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TWEET CUTE WiNNERS
We have all been amused, entertained and fascinat-
ed by the brand conversations on Twitter. So for Sa-
trang 2021, we gave a people a chance to experience what 
it feels like to be a social media manager and the thrill 
of going viral. Here are the best ones from the event!
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subsection of mobile marketing. 

Brands have to keep up with trends like 
Reels to connect with their consumers 
and feed the algorithm. Unsurprisingly, 
even the industry has shiǎ ed towards these 
trends to stay relevant. Brands must be 
mindful of their image and target audience 
while partaking in these trends.

MOBiLE-CENTRiC 
ADVERTiSiNG

By Shraddha Raghavan

A  mobile phone is an essential part of almost everyone’s lives today; hence, it is no surprise    
that marketers have taken a particular interest in these devices- aǎ er all, the best way to 

reach an audience is to meet them where they are.

Within the last decade, 
there has been a pop-
ulation boom, an in-
crease in the disposable 
income of this popula-
tion, and faster-paced 
lifestyles. These chang-
es have bought about a 
progressive shiǎ  towards 
designing interfaces for 
mobile- from websites to 
apps to social network-
ing sites- all platforms 
frequented by a majori-
ty of the world’s popula-
tion for various reasons. 

Focusing on one of these 
fi elds- social media- can 
give us an insight into a 
watershed platform for 
advertisers. What was 
once just a place for connecting with others 
has now become a marketplace where con-
sumers and brands interact daily. Social media 
ads have taken a life of their own, with copy 
styles shiǎ ing from information-based print 
copies to quick, bite-sized social media copies. 
Bright colours, catchy visuals, short and cre-
ative phrases, funny videos, and even celebri-
ties are some tools that are used by advertis-
ers to quickly grab the attention of users who 
are scrolling down their feeds at a rapid pace.

There is an apparent feedback loop between the 
consumers, brands, and social media platforms. 
Based on consumer trends, social media plat-
forms introduce new features that gain popu-
larity, and brands use these features to connect 
with the consumers, making them popular. 

One of the most striking 
examples that jumped 
in favour within the last 
three years is TikTok- a 
social media app that al-
lows users to make short 
videos. There are many 
features on the app, like 
adding text, live caption-
ing, music, green screen 
eff ects, and much more. 
This format was adopt-
ed by Instagram who 
introduced Reels on its 
platform. These tools 
are immensely popu-
lar with both brands as 
well as their consumers.

It  is  important  to  note 
that social media plat-
forms are a signifi cant
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FROM THE EDiTORiAL’S 
DESK

By Shraddha Raghavan, Ashwini Sasikumar, 
Somalika Chhabra, Samika Lala

We are excited to bring another issue of Vigyap to all of you! We are thank-
ful for the kind reception of the last issue and eager to show you what we 

have in store for you this time. Vigyap, in our minds, is truly proving to be a plat-
form where all the batches of SCMC are eager to display their advertising prowess.

In the time that has passed since the last issue, Satrang, SCMC’s fi rst online in-
ter-college fest, has been conducted. There were a number of exciting and inter-
esting events held, and the Advertising Club was proud to host Did Ya Catch That 
Line?- an ad fi lmmaking contest, and Tweet Cute- a social media-related con-
test. It was heartwarming and inspiring to see the outpouring of creative talent 
our students displayed. Some of the top contenders of Tweet Cute have been fea-
tured in this issue to highlight the upcoming mobile-savvy advertisers of SCMC.

This leads us nicely to the theme of this issue- Mobile Centric Advertising. With 
over 6 billion smartphone users in the world, the way for any brand to reach their 
audience is through the screen in their hands. How well do advertisers know this 
platform, and are they able to make themselves stand out through the clutter? 

Vigyap  is  here to bring you an insight into this extremely popular topic. 
We are also proud to announce the featured article in this issue written by faculty 
member Rugved Khante. 

We hope you enjoy this issue just as much as we did making it. 

FROM OUR HEADS, TO YOURS



With the increased proliferation of cheap 
data and aff ordable smartphones, the 

no. of internet users in India has gone up ex-
ponentially at over 800 million as of today! 
525 million out of this are from rural India. 
Nearly 200 million users were added in the 
last 2 year alone. The infusion has come in 
massively from the bottom of the pyramid in 
smaller towns from a generation, which has 
jumped past laptops and desktops.

Sheer numbers and usage patterns indicate 
three trends for advertisers. These have been 
increasingly spoken about in recent times. 
The 3 Vs – Voice, Vernacular and Video.

In the coming few years, these three would 
feature in dominant way brands communi-
cate with their audiences. Let’s look at each 
one:

Voice – Alexa, Google Voice search have pro-
liferated urban India. However, especially 
for Google, their real growth for voice us-
age would be from the hinterland. They are 
therefore investing heavily in promoting 
voice based search. For people not comfort-
able with typing, speaking to a machine to 
fi nd something is a more comfortable option. 
When the big tech invests in bringing about a 
change in user behaviour, they will ensure it 
bears fruit, one way or the other! FMCG pene-
tration in rural markets is a well-documented 
example. Tech giants know they can infl uence 
existing user patterns to bring in transforma-
tion of user behavior which works to benefi t 
both - themselves and the masses. As more 
users fl ock to voice searches, it presents an 
incredible opportunity for brands to align 
themselves to favorably be present in some 
form just at the opportune moment. We are 
about to witness a massive transformation in 
the way we consume information and brands 
are at the crossroads to leverage the same.

Vernacular – There is no doubt that the fu-
ture of content consumption will be local-
ized. The One size fi ts all YouTube era might 
not be behind us, but the signs are ominous 

from the next crops of digital content con-
sumers. With 40+ OTT and a plethora of re-
gional text content platforms catering again 
to every section of the audience, going local 
is the way for brands. It is not just the content 
factories pushing studio productions, UGCs 
are increasingly from smaller towns having 
small yet committed followers. Micro infl u-
encers are the modern-day chieǎ ains, armed 
with palatable content. Brands are already ex-
cited as micro infl uencers have more genu-
ine followers than top celebs buying off  likes. 
Customized and localized branded content 
is the way ahead. We can already see glimps-
es of it from brands from newer categories 
like Fantasy League and Crypto trading apps

Video – Let’s face it. People no longer read 
the way they used to. Tikok, InShorts and the 
likes have further shortened attention spans. 
Engagement of all senses coupled with click 
baits is where the eyeballs are. Most adver-
tisers fulfi l their digital marketing KPIs by 
allocating over 70% of their budgets on YT 
and FB video ads. Maximum consumption 
of these platforms is from cell phones. This 
will continue to grow and brands along with 
the platforms will have to invent ways to cre-
ate space for themselves in a non-intrusive 
manner. Users are waiting for the 5 seconds 
to be over in order to skip the ads. Formats 
have to evolve, and this is where pull factor of 
infl uencers come in the picture as compared 
to Zomato pushing their off ers down your 
throat in a skippable 5 second commercial!

Exciting space for sure for all stakehold-
ers. Hopefully, this will turn out in fa-
vor of all concerned and not just the 
dollar hungry silicon valley giants!
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ADVERTiSiNG TRENDS iN A 
MOBiLE-CENTRiC SOCiETY

By Rugved Khante

VIGYAP VIGYAP

09

3. Product Teasers

Brands nowadays release teaser videos before 
launching a new model in themarket to cause an-
ticipation amongst consumers. They hype their 
upcomingmodel through creative videos, chal-
lenges and collaborate with popularcelebrities 
and infl uencers. Adding the touch of suspense and 
wait ensuresthat the product is familiarised to the 
consumers even before its launch.

Companies oǎ en reveal a brief look of a new 
smartphone model to announce its launch in the 
market.

4. Educational/ Explainer 
videos

Educational and explainer videos are a great fo-
rum used by brands to educate the consumers 
about the multiple use of their product. Answer-
ing FAQs or uploading a behind-the-scenes vid-
eo not only boosts costumer’s confi dence but also 
add value to customer’s experience of purchasing 
the product.

Digital space has various methods to advertise  
online. Yet short form video rules the game by 
churning out huge content each day. However, 
the fl ip side is that anyone can create videos and 
brands may fail to reach their audience in content 
overload.

Social media has become a signifi cant part of our 
lives and these trends are a major source of one’s 
digital consumption. Brands can either have their 
customers grooving on their latest challenge or 
bore them with another traditional ad.

JUST FLiP iT
By Damita Chowdhry



1. Brand Challenges

When short-form videos fi rst gained popu-
larity, it was through viral content based on 
dances, songs, and sounds. Brands joined 
these challenges to gain a burst of traffi  c, build 
community and engage their audience. Push-
ing the traditionalboundaries of advertising, 
these brands indulged in creative forums to 
generate consumer excitement.

For example- Samsung, sought to promote its 
Galaxy A32 by launching the #powerAwesome 

challenge. People were invited to upload Tik-
Tok videos showing how they creatively use 
their Samsung phone’s features. Those who 
participated in the fi rst 48 hours stood the 
chance to win a new Galaxy A32 phone from 
Samsung. By making use of such challenges, 
they were able to increase page traffi  c along 
with product sales.

2. Infl uencer Marketing

Brands oǎ en collaborate with Infl uencers who 
own a huge social media presence.

These infl uencers create specialised content 
on a particular niche. Brands caneasily tar-
get their audience and promote their product 
through them. These infl uencers provide de-
tailed descriptions of the product and inform 
them about its various uses and benefi ts. Since 
they have a reputation of their own, their fol-
lowers trust their opinions. Therefore, a quali-
ty review from such authenticated sources has 
a better scope of promoting sales and building 
brand trust.

Many fashion infl uencers such as the Boho 
Girl and Sejal Kumar oǎ en collaborate with 
brands and promote beauty and lifestyle 
products on their channels.

VIGYAP
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ADVERTiSiNG TRENDS iN 
SOCiAL MEDiA

By Palak Mittal and Kashish Nagwani

Have you danced to the new Instagram reel trend? How many short videos do you
binge watch daily? Did you also break a Kitkat during your offi  ce break?

The digital world has penetrated every part of our lives. Whether it is online meet-
ings and classes to virtual gatherings, social media is our new normal. The pandemic
provided many small businesses to fl ourish online and now the big brands and
companies are also using this medium to promote their merchandise.

Social Media platforms harboured the viewer’s dropping attention towards trendy
challenges, lucrative off ers and catchy ads. Short form videos became instantly
popular during the Pandemic where the user engagement touched peaks on social
media platforms. Moreover, social media advertising provides freedom to produce
hard-hitting, relatable videos that get to the point, without the overhead of creating
more in-depth content.

So how did brands boost their user engagement?

ADVERTiSiNG TRENDS iN A 
MOBiLE-CENTRiC SOCiETY

By Ashwini Sasikumar

With the sudden move to online plat-
forms during the pandemic, normal 

lives have become translated merely through 
screens. Right from work to entertainment, 
people’s eyes are glued to their screens. Peo-
ple have also grown to be annoyed to see ads 
everywhere that they have chosen tools like 
AdBlockers. This phenomenon called the 
marketers and advertisers to strategize and 
change their channels of ad placeholders. 

In recent times, the mobile industry has grown 
faster than ever which has led marketers to 
target the right customers at the right place 
and time. Mobile advertising has evolved 
from simple video ads to more personalized, 
engaging, and fun advertising. For example, 
with the sudden boom of mobile games, ad-
vertisers utilize the opportunity of reward ad-
vertising to get the audience’s attention. Most 
e-commerce sites and stock trading apps ad-
vertise through gaming applications. These re-
ward ads are implemented on both multiplay-
er and social games. Reward ads are fl exible, 
making advertisers believe that it is eff ective 

Advertisers analyze user data, preferenc-
es, and behavior to understand their likes 
and product inclination. According to their 
analysis, they put out the ads that are best 
suited through various touchpoints, most-
ly social media. Through customer prefer-
ences, advertisers also utilize user-gener-
ated content. The target audience creates 
brand-related content and posts it on dif-

ferent platforms. These advertisements 
are trustworthy and relatable, making peo-
ple engage with these brands more oǎ en. 

Location is another major element that mo-
bile advertisers focus on while targeting the 
right audience. Location-targeted mobile ad-
vertisements serve ads to consumers based 
on their location. These advertisements are 
implemented with the help of Bluetooth 
technology. Millions of investments have 
been made in location-targeted mobile ad-
vertising as it is an eff ective way to reach the 
right people. Through location-targeted ads, 
consumers’ needs are met on time along 
with cutting down a lot of marketing noise. 

Another set of mobile advertisements that 
have been trending recently is shoppable 
ads. These are ads where the brand enables 
to tag products on the ad itself so that the 
viewer can hover over the ad for more in-
formation or direct link to the brand/prod-
uct website. These can be widely seen on 
platforms such as Google and social me-
dia platforms like Instagram and Facebook. 

With a channel that has prominent practical-
ity and cost-eff ectiveness, mobile advertising 
has been on the minds of advertisers as one of 
their main focuses. It provides positive results, 
quality success, and has higher conversion 
rates. With the increase in fl exibility and cre-
ative pool available, mobile advertising can be 
seen to fl ourish with new trends and strategies. 
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INCENTiVE BASED 
ADVERTiSiNG

By Somalika Chhabra

I remember when I used to play Clash of 
Clans, I experienced its reward system switch 

to incentive-based advertising, and if watch-
ing ads meant i could get more powerups, 
why wouldn’t I take time out to do it? Time 
doesn’t cost money, so it’s basically free, right?

