and profitability, not just marketers but even business leaders 
also are looking at the measurability of the entire concept. I 
think event companies should stay focussed on that aspect.

Message for winners, and those who missed out...  

I congratulate the winners. I think they are being rewarded by 
their clients, which is great. 

For those who haven’t won, re-look at what the core idea be-
hind the brand was and how to amplify it. And in some cases, 
the presentation needed to highlight the key points, and some 
presentations fell short. So they were good ideas that possibly 
suffered because they were not well-presented. 

The winning entries clearly 
stood out because they 

amplified the brand promise; 
they also had a certain scale 

in terms of execution.

Pradeep Pandey 
 Director - Branding & Communication

AEGON Religare Life Insurance 

For a brand to make a direct connect 
with its consumers, BTL is significant. 
There is clear challenge for clients as 

well as agencies - you have to develop 
something which will deliver more 

measurable results.

The life insurance category is highly dependent on intermedi-
aries. How has the role of incentives and promotions evolved 
in engaging intermediaries and educating customers?

Life insurance has, by and large, been dependent on agents 
for getting new customers. All companies have to do what-
ever possible to get the attention and interest of customers, 
and get them to meet the agent. The role of promotions thus 
becomes very critical, because it also helps generate a good 
database of prospective customers, whom we can follow-up 
on later.

Jury Speak

EVENTFAQS Newsletter

December 2009

India’s Platform for Events  
and Experiential Marketing
www.eventfaqs.com

‘A promotion idea has to come 
from the core of the brand’  
- Lloyd Mathias

President and CMO, Tata Teleservices; Jury Chairman,  

Cover Final_EF_Dec09.indd   1 1/5/2010   1:55:52 PM

wow2010.indd   19 3/11/2010   3:52:09 PM



March 2010

The challenge with life insurance as a category is that it is 
intangible - you cannot touch the product. The product we 
are selling is only a promise. So how does one give that 
promise as an experience to the customer?  Promotions for 
life insurance is tougher than it is for other categories. Hence 
if events and sponsorships are programmed in an intelligent 
way, they can reach out and be effective. 

Are you happy with the entries that have come in from the 
insurance category?

The entries have been good this year - from both insurance 
and non-insurance companies. But here again, there were ex-
tremes. Some were very sharp and focussed, and it was a 
learning experience for me personally, which I could perhaps 
replicate in my line of work. 

How much do insurance companies spend on BTL activities?

Largely because of the nature of its value, ATL takes up more 
of the marketing budget. The ratio of ATL-BTL spends varies 
across organisations. The split is approximately 30 per cent 
for BTL and rest 70 per cent is for ATL. 

Do you see BTL as a medium of marketing growing faster 
than ATL?

This is an interesting question. It may not necessarily be so 
that BTL is growing faster than ATL. Above-the-line marketing 
has its own place, but for a brand to make a direct connect 
with its customers, BTL is significant. I think there is clear chal-
lenge for clients as well as agencies in the BTL space - you 
have to develop something which will deliver more measur-
able results. The aim of BTL is moving away from awareness 
to more focussed communication and conversion of the au-

dience into customers. The communication has to be more 
tangible.

Who takes the lead in proving creative solutions for BTL ac-
tivities?

The lead has to come from the client. He should be sure 
of what he wants, and should work with partners who are 
experts in this space. Often, agencies delivering in the ATL 
space are not able to deliver in a similar manner with BTL. 
There can be a great idea coming in from the advertiser, but 
once a line of communication is set, it has to be worked upon 
by experts.

On the judging experience...

Frankly, it was an interesting experience to see experts judge 
so many categories of events and promotions. One of the 
things which can be worked on is a better format in the way 
the entry is presented. Every entry should be very clear on 
what the objective of the activity was, and what its results 
were. 

I am happy to have been part of the jury process because 
it has opened my eyes to new ideas. Secondly, I was able to 
meet some other fantastic jury members.  

Message for winners, and those who missed out... 

I wish to congratulate the winners because they are being 
awarded for their extraordinary work. And for those who 
haven’t won, the message to them is that they should try to 
understand what has worked for the winners. It is very impor-
tant that the communication should be strongly connected to 
the brand. 

