For a broken heart, we have no solution. For everything else, there is Fevikwik

Mumbai, Oct 12, 2015: Fevikwik, one of the leading instant adhesive brands from Pidilite Industries,
unveiled a new advertising campaign aimed at broadening its positioning beyond its already established
standing as a ‘one-drop instant adhesive’.

The new quirky campaign, titled ‘Broken Heart’ will further build on this attribute and showcase
Fevikwik’s versatility as an adhesive that can be used to fix a whole host of objects from toys to
sunglasses.

Mr. Vivek Sharma, Chief Marketing Officer, Pidilite Industries Ltd., said, “Since its inception Fevikwik
has established itself as a leader in the instant adhesives market with the proposition of ‘chutki mein
chipkaye’ and we are simply building on it further with funny situations. Simple and brilliantly conceived
‘Broken Heart’ campaign, with its catchy jingle, is an effective way to showcase Fevikwik’s versatility to
consumers.”

The new Fevikwik ‘Broken Heart’ film is a jingle based ad, which follows the events of a simple man, who
is a hopeless romantic. Unable to express his emotions, he is always misunderstood and ends up
heartbroken. This doesn’t deter him from trying to impress women and even amidst hurling of sandals,
mugs, toys etc., he keeps trying whenever he gets an opportunity. The film in an effective manner is able
to show how common items such as sandal, mug, spectacles and toys can be fixed with the help of
Fevikwik. However, the romantic with the broken heart only gets ‘Pau Pau.’

Commenting on the concept, Mr. Piyush Pandey, Executive Chairman and Creative Director, Ogilvy &
Mather, India & South Asia says, “Fevikwik has always been about a fun way of communicating an
instant adhesive. This is another fun take on it, urging people to always keep it handy.”

The campaign was aired on 11th October, 2015 along with the world television premier of Bollywood
blockbusters Bajrangi Bhaijaan and Tanu Weds Manu. The ad will subsequently also be aired across key
Hindi-speaking and regional markets.
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A smile makeover

Pidilite's new campaign for its instant adhesive brand, Fevikwik, tries to

broaden its appeal beyond the core audience segment

ALOKAMANDA CHAKRABRORTY
Mew Delhi, 14 October

f there is a company out

there that embodies the

eftectiveness of using
humour in marketing, it is
Pidilite Industries. In a new
campaign for its instant
adhesive brand, Fevikwik, the
company gives out a simple
message In a fun way: For a
broken heart, we have no
solution. For everything else,
there is Fevikwik.

The campaign titled
‘Broken Heart’, which broke
on television earlier this
week, comprises two films —
‘Sandal and mug’ and ‘Toy
and chashma’. The films are
based on the experlences ofa
hopelessly romantic guy, who
can't express his emotions
properly and ends up with a
broken heart. ‘Sandal and
mug’ shows him getting smit-
ten by a woman in a market-
place who hits him with her
sandal, breaking it In the
process. When he Is taken to
the hospital, he falls for a
nurse who, instead of sympa-
thising with him, breaks her
mug on his head. Both the
times, bystanders advise the
women In question to use
Fevikwik to fix the objects; for
his heart, unfortunately,
there is no quick-fix.

The man's adventures
continue In the “Toy and
chashma' ad. He is hit on the
head with a kid's toy and then
slapped by a woman, who
manages to break his sun-
glasses. This time also, people
around him break into a song
advising Fevikwik for the bro-
ken toy and glasses and
‘Pyaun-pyaun’ — a term
colned by the team to repre-
sent zilch — for him.

The new advertising cam-
paign, says the company, is
aimed at broadening the
brand’s appeal beyond its
established position as a
‘one-drop Instant adhesive’.
Staving true to tradition, it

The New Fevikwlk ad uses huge dollops of humour to showcase the brand’s versatility as an
adhesive that can be used to fix a whole host of objects

'Fevilwik has established
itself as a leader in the
instant adhesives market
with the proposition of
!chutki mein chipkaye'
and we are simply
building on that by
depicting funny situations
where the brand can step
in to mend things'

VINEK SHARMA

Chief marketing officer,
Pidilite Industries

uses huge dollops of humour
to showcase Fevikwik's ver-
satility as an adhesive that
can be used to fix a whole
host of objects — from toys
o sunglasses. By Increasing
the usage occasions — mov-
ing from professional use to
home use to being an all-pur-
pose fixer — the company's
hopes to broaden the brand’s
appeal beyond its core target.
Says Vivek Sharma, chief
marketing officer, Pidilite

Industries, “Fevikwik has
established itself as a leader
in the Instant adhesives mar-
ket with the proposition of
Chutki mein chipkaye' and we
are simply bullding on that
by depicting funny situations
where the brand can step In
to mend things.”

The campaign was alred
on October 11 during the
television  premiere of
Bollywood  blockbusters
Bajrangi Bhaijaan and Tanu

Weds Manu Returns. The
ad will also be aired across
kev Hindi-speaking and
regional markets.

Sharma says Fevikwik
enjoys Instant recognition in
the instant adhesive market
in India, though he refuses to
give an Idea about the size of
the market or the share of
Fevikwik in it. In fact, there
are no uniform estimates
available for the size of the
adhesives and sealants mar-
ket in India as it is highly frag-
mented, with a large number
of players presiding over
local pockets. However, one
industry review report esti-
mates the adhesive market
at 5,000 tonnes per month
in volume and about 60 bil-
llon a year in value,

Reports also say that glven
the low per caplta consump-
tion In the country — it
stands at ¥50 compared to
¥750 in USA, Japan and South
Korea combined — there's a
huge market waiting to be

tapped and branded and that
a handful of international
companies are already get-
ting increasingly assertive.
Does that worry the compa-
ny? Sharma says not at all.
That is because Pidilite
enjoys a leadership position
{with over 60 per cent share)
both in the Indian adhesives
market as well as the instant
adhesive category (80 per
cent share). Apart from
Pidilite, the other recognis-
able brands in the market
are 3M India, Huntsman,
National Starch, Bostik
Findley. Huntsman, with its
brand, Carpenter, is consid-
ered by some analysts as
the closest rival to the com-
pany is the furniture seg-
ment, the largest consumer
of adhesives.

Sharma says that the new
campaign aims to target
voung people by urging
them to reuse and recycle
products. “You can use and
throw or you can mend and
reuse. And that is where an
Instant adhesive will come In
handy,” he explains.

To woo this segment the
company has planned a
soclal media campaign with
the hashtag ‘Pyaun-pyaun’.
The campaign will alm to ini-
tiate a conversation around
“what one can and what one
cannot do” with Fevikwik.
The common strain that will
tie the campaign spanning
television, radio and digital
will be humour.

It Is pertinent to add here
that humour has been the cor-
nerstone of most Pidilite
brand advertising. Analysts
say humour lends itself well to
brands in highly competitive
or saturated Industries. By
using humour in their mar-
keting, companies that sell
arguably “boring” products
have transformed the way
consumers percefve them. In
addition to providing simple
entertainment, ready wit can
have a humanising effect ona
brand. The only thing to
remember here is that it's a
tricky balance. Too many
companies have found that
flippant social media posts
can backfire or even kickup a
storm. The best brands blend
humour into their “real” per-
sonality keeping the audience
above everything else.



