CASE STUDY 2021
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A |
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Brand _ 4
Loyalty




ACTIVITIES UNDERTAKEN

Campaign Duration: 26th March to 1st April 2021

MACRO & MICRO Activity:

& A combination of 27 entertainment influencers / content creators (Macro & Micro) collaborated for the

Prank Challenge #ChinglesGums seeded by the brand.

@ Influencers took part in the challenge as participants, encouraging their audience to take part and build

awareness about the brand and its fun prankster aspect associated with the brand.
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SAMPLE PUBLISHED CONTENT

@ official_navneet * Follow

@ surbhirana_official @ « Follow

e \ surbhirana_official @ Attention, guys!
W Here's my video for

#ChinglesAprilFoolDay Prank
challenge!

What are you waiting for? Play a
prank on your friends and family to
get a chance to win exciting vouchers
and a chance to talk to the biggest
prankster ever — Rj Naved.

All you have to do is record a video of
you pranking a friend or family
member or prank someone else along
with a friend or family member and
share your video post tagging
@chinglesgums

#ChinglesAprilFoolDay #AajLeeKya
#Contest

#ChinglesGums #Chingles
#ChinalecPranks #AnniFanicNav

Qv N

4,581 views

@

official_navneet Hey guys | had a
great time while participating in
#ChinglesAprilFoolday Prank
challenge!

So don't be a bore and play a prank
on your friends and family and get a
chance to win exciting vouchers and a
chance to have conversation with the
biggest prankster ever — RJ NAVED
Record a video of you pranking 2
friend or family member or prank
someone else along with a friend or
family member and share your video
post tagging @chinglesgums
#chinglesgums

subham1487 Hum na to pants o
ma ire dzal diva tha GG A A

Qv N

178,549 views
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MICRO
SAMPLE PUBLISHED CONTENT

#CHINGLESGUM

........

#ChinglesApnilFoolday Prank
challenge on my sister@

You too can get a chance to win
exciting vouchers & have an amazing
conversation with the biggest
prankster ever - RJ NAVED!

All you have to do is record a video of
you pranking a friend or family
member or prank someone else along
with a friend or family member and
share your video post tagging
@chinglesgums #chinglesgums
#Contest #Aajleekya #ContestAlert
#AprilFools #ChinglesLeeKya
#MaxiLeeKya #chingles #masti #fun
#pranks #pranksters
#ChinglesAprilFoolday

5,193 views
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6,313 views

rutuja.coolkarni * Follow
Mumbai, Maharashtra

rutuja.coolkarni “Kasakai mandali
@It was so fun to participate in
#ChinglesAprilFoolday Prank
challenge!

April fools day is round the corner,
prank your friends or family and get a
chance to win exciting vouchers and a
chance to have conversation with the
biggest prankster ever — RJ NAVED
Record a video of you pranking a
friend or family member or prank
someone else along with a friend or
family member and share your video
post tagging @chinglesgums
#ContestAlert 2AprilFools
#ChinglesLeeKya #MaxiLeeKya
#chingles #masti #fun #pranks
#pranksters #ChinglesAprilFoolday
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CAMPAIGN REPORT

CAMPAIGN RESULTS

Total Posts 27
Total Engagement 108K +
Total Impressions 1.3M+

Total Views 833K+
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OBJECTIVES

* Mee Ragsam movie promotion

CASE STUDY

(=3 MEE RAQSAM

» Mass outreach in shortest time possible with maximum impact

e To amplify movie's message

PLAN

e Collaborate with 100 Instagram Micro Influencer for mass impact

Mmeow._meow_ | Darce to be hy e Dance to challenge to promote movie theme
e Branded frames posts to ensure movie recall

e« Mix of Video and static content

RESULT

n. n.n c:o-.:wu n.-. ‘“.\ mu-ru
Méeé Ragsam #MeeRogeamOnZEEC)

100 1.2M- 1.3M. 117k.