Many of the products under the Wrigley’s umbrella are mov-
ing from confectionery to the oral or dental care segment. 
How does this impact marketing communications on-ground? 
What is the importance of BTL marketing in this segment?

Orbit, the world’s and India’s largest sugar-free chewing gum 
brand, has been positioned, since the very beginning, as a 
gum with oral health benefits. Orbit, like the other brands 
in the Wrigley portfolio, has a robust 360-degree marketing 
programme, which is inclusive of TV, radio, the Internet and 
BTL activities. 

For Orbit which focusses on health-conscious young adults, it 
becomes all the more important to interact and connect with 
its consumers one-on-one. The importance of BTL marketing 
in this segment not only helps communicate the fact that Or-
bit is a chewing Gum that also provides oral health benefit, but 
also helps in building a strong bond with the consumers. 

The category being highly impulse-led, are BTL and on-ground 
activations increasingly important?

It is true that the category is impulse-led. But consumers do 
make a branded choice when they reach out and take an 
Orbit or a Boomer at their local paan shop. Connecting with 
consumers and engaging with them is of prime importance 
for every brand. At Wrigley, we take great pride in the fact 
that we are a consumer-driven organisation and have kept 
the consumer at the core of every decision we take. BTL and 
on-ground activations are gaining importance as they help us 
engage and communicate with the consumers in a far more 

Himanshu Khanna 
Marketing Director 

Wrigley India

I was highly impressed by the 
creative excellence of each of 
the entries. Evaluating each of 

them and selecting the best has 
been extremely challenging.
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Vinay Bhatia 
Customer Care Associate
VP - Marketing & Loyalty  

Shopper’s Stop

How do you see the growth of BTL marketing and activations 
in the retail space? 

The growth of BTL marketing in the retail space will be ex-
plosive. Since in any point-of-sale activity, the results are 
measurable, this gives the client a very clear idea of input 
and output.

Do you think activations in retail outlets have gained enough 

focussed manner than the other largely fragmented media op-
tions. It is a matter of choice between awareness and bond-
ing, and every brand in its life cycle has to make these choices 
depending on the objectives and the stage.

Would you agree that integration of on-ground promotions 
and properties with mass media campaigns haven’t matched 
those in some other categories? 

A Mumbai Smiles campaign, for instance, isn’t recalled as 
much as your TVCs. As a general rule, it is right to say that 
the integration of an on-ground promotion with mass me-
dia always amplifies the brand visibility by two-folds, though 
this may not always hold true. Mumbai Smiles campaign is a 
highly-focussed activity aimed at reaching out to health con-
scious individuals through one-on-one interactions, to spread 
the message of oral health care. 

On the other hand, we have a mass promotion programme 
like Boomer Bubble Blowing Championship aimed at kids at-
large, which certainly had a stronger recall value because of 
the scale of the event and the array of communication media 
engaged. Both these were very successful in their own right 
and to compare them would not be fair as they had their own 
objectives and KPIs (Key Performance Indicators). 

The choice of media mix and its amplification through BTL 
activities eventually depends on the objective, the TG and the 

nature of the activity, and hence each brand communication 
endeavour and its success needs to be evaluated in that light.

What are your observations from the judging process?

I was highly impressed by the creative excellence of each of 
the entries in experiential marketing. Evaluating each of them 
and selecting the best has been extremely challenging. The 
final winners have been selected on the basis of innovation 
and effectiveness of their brand promotion.

Wrigley was celebrated at WOW last year, in style. Would you 
consider yourself ahead of the pack as an integrated mar com 
push company?

Winning last year’s WOW award speaks volumes on our abil-
ity to plan and execute strong brand activation programmes. 
Our highly-innovative on-ground activities coupled with mass 
media campaigns, help us in building a strong bond with our 
consumers.

Message for winners, and those who missed out... 

Congratulations to all the winners for becoming the flag-bear-
ers of experiential marketing. For those who missed out, there 
is always the next time. One should not lose heart but learn 
from this experience and build on this for the future to emerge 
victorious.

