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ABOUT US

MORNING OWL is a knowledge driven public relations & brand
communications agency based in India.

We help businesses and organisations evolve through compelling brand
stories to make your brand famous, gain positive news visibility and connect
better with audiences.

We develop understanding of your business and effectively work on strategies
to help you engage with new audiences, increase your visibility, guard your
reputation and drive success.

We become your partner to reach the ultimate goal of giving your brand all the
recognition and popularity that it deserves.

&

‘ “ We promise to engage you with the world and
y, inspire world to talk about you ”




WORK EXPERIENCE IN VARIOUS SECTORS

Advertising

FMCG

Gems & Jewellery
Government Service
Healthcare & Hospitals
Lifestyle Event
NGO/Social Awareness
Pharmaceuticals
Service/Product Launch
Telecom

Leaders Profiling

Understanding Gem.er.ate
Client Business POSIt!ve
Media

Drafting
Strong PR
Strategy

Coverage

Leveraging
Brand
Reputation



EXPERTISE

Brand Awareness & Effective Storytelling

Market Awareness & Strategic Marketing Ideas

Media Relations & Massive Brand Visibility

Crises Prevention & Solutions

Social Media Awareness/Content Development

Profiling Leaders Beyond Business




Brand Visibility

S

Newspapers Magazines Television Radio

THTTY
L INIK BHAP <
Online Regional/Local Corporate Stories Lifestyle Stories
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Service/Product Standalone Guest Column General opinions

Launch Interviews Articles




ADVERTISING & MARKETING

Britannia Ching’s Secret Cipla

Neena Gupta, Konkona Sen Sharma want you to Cipla aims to educate people ahout obstructive
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Cigls, a leading pharmaceutical company,
has taken an initiaive to educate snd
encourage patients suﬁ!vmg from

Obstructive Airvray Diseases (0AD) to
smartly manage and control it.Amass
media campaign titied £ i
launched toelp etabsh e fcthat
obstructiveairway diseases are nota
debilitating factor, The campalgnis
conceptuskized and exscuted by GREY Group
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Battacharyy, chief creative offices, GREY group India.
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ITC

GREY group India’s latest advert for ITC challenges
the consumer’s belief that all juices are healthy an
nutritious —
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Indian Oil

Raymond (ET)

Brand Equity

Watch: Can IndianOil's new ad campaign convince

you to shift to gremmm fuel?
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Reliance

Sensodyne

A BRAND NEW TWIST TO
THE BATTLE OF THE SEXES

‘THE TVC BY RELIANCE COMMUNICATIONS THAT TALKS ABOUT BETTER TECHNOLOGY
AND BILLING PLANS AIMS TO POACH CUSTOMERS FROM OTHER NETWORKS

A Dipahikha Das
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Sensodyne uses consumer testimonials to promote
Whitening variant
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Anurta Chopra. Area Marketing Director Oral Health, GSK Consumer Healthcare. comme
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GOVERNMENT CAMPAIGNS

Beti Bachao Movement Indian Air Force Indian Army

Beti Bachao campaign aims to arrest the heinous Cai LOGIC
.
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Ministry of Women and Child Development (MWCD) has released three ad films as part of its ‘Beti Bachao' 3 th
campaign. The ad ilms have been conceptualised by Grey Group. mitnes
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Indian Coast Guard

Indian Navy

dian Coast Guard displays ‘A Different Challenge
Everyday' in this ad campaign

npaign has by )y GREY group Indlia, for the Indian Coast Guard
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As a child, your career ambition changes
every day. One day, you want to be a pilot
Another day, you wish to become a sailor
Some days you want to save the turtles, On
other days, you want to protect your nation.
Unfortunately, by the time you grow up, you
reconcile with the idea of pursuing just one
intevest for the rest of your ife, Not the case, if you apply for a job with the indian Coast

Conceptualized and executed by GREY grov a, for the indian Coast Guard, "A
Diferent Challenge Everyday” talks to the aspirations of today's youth. It showcases the

ities that this mult
arein search of a job that isn't mundane.

10 offer to the youth, who

i aving human fives, ntrymen and

biodiversity. Th toinvite who are ready to
take up a new challenge at work, every day of the yeat” said Varun Goswan, executive
creative director, GREY group India.

Ketan Desal, president-North, GREY group India said, “On our visit to the Indian Coast
| Guard organization, we met the officers and men of the Coast Guard team who are the

ighting sea chall the right spirt every single day. Capturing this
t d, d thi ifully captures the
significance of the Indian Coast Guard services to the nation and exhibiting its prowess in
maritime affairs™

Shot in maltiple locations, over a grueling 15-Gay schedule, the campaign includes a 5-
minute Short Film and 30-second Television. While the former is aimed at showcasing the
strength and capabilities of the Indian Coast Guard, to other similar forces around the
world, the television commercial is part of the recruitment drive.