VIEW CASE STUDY IN DETAIL Total Content Total Total Total
Pieces Reach Impression Engagement
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https://www.adfluencehub.com/case-studies/Adfluence-Zee5-Mee-Raqsam-Case-Study2020.pdf
https://www.adfluencehub.com/case-studies/Adfluence-Zee5-Mee-Raqsam-Case-Study2020.pdf

OBJECTIVES

eTo launch first ever Swarovski Rakhi

*Position the product as the perfect gift

SWAROVSKI

SWAROVSKI
PLAN

yashaswindayyama @ + Folowng
& , e Collaborate with 14 Influencers and celebrities

JLONG emchorgl post comng

' @ rshosvindaom @ Cuclamer eInstagram Lifestyle & Entertainment Influencers
through. Don't be Scoled by thess
neppy *aces, theve are innumerale *Choose a mix of sibling pairs as opposed to only brother and sister
tmes when | have Deen nustratec
AYEN ey unghe word that comes out

of his mouth! He doesat il to *Created content high on emotional quotient

serrancd me et | owe mw M to P

bbywng that made my parents
realne how annoyng thes Srst bom
waz (@) and they nasded 3 new
angeinc cheid and were blesaad by me
@, Sprabucahayms wil dam
ctherwes, Dut trust me | spesk the
A, He's oot 5 years over me 50

spparently that makes hvm “wiser”
the favcurte chid. the cutest todcler R ES U LT
he dg ONE modeing g 23 3 Doty

‘ Jhed by kabruppa anc 65977 otheys

VIEW CASE STUDY IN DETAIL Total Content Total Total Total
Pieces Reach Impression Engagement
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https://www.adfluencehub.com/case-studies/swarovski1.pdf
https://www.adfluencehub.com/case-studies/swarovski1.pdf

OBJECTIVES

*Bangalore Store Launch Promotion
Store walkthrough & highlight products

eIncrease footfall at the launch concert

PLAN

nehachatiani © + Folow , «Collaborate with a mix of 4 Macro & 18 Micro influencers

Poram Shavis ketan V'

Store visit by Lifestyle influencers to make the content relatable for

nehachatiani @ Let = welcome the
BL's Harman Karclon flagshp store st

Bangalore, You've got it 3 uncler one ’rhe TG
oot dlustooth and mreless

s *Multiple deliverables to increase awareness & recall

whole ortierent sapenence chiing

s bt praay *Giveaway to distribute concert tickets

the store. shop and stand 3 chanos %0
wn yourseF couple patses %0 the JBL

Qv N

70,523 views

RESULT

AOC 3 OO,

VIEW CASE STUDY IN DETAIL Total Content Total Total Total
Pieces Reach Impression Engagement
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https://www.adfluencehub.com/case-studies/JBL-Case-Study-2019.pdf
https://www.adfluencehub.com/case-studies/JBL-Case-Study-2019.pdf

OBJECTIVES

*Brand & in app tournaments awareness

CASE STUDY

@ roker3aszi POKERBAAZI

*To target new TG in Tier 2 & Tier 3 cities
eProduct walkthrough & Demo

PLAN

*Create content in 5 languages to target newly identified TG
Integrated Youtube Videos to increase awareness with 21 Youtubers
*Created how-to-play content & gave product demo

*Regional Entertainment Influencers from 9 cities

«Content was spread across 2-3 weeks for long term impact

RESULT

Gaming Console Setup War #£9-10

. 1K §i 85  SHARS : SAVE 2' 5.5M+ I7OK+

VIEW CASE STUDY IN DETAIL Total Videos Total Total
Views Engagement
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https://www.adfluencehub.com/case-studies/pokerbaazi.pdf
https://www.adfluencehub.com/case-studies/pokerbaazi.pdf

YOU

EMAIL

amevburman@adfluencehub.com

PHONE
+91 999977848|
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