Many ideas were a superb 
hybrid of what we conventionally 

call ATL and BTL.

momentum to be considered as a separate sub-sect under 
BTL marketing? 

Yes, I believe they should be considered separately since there 
is clearly a critical mass of initiatives in this space. 
 
How often is there an external promotions or BTL marketing 
agency involved in these activities? 

This is a less explored field for a typical brand manager and 
hence a good quality agency or partner would be critical to 
strategise and execute in this space. The reason I say ‘strat-
egise’ is because the agency would not only execute, but 
also come up with ‘practical’ ideas that meet the client brief.

What were your observations from the judging process? 
Please elaborate on the quality of entries received and your 
experience of evaluating them. 

My key observation was that frankly, there is no line - below 
or above. Many of the ideas presented truly did enough for 
their brands and there is no point debating whether this was 
above or below-the-line. Many ideas were a superb hybrid of 
what we conventionally call ATL and BTL. My key observa-
tion at the end of this is, ‘Is there really any line in marketing?’

For me, the ideas that worked were characterised by the sim-
plicity of strategy, and as a result, an even simpler execution. 
The uniqueness is really brought about through the simplicity 
and the single-mindedness of the winning ideas.

Message for winners, and those who missed out... 

All I can say to all the participants is that the jury spent many 
hours passionately arguing over your ideas – and in some 
sense, all of you are winners.
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How have events and promotions evolved as a sphere of mar-
keting communications, in your experience?

Experiential marketing is evolving and increasing media frag-
mentation is causing more and more brands to adopt these 
‘unconventional’ means. Given the increasing clutter in this 
medium and the kind of ‘life clutter’ that consumer have, some 
very exciting innovative breakthrough thinking is taking place 
here. Truly engaging the consumer is becoming more impor-
tant and somewhere that is the core challenge in any market-
ing programme.
 
For a category like yours, how important are live brand expe-
riences? Where does the core idea for BTL campaigns come 
from?

For Club Mahindra, BTL or experiential marketing has been 
an area of core strength we draw almost 60 per cent of all 
our new member enrollments directly thorugh these promo-
tions. Hence, for us, not only do these events and activations 
showcase the brand, but they also truly need to engage the 
consumer and ‘recruit’ him to join the brand franchise.
 
Do you see integrated campaigns across categories becoming 
more wholesome by the day, with better integration leading 
to better connects at multiple touch points? What can agency 

Aniruddha Haldar 
Head – Marketing 

Mahindra Holidays & Resorts India

The enormous amount of 
entries received speaks about 

the need and excitement 
WOW Awards has created in 

the corporate world.

Anuj Pasrija 
Country Head - Arogya Parivar 

Novartis India

What are your observations from the judging process? Please 
elaborate on the quality of entries received and your expe-
rience in evaluating these. What were the most important 
criteria you considered while evaluating entries? 

The enormous amount of entries received in just the second 
year since the institutionalisation of the event speaks about 
the need and excitement this has created in the corporate 

One just hopes to be WOWed every 
year like this year, and be struck with 

all that this medium has to offer.

world. Most of the entries met the eligibility criterion and 
made elimination a tough decision. However, final evaluation 
was based on meeting the stated objectives and quantified 
outcomes.

How could entrants better present their entries? 

Clearly-stated objectives and measured impact thereof cer-
tainly stands a better chance of winning. There were some 
entries that nearly missed making it, for lack of this.

Your brand was a winner in the ‘Rural Marketing Program of 
the Year’ category at WOW Awards 2009. Comment on the 
importance of a rural marketing programme for a brand like 
yours, and your category.

Most of the efforts on rural initiatives do not have immediate 
or short-term gains. It takes patience and long-term commit-
ments to create a sustainable delivery in the hinterland. An 
early recognition does add to encouragement to early play-
ers and your award did exactly that for us in 2009.

What essentially is a pharma client’s expectation from BTL 
agency partners? Is there room for a specialised BTL/event/
promo agency for pharma? 

On-ground advocacy and community empowerment are 
critical for improving the healthcare situation for the poor at 
the bottom of the pyramid (read: villages). Agencies working 
on BTL marketing should be able to provide the expertise for 
community education . At the same time, they should be able 
to trigger behavioural changes such that consumers under-
stand the need to invest for their health. 

