REICLICETE CikT IFIENCT IS C'KW!.TI‘.‘I’ O reacts > roattiers. Ie
translates to around 2.5 lakh cars per annum while
VWstotal capadity stands at only 1.1 1akh; It will take
another 2-3 years to hamess the entire installed ca-
pacity and VWislooking at getting the numbers from
Marut, saida person close to the development.
‘When contacted Maruti-Suzuki chairman RC

mvestment o T2 crore, will help the firm pro-
duce an additional 2.5 lakh cars by 2013, taking the
total capacity o 17.51akh. Itplans tosell over 151akh
cars in India besides exporting 15% of what.it pro-
duces by 2015. Indian car sales are expected 1o dou-
ble to over 30 lakh uniis in five years, as per the Soci-
ety of Indian Automobile Manufacturers.
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Vento sedan has become the talk of the
\ town, literally and figuratively. On Tuesday,
readers of The Times of India in Mumbai,
Delhi, Bangalore, Pune and Chennai woke
up to the surprise of their newspaper
‘speaking’ to them about the Vento; the first
everadvertising campaign of this type in the

A VOLKSWAGEN'S advertisement for its

“ among media professionals, the starkly dif-

ferent advertisement has drawn excited
comment forits innovativeness and poten-
tial to become a trendsetter.

The ‘talking’ advertisement — an audio
| rendering of the print commercial — was
made possible by a light-sensitive device
weighing just a few grams and pasted on the
final page of the paper’s special 10-page sec-
tion. It was carried in some 2.2 million copies.

“Nowa new concept has entered the port-
folio of ideas and companies will copy:it.
Companies will say, “what worked for them
will work for me* and try and create their
own messages,” said Jessie Paul, CEO of
marketing consultancy Paul Writerand the
former marketing head of Wipro.

Volkswagen, nostrangerto unconvention-
al advertising, said the aim was to do some-
thing innovative to help raise awareness of
the brand and drive traffic to showrooms. In

‘Roadblocked’ campaign in The Times of In-
dia, filling up all advertising space in the paper
withiits own ads and blacking outall others.
Lutz Kothe, head of marketing at Volk-
swagenIndia, credited his l4—year—old niece
Beatrix Madersbacher for giving him the

world. On social networking sites and

November last year, the German fan its.

Vento advt talk of the town

Chip In The Paper: Speakmg Ad, A Trendsetter, Opens New Portfolio Of Ideas

with The Times of India and The Hindu.

“Was wondering if the walls were speak-
ing, when T opened the TOI today.. really
unique audio ad by VW!I Das cool!”, Vanes-
sa from Chennai wrote on Twitter.

Bhaskar Das, executive president of The
Times of India Group, described the adver-
tisement as an innovation in co-creation
that makes a statement for not just Times of
India, but the entire print media.

“Ittells you that even as statica medium as
printcandeliverand thatifthere’sa greatidea,
print media has no constraint in execution.”

The advertisement needed almost six
months of groundwork. Volkswagen, media
agency MediaCom and The Times of India
worked together to source the chips, paste
them on 2.2 million copies, create the edi-
tion and distribute the copies on time. Volk-
swagen and The Times of India group de-
clined to provide financial details.

Media communications group Mudra's

chief creative officer Bobby Pawar was of

the view that the fact that there was aichip
in the paper was not the only innovation.
"We wanted to give voice to the passion of
the people who create the car in a media

* that hasno voice.”

idea of a ‘talking’ advertisement when he
was on a business trip to Munich.

“My niece sketched the idea on paper,
sealed itand asked me to epenitin Mumbai,
whereIstay,” hesaid.

Back in Mumbai, Mr Kothe shared the
idea with his creative and media team to
convert the teenager’s idea into an iPod-
sized device embedded with a'chip, a speak-

‘er and batteries to last for 140 minutes.

Madeat a Volkswagen plantin China, about
2.5 million of these devices were distributed

MediaCom MD Divya Gururaj said Volk-
swagen is a modest spender compared 10
competition and unconventional methods
helpit stand out.

“When we launched the brand, aware-
nesswasverylow. Competition like Maruti,
Tata, Hyundai outshouted us by far, In such
a scenario, we had the option of following
the norm and doing regular full-page/half-
page ads or doing something” completely
radical, Our strategy to be innovative has
worked,” she said.
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Hset the silver screen on fire with his

groovy dance moves ever since his debut in

Kaho Naa Pyaar Hai and now Hrithik
Roshan will soon'shake aleg on the small screen,
Hindi general entertainment channel Star Plusis
said tobe in talks withithe bollywood actor to play.
hostin the Indian version of the dance reality show
‘Soyou think you can dance.”

Sources say the channel is shelling outalmost T2
crore perepisode of the show for the actor, making
him the highest-paid actor tohost a television show.
The dance show will runactoss 26 episodes.

Even the King Khan of Bol.lywood Shah Rukh
Khan, and the Baadshah of Indian cinema,
-Amitabh Bachchan, haven't been able to command
such a high remuneration. According to industry
estimates, way back in 2000 when MrBachchan
first hosted 'Kaun Banega Crorepati’ on Star Plus he
| _eamed around %80 lakh perepisode andnow with
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