Incentive-based marketing is the action of 
off ering rewards to customers, usually in the 
form of competitions, giǎ  cards, giveaways 
or loyalty points, amongst others. These are 
designed to drive customer engagement and 
show that the business values the custom of its 
patrons by giving back to their customer base.

When I used to play Subway Surfers, the ex-
tra lifeline I received from watching an ad af-
ter I died was just the extra push I needed to 
get my high score and beat the leaderboard.

On the TV show Maniac, in a dystopian par-
allel world, we have ad buddies: a form of 
payment for when one doesn’t have money 
in which people who are ads accompany you 
while you are availing the product/service.

It seemed like the perfect metaphor for the
mobile gaming experience. If I don’t have 
money, I can always make the purchase with 
my time, my attention, and ultimately, with 
my cognition, when my mind blurs into a 
simulation, one without limitations or con-
sequences, where ambition can achieve any-
thing and promises are false interpretations. 
This was my experience being inside the sim-
ulation for days that felt like weeks that felt 
like years inside the simulation of the game. It 
was so easy. Players could literally outperform 
each other based on how many ads they were 
willing to watch. The reward system changed, 
it went from skill to simply spending time, 
and all it took to get better was to watch more 
ads, get more power ups, get more powerful. 

This kind of reward base creates divisions, 
both within players as well as publishers. The 
hierarchies created within the profession-
al players and the amateurs and newcomers 
just keep expanding since the incentive based 
reward system fi nds more incentive in main-
taining a gap between both parties, so they 
strive to fi ll it, rather than bridging the gap 
itself. The same goes for the game publish-
ers; regardless of their ethical standpoint on 
the eff ect incentive based advertising has on 
the user, they have to employ the tool if they 
wish their game to grow, it’s the only way to 
stay in the competition. The system rewards 
only itself, deceiving the lies in it as lives. 
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By Samika Lala

As a kid, watching television meant watching 
advertisements. As the show or mov-

ie playing on t.v was reaching its climax, we 
would be led away from it and towards a com-
mercial showing a detergent or something of 
the sort. We did not know it then, but this was 
interruptive advertising in its most basic form.

Interruptive advertising or interruptive mar-
keting is any advertisement or commercial 
which appears in the middle of something that 
one might be watching or doing. Any such mar-
keting makes us stop our work and divert our 
attention towards the product or service being 
advertised. It is inherently attention-grabbing 
as people, most oǎ en, do not have an option 
but to watch any commercial which is pre-
sented in the form of interruptive advertising. 
In recent years, interruptive advertising has 
entered our lives in many diff erent ways. 
From the unskippable ads in the middle of 
YouTube videos to Spotify ads asking us to 
upgrade to the premium subscription, inter-
ruptive marketing is everywhere. Not only 
this, ads that come on while playing mobile 
games also count as interruptive advertising.

Commercials commonly are “annoying” to 
the regular public, and it is only common 
sense that they will fi nd advertisements that 
they do not have the option to skip even 
more “annoying.” However, there might be 
cases where interruptive advertising does 
more good than harm. Retargeting, brand 
building, and content promotion are three 
areas where interruptive marketing usually 
works better than other advertising forms.

However, this form of marketing is on the 
decline. Marketers are not gaining much 
from this form of advertising because it  
involves holding people’s attention against 
their will. This is seen even statistically. For 

example - TV ad sales have been declining 
since 2017, and an approximate 12 percent de-
cline in revenues from TV ads was seen in 2020.

There are specifi c reasons why interruptive 
advertising is on the decline. This form of 
advertising does not care for the user expe-
rience and therefore is being abandoned by 
many marketers as user experience is crucial 
in today’s world. This type of advertising also 
does not encourage conversation between the 
marketers and the targeted audiences. Thus, 
it cannot engage with the audience, which is 
a signifi cant disadvantage, especially in the 
day and age of social media and advertis-
ing on social media where conversations are 
made so easy. Finally, there is almost always 
a lack of authentic content in interruptive ad-
vertising, which is why it is being leǎ  behind. 

Thus, it seems like interruptive market-
ing will still stay, but it is not what every-
one will be talking about in the upcom-
ing days. Unless, of course, it makes an 
appearance in the Metaverse in a new form.  

THE FUTURE OF 
INTERRUPTiVE 
ADVERTiSiNG 
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