Message for winners, and those who missed out...  

One cannot take success for granted; you can be caught  
unawares with continuous innovations all around. As for those 
who missed out, I would say that nothing is forever, including 
failures! So, keep trying.
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What platforms of experiential marketing best suit an apparel 
or sports wear brand based on the premise of performance?

Experiential marketing for us means providing the consumer 
a leisurely shopping experience peppered with delightful cus-
tomised inclusions in products and services. Examples include 
in-store live DJs whose music would help lighten the mood 
of consumers and encourage them to spend greater time in 
the stores. 

Giving fitness advice through experts and providing style 
makeovers are other ways of experiential marketing that we 
do in our stores, which help us connect better with our con-
sumers and build brand preference.

Please elaborate on some of the BTL marketing activities of 
Reebok in India.

BTL forms an important part of the overall marketing ap-
proach, especially for the launch of technologically-advanced 
products as it provides an opportunity to both engage and 
explain. Reebok’s biggest campaign in 2009 was the Hexride 
Campaign with Bipasha Basu and MS Dhoni, wherein we de-
veloped an interactive floor graphic which not only com-

The big idea, the depth and 
quality of execution, the strategic 
approach, the results, and most 
importantly, whether the activity 

fulfilled the stated objectives, were 
some of the key elements that 

determined the judgement.

Sajid Shamim
Director - Sales & Marketing 

Reebok India

municated the technology, but also allowed consumers to 
engage and play. It was like playing a game on the floor with 
your feet, and the gratification for doing well in the game 
could be taken by simply walking into a Reebok store nearby. 
The activation worked really well for us and helped increase 
both walk-ins and sales.

More recently, we conducted the EasyTone Trial Zone BTL 
activity. The objective was to generate trials of the EasyTone 
footwear – a challenging activity due to different size re-
quirements, getting consumers to change their footwear for a 
while, recording feedback, etc. The activity was made inter-
esting by adding quizzes, games, contests and freebies, and it 
generated a great response from women.

What is the most important objective of a BTL marketing 
activity? As a client, what are your expectations from a pro-
gramme,  in terms of results?

The objective could vary from activity to activity – it could 
be creating awareness, generating leads or increasing sales. 

As a client, the biggest expectation that we have from a 
BTL activation is that it should be able to excite consumers. 
It should leave them with a pleasant experience that they 
remember and a positive outlook towards the brand. This will 
ensure that concurrent with the needs and the design of the 
activity, most consumers will return to the brand immediately 
or in the near future. Creating lingering excitement is the key 
to a BTL activation.

Is the big idea the biggest trigger? How important is innovation 
and uniqueness of a programme?

In contemporary times where advertising clutter dominates 
just about every space, the big idea is actually the most im-
portant thing. A consumer’s attention span is even more lim-
ited today and you need to be really innovative in order to 
successfully engage him within a short duration. The days of 
the plain vanilla BTL activations are over. 

BTL activation today must take on the mantle of the three Es 
– excite, engage, explain. The activity should excite consum-
ers, the excitement should help them engage, and the engage-
ment should provide the platform to explain the product.

What were the most important criteria you considered while 
evaluating WOW entries?

The big idea, the depth and quality of execution, the strate-
gic approach, the results, and most importantly, whether the 
activity fulfilled the stated objectives, were some of the key 
elements that determined the judgement.

Message for winners, and those who missed out?

There is always a next time. Competition is healthy – keep 
trying your best, outperform and out-win next time.  

partners (ATL and BTL) do better? 

The understanding of how experiential marketing can deliver 
RoI and WOW is today limited and usually partners sacrifice 
one for the other; whereas in any marketing programme, one 
cannot do with both being well-represented.
 
Feedback on WOW Entries; message for winners, and those 

who missed out? 

The entries showcased the wide potential that a variegated 
consumer base offers. And strengthened the belief that the 
best experiences are not about the money that backs it, but 
the ideation and execution. One hopes to be WOWed every 
year like this year, and be struck with all this medium has to 
offer.
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