Indian #s Campaign Calls it an ‘Ocean of
pportunities’ for Youth

[The Indian Navy has launched a multimedia campaign ‘The Navy Gives You
More'. The campaign alms to attract the best talent to join Indian Navy.
IConceptualised and executed by Carat Communications, the campaign is
faunched on actoss platforms.

[The campaign takes the theme of 'Ocean of Opportunities’ to the next level.

hasising on the influencing career choices for young men and women, the
[ two 60-sec TVCs, seven 30-sec TVCs.

[The videos show Navy officers getting ready for the duty with voiceover
Kesctibing the driving force that drive them to join the Navy and the role they
Iplay in the country’s defence along with the tangibles and intangibles they get iy
eturn. The videos conclude with a message ‘The Navy Gives You More'.

Pimed at presenting Indian Navy as a career option that offers various privilegey
pf working with cutting-edge defence technology the campaign also talks about
he pride one can experience for serving the nation being a naval officer.

Fommenting on the campaign, R. Ravi Shankar, National Head, Carat
“ommunications said, "It was an absolute privilege to work on a campaign of
his size and scale for the Indian Navy. The campaign is essentially about how
he Navy scores favourably on every parameter that the youth of today seek in
heir career of choice. We used our proprietary research tools to zero in on these

and discussed them at length with senior officers in the Navy before
them into creative.”

[Fo which, Kaevan Umrigar, creative head, Carat Communications, added, "We
[ecided to keep it simple and show the Navy for what it is, and the officers for
fvho they are. Let them speak for themselves. Our objective was simple - “rongte
kkhade hone chahiye”. When youngstets consider the armed forces, we want the

Navy to be first on their list.”

Swachh Bharat Mission

Swachh Bharat mission:
Embrace cleanliness and
embarrass offenders

Grey Group India has created a TVC that is aimed at humiliating people
who don’t care about public cleanliness

There are people who have no qualms about littering and throwing
garbage on the streets, urinating in public and not contributing
towards the social responsibility of keeping the nation clean. Prime
Minister Narendra Modi, on October 2, had announced the Swachh
Bharat mission to motivate citizens of India to keep the country
clean from garbage and dirt. Since then, it has been a much talked-
about initiative.

In order to support the exercise and continue the momentum, Grey
Group India has launched a TVC, as part of a larger campaign for the
Swachh Bharat mission. The central idea of the campaign is to start
embarrassing offenders for their actions and make them feel that
their actions are wrong. This is the first phase of the campaign,
which will be aired in 10 languages across all the major networks.

The 60-second TVC starts by showing a guy throwing a used glass
on the road from his car. As he does this, people on the road start
embarrassing him by applauding and staring at him. Similarly other
offenders such as Mannu Aunty and Laxmi Bhabi also become
subject to embarrassment by passersby.

The campaign tries to create awareness among people, so that they
are more careful about keeping the country clean. At the end, Prime
Minister Modi is seen speaking about the need to keep India clean.
The TVC ends with the caption ‘Swacch Bharat: Ek kadam swacchta
ki aur.”




INDUSTRY EXPERIENCE

Advertising & Marketing Beverage & Spirits
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Gems & Jewellery Hospitals

Shree Ramkrishna expects rise in exports . = ?
5 Astan markets 71-yr-old Parkinson’s
et s et s e Ty e vt (et ] e patient regains dignity)|

el Warld News Serviee | Jul 2 2010 7:20PM | Reference: 5101 WHAT IS DEEP BRAIN STIMULATION?|
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Shree Ramkrishna Export, a leading Indian diamond and diamond jewellery manufacturer,
in its exports to the new strong Asian market o nnq to setup a
ject with a 2,50,000 ate of the art manuf t Surat. The
tremendous respons g Kong Jewellery & Ger ine 2010, which
owth of the Hong Kong he gateway to the entire ‘.omlu East-Asian
hub for diamond jewellery m.». ed by China

wwes that the world diamond industry is on an upward trajectory in 2010, avercoming the
lowdown. Also, the pric ar polish dinmaond are high as the supply of rough remains
sng demand for diamonds in Asia remains solid which further supports the price

India, Hong Kong and Taiwan t
ent of its exports having tradit
g an increasing der

e the core of the set
rally come from the
nd from China and

growing
Hong Kong with a rise in online

RAahul Dholakia Managing Director, Shree Ramkrishna Export said, "These demands for dimmond
& jewellery in China including Hong Kong, would continue contributing good percentage of our
exports in next 5 years as more and more couples getting married are buying diamond




Healthcare

Pharmaceuticals (Business News)

Don’t eat out during summer

Raghav Rao

o et gt o

MUMBAE When Manish
Jhaveri (37) came down
with fever last Monday, he
popped a paracetamol
tablet.

But, when the fever did
not over the next few days,
the Mumbai Central resi-
dent was admitted to Bhatia
Hospital on April 25,

Ablood test revealed that
he had developed typhoid
and doctors suspected
Jhaveri's habit of consuming
fruit juices at street stalls
and the high temperature in
the city might be the rea
sons for his afltment.

