Case study of the Hutch to Vodafone transition ad

Storyboard of the ad:
Cheeka the adorable pug had found a new kennel. So what if the colors around the little dog had changed and the young boy were missing? The mascot that advertising created shook itself vigorously, darted in and out of its new identity and really proclaimed to the world its new brand name which had the most effective impact on all the ads viewers.
Brand: Vodafone  
Campaign: Transition of brand name from Hutch to Vodafone

 Creative Agency: O&M, India 

Work type: Client work Creative Team: National Creative Director: Piyush Pandey 

 Executive Creative Director: Rajiv Rao 

Copywriter: Abhishek Sinha 

Art Director: Santosh Sonawane

Production House: Nirvana films

Director: Prakash Verma 

Media agency: Maxus 

Post Production Agency: Nirvana Films

Chief marketing officer: Harit Nagpal

An elegy to Hutch:
In 1992 Hutchison Whampoa and its Indian business partner established a company that in 1994 was awarded a licence to provide mobile telecommunications services in Mumbai (formerly Bombay) and launched commercial service as Hutchison Max in November 1995. Analjit Singh of Max still holds 12% in company.By the time of Hutchison Telecom's Initial Public Offering in 2004, Hutchison Whampoa had acquired interests in six mobile telecommunications operators providing service in 13 of India's 23 licence areas and following the completion of the acquisition of BPL that number increased to 16. In 2006, it announced the acquisition of a company that held licence applications for the seven remaining licence areas.In a country growing as fast as India, a strategic and well managed business plan is critical to success. Initially, the company grew its business in the largest wireless markets in India - in cities like Mumbai, Delhi and Kolkata. In these densely populated urban areas it was able to establish a robust network, well known brand and large distribution network -all vital to long-term success in India. Then it also targeted business users and high-end post-paid customers which helped Hutchison Essar to consistently generate a higher Average Revenue Per User ("ARPU") than its competitors. By adopting this focused growth plan, it was able to establish leading positions in India's largest markets providing the resources to expand its footprint nationwide.In February 2007, Hutchison Telecom announced that it had entered into a binding agreement with a subsidiary of Vodafone Group Plc to sell its 67% direct and indirect equity and loan interests in Hutchison Essar Limited for a total cash consideration (before costs, expenses and interests) of approximately US$11.1 billion or HK$87 billion.1992: Hutchison Whampoa and Max Group established Hutchison Max2000: Acquisition of Delhi operations Entered Calcutta and Gujarat markets through ESSAR acquisition2001: Won auction for licences to operate GSM services in Karnataka, Andhra Pradesh and Chennai2003: Acquired AirCel Digilink (ADIL - Essar Subsidiary) which operated in Rajastan, Uttar Pradesh East and Haryana telecom circles and renamed it under Hutch brand2004: Launched in three additional telecom circles of India namely 'Punjab', 'Uttar Pradesh West' and 'West Bengal'2005: Acquired BPL, another mobile service provider in India2008: Vodafone acquired Dishnet Wireless, a service provider in Orissa and has successfully launched its services 

The new avatar
After getting the necessary government approvals with regards to the acquisition of a majority by the Vodafone Group, the company was rebranded as Vodafone Essar. The marketing brand was officially changed to Vodafone on 20September 2007.On September 20, 2007, Hutch became Vodafone in one of the biggest brand transition exercises in recent times. Vodafone Essar spend somewhere in the range of Rs 250 crores on this high-profile transition.
Today this cellular operator in India covers 16 telecom circles in India. It offers both prepaid and postpaid GSM cellular phone coverage throughout India and is especially strong in the major metros. Hutch Essar provided 2G services based on 900 MHz and 1800 MHz digital GSM technology, offering voice and data services in 16 of the country's 23 licence areas.

Division of ownership in the company:

Vodafone Essar is owned by Vodafone 52%, Essar Group 33%, and other Indian nationals 15%.
The new aims of Vodafone

Cheap cell phones will be launched in the Indian market under the Vodafone brand. There are plans to launch co-branded handsets sourced from global vendors as well.A popular daily quoted a Vodafone Essar director as saying that "the objective is to leverage Vodafone Group's global scale in bringing millions of low-cost handsets from across-the-world into India."While there is no revealing the prices of the low-cost Vodafone handsets, the industry is abuzz that prices might start at Rs 666, undercutting Reliance Communications' much-hyped 'Rang Barse' with cheap handsets beginning at Rs 777.Meanwhile, Vodafone Essar sources said there would be no discounts or subsidized handset offers -- rather handset-bundled schemes for customers. Incidentally, China's ZTE, which is looking to set-up a manufacturing unit in the country, is expected to provide several Vodafone handsets in India. Earlier this year, Vodafone penned a global low-cost handset procurement deal with ZTE.

Following the acquisition, Vodafone announced a $1.8 billion capital injection plan towards network expansion in the next few years. The company has also tied up with Chinese handset maker ZTE for distributing globally low-cost handsets. Speculations are already making the rounds that Vodafone might beat Anil Dhirubhai Ambani Group (ADAG) company Reliance Communications (RCOM) which recently launched ultra budget handsets with prices starting at sub-$20 (Rs. 777). In fact, the industry buzz is that Vodafone would lower the entry barrier and flood the market with sub-$17 (Rs. 666) phones. 

Acquisition process:

On February 11, 2007, Vodafone agreed to acquire the controlling interest of 67% held by Li KaShing holdings in Hutch-Essar for US$11.1 billion,  Reliance Communications, Hinduja Group, and Essar Group, which is the owner of the remaining 33%. The whole company was valued at USD 18.8 billion . The transaction closed on May 8, 2007. 
Why do we remember Vodafone ads?

A recurrent theme is that its message Hello stands out visibly though it uses only white letters on red background. Another recent successful ad campaign in 2003 featured a pug named Cheeka following a boy around in unlikely places, with the tagline, wherever you go, our network follows.

 The simple yet powerful advertisement campaign.

Hutch was often praised for its award winning advertisements which all follow a clean, minimalist look. 

Why did a pug suddenly cost so much in the market?

One thing we can notice about Vodafone Ads (previously Hutch Ads) are that they try to use less of the celebrities in their ads. The only celebrities I've seen in its ads are Rahul Dravid, Irfan Khan and Prakash Rai. Everyone in their ads look like comman man. They dont use the stardom of celebrities which is what is required of an ad.
It might be that those who act in their ads become celebrities. Yes! We are talking about the dog(The pug).Its no surprise that the demand for that breed got increased after the hutch ads.
The fabulous role advertising plays in brand-building can best be exemplified by the high-decibel launch of Vodafone in India. As Hutch became Vodafone, Star TV channels ran a whole day’s inventory with only Vodafone advertising. And the entire Rs 50-crore advertising campaign in all major communication touchpoints revolved around one little pug that O&M and its memorable advertising had created. 
The story of transition:
What’s in a name? Apparently, a lot. After UTI and Hindustan Unilever, it was the turn of Hutch to announce its new brand name ‘Vodafone’ with a big bang. The company went through a process of rolling out a high-voltage mass media campaign with the tag line ‘Change is good. Hutch is now Vodafone’. Incidentally, Vodafone literally painted the town (Mumbai) red with huge hoardings at all major locations. 

Vodafone has reportedly approved a $75 million (Rs. 300 crore) advertising blitz – "Hutch is now Vodafone" - which included the booking of all the ad slots on Star TV India network for September 20-21. Star sells 10 minutes of commercial time per hour. Vodafone has also reportedly paid Star TV network $7.5 million to book prime time ad slots for 4 months. The advertising coup, a Vodafone official said, allows the telecom company direct access to 63 million TV viewers across 13 channels, in five languages. 

 “When Maxtouch became Orange, the company painted Indian towns orange with its outdoor media campaigns. Later, the company switched over to pink colour for its Hutch brand. Now, it’s red all the way,” . 

Along with the name change, Vodafone has also revamped its communication strategy with a new logo and new pug named Spikey, which has replaced Chika. As expected, Ogilvy & Mather India will continue to handle the Essar Vodafone ad account. 

On the agency’s creative strategy, Rajiv Rao, executive creative director, Ogilvy & Mather (South Asia), said, “Our integrated marketing campaign for Vodafone brand will include print ads, television commercials, outdoor and radio advertising. We are also looking at media innovations in print ads.” O&M rolled out a multi-media ad campaign on September 20 this year to announce the new brand name. “After this, we will be introducing a young boy with Spikey to promote our network. The tagline for the second ad campaign will remain the same - ‘Wherever you go, our network will follow’,” explained Rao. 

Now, the million dollar question is: What would be the impact of the name change? “The brand has already changed its name twice from Maxtouch to Orange and Hutch. As long as the quality of its service remains good, the name change will not have any impact,” said an advertising professional. 

Vodafone