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Munni to Dhanush: Emami Gets its Coolaveri Di

FMCG major ties up with the upcoming Tamil film ‘3’ for brand placement of Hlmanl Navratna hair oil in the Kolaveri Di song

RAJIVSINGH

NEW DELHI
ow, it's Emami’s turn to sing “Why this kolav-
eri di...” The Kolkata-based FMCG maker's

Himani Navratna hair oil will have its place
in front of the camera when the viral hit song
is shown in Tamil film “3’, its CEO Krishna
Mohan said.

Dhanush, the actor-producer of the movie andlyr-
icist-singer of the song, confirmed thatanumber of
national and local brands have tied up for product
placement during the song sequence.

“Yes, brands have tied up for in-song placement,
butIcan'tdisclose the details,” hetold ET.

Aperson familiar with the developmentsaid other
brands tied up for the song include luxury carmak-
er Audi, mobile service provider Aircel and Chen-
nai-based consumer durables retailer Vasant & Co.

‘Kolaveridi' hasbecomeanational rage with more
than 42-million hits on YouTube, over 2.5-million
ringtone downloads and 3.5-million video down-
loads since its digital release on November 16
last year:

For Emami, it will be the first product placement
‘inaTamilmovie. The maker of Zandu Balm painre-
liever rub and BoroPlus anti-septic cream has had
its brands present in some Bollywood super hits
such as “Munni badnaam hui...”.

'“l‘hetietrpwillgiveex&amﬂeagutoli‘.mmprod-
ucts(inthesouth Indianmarket),” Mohan said, add-

ing that Navratna oil with its tagline ‘Thanda than-
da cool cool’ makes a perfect connect with the song.

“From Kolaveridito coolaveridi,” he said.
Navratna oil—a ¥450-crore brand that is already
endorsed by top South Indian actors such as Suriya,
Junior NTR, Chiranjeevi and Mahesh Babu—has
more than 65% share of the Indian cooling hair oil
market, estimated at close to 700 crore. While Ema-
midominates the cooling hair oil category in Tamil
Nadu and Andhra Pradesh, its vol-

L] umeshare inthe overall hair oilseg-
For Emami,it ment in the two states are 14% and
will be the 18%, respectively.

first product

placementin  BEACH SONG, STREET SONG
aTamilfiim. Arun Pradheep, CEO-director of
Kolaveri di Brand Workx, an experiential mar-
tillnow has keting firm that helped Emami seal
had over the deal for “Kolaveri di”, said the
42-million song was recently filmed in a set
hitson made to replicate the crowded shop-
YouTube ping street of Chennai's Marina

beach. “The sequence is such that
the hero, played by Dhanush, does a choreographed
step in front of the Emami stall while we show a lot
of consumers buying Navratnaoil,” says Pradheep.
He said the placement was planned according to the
lyrics and the mood (hero’s heartbreak for heroine,
played by Shruti Hassan).
Association with top Bollywmd actors and prod-
uct placement in songs and movies has been Ema-
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mi’s hallmark marketing strategy for years.

While 'Munni Badnaam Hui' helped push Zandu
Balm sales in 2010, Emamifunded theentirecostofa
Bhojpuri film song last year which had amention of
Himani Navratna Extra Thanda hair oil.

Pritie S Jadhay, chief operating officer of P9 Inte-
grated, the infilm marketing agency of Percept
Group, said brands use films as a medium to gain
higher return on investment as compared to con-
ventional advertising.
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From Kolaveridito
coolaveri di..The tie-up
will give extramileage to
Emami products

If it was the lubricant brand Mobil displayed
prominently in the Kishore Kumar-starrer char-
thuster “Ek ladki bheegi bhaagi si...” from Chalti
Ka Naam Gaadi movie in 1965, ye]low Rajdoot mo-
torcycle became famous when lover boy Rishi Ka-
poorrode it in 1973 superhit Bobby.

Jadhav, however, warns that this strategy will ben-
efit a brand only if it is seamlessly integrated with
the script, “Otherwise the work will look forced
and jarred."”