Apart from the usual
dehydration and nun-lnlkl'.

of g
1)'ph<ml and fung
tions tend to increase dur.
ing summer.

“This year, the city’s
wenter erisis is the worst in

long time. People will be
ter from the

ntaminated with
This will definitely
lead to an increase in cases
of jaundice.” said Dr Bharat
Shah, consultant physician

iso
Nurrottamdas and Jaslok
itals. Doctors said that
the summer heat could also
make food spoil faster.
“People eating in restau
rants and roadside vendor
risk food poisoning as the
food propared in the morn
ing can spoil by the evening’
said Dr Hemant Thacker,
consultant physician
Breach Candy ¥

causes L\lk ut," said

Using methi to counter diabetes

of the major|
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Airtel, Vodafone launch | ===
BlackBerry Bold

# NEW DELHI: The country’s leading
telecom service provxders Bharti Airtel and
Vodafone Essar, in associati 1 th
‘Canada- based wireless commw.ﬁcanon
major Research In Motion (RIM), on
Thursday launched BlackBerry Bold
smartphone in India. Priced at Rs.34,990,
_ thie BlackBerry Bold would be available by
 the end of this month at the authorised
channels of Airtel and Vodafone nationally,
the companies announced. The smanphone
comes with rich multimedia capabilities.

Businessmen in the

News

Cipla, one of the larg-
est pharmaceutical
companies, has taken the ini-
tiative to educate and encour-
age patients suffering from
Obstructive Airway Diseases
(0AD) to smartly manage and
control it. A mass media cam-
paign #BerokZindagi has been
launched to help establish the
fact that obstructive airway
diseases are not a debilitating
factor. “Myth busting around
inhalers and benefit educa-
tion will be the prime focus of

the campaign. We aim to nor-
malise_inhalers and debunk

Business India : Nov 20, 2017

the misconceptions around
it. Our storytelling follows an
approach which will help dem-
onstrate the fact that patients
have a smarter and cffective
way to treat asthma,” said
Nikhil Chopra, head, India
business, Cipla. The campaign
has been conceptualised and
executed by Grey group India.
It aims to spread the awareness
that inhalers are in fact the
smartest choice to combat the
illness and aims to make them
more socially acceptable. «

‘Babsille in Mumhad o Thersday (o)

Telecom (Cover Feature)
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EVENTS/LIFESTYLE

Book Launch Event

chatterati

Booked
AAMIR Khan launched Vijay g
Singhal's book, Ganga, at Taj /
Lands End in Bandra. The actor 3
seemed quite upbeat, although (S gPe==s w L |
stayed at the event for about half g
hour and made a beeline for the
exit. If Khan was there, could Pra{Je
soon Joshi be far behind? No.
* RakeyshOmPrakashMehra | | SF
walked in too. Chunky Pandey, | = %
dressed in purple, came in with [k ",
mother, Dr Snehlata Pandey. =
Bummer Pixie wife Kiran Rao,
who always accompanies Khan,

i"' was MIA.

ton’s 2 dinoer party ested n honour 8
‘of maestros Placido Dormingo 204 2ubln A
Mehta, no invitee is going to give it 2

miss. Which is exactly what happened

Book Launch -
Author’s Interview

Marketers have been sent
on a wild goose chase

Fashion

| BusinesséInvestment




NGO/SOCIAL CAUSE

Anti Dowry Campaign (NGO Akshara) Against llegal Hoardings (NGO Janhith Manch)

| SR N T 00 REALPAGE 3 |
Shadows to Battle Eyesore

To protest against lllegal hoardings, NGO Janhit Manch use political hoirdmgs as

Breast Cancer Awareness (Mahindra Rise)
+ MAHINDRA RISE CREATES AWARENESS
m‘lﬂm W% ﬁm ﬁ,-q'{ﬁ AMONGST WOMEN IN RURAL INDIA
AGAINST BREAST CANCER IN A SOCIAL
. MEDIA CAMPAIGN
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Leaders Profiling

Abhay Kewadkar - Business Head & Chief Wine Maker at UB Group

G chilled." says Kewadkar.
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Nirvik Singh - Chairman & CEO, Asia Pacific, Placido Domingo -
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Middle East, and Africa, GREY group World’s renowned artist
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Sunil Lulla, Group Chief Executive Officer,
Balaji Telefilms

‘I run because I enjoy it.
It drives me and I drive it’
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Tor Myhren, Head - Marketing
Communications, Apple (global)
(This article was organized when he
was Ex Creative Head, GREY global)

“If Something I See Pisses Me
Off & Makes Me Jealous, It
Usually Means It’s Really Good”

Tor Myhren on taking Grey's creative department several
floors down and its creative rep several ranks up
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M Thanks!

Any questions?

You can reach me at:
sonal@morningowl.in

morningowl.pr@gmail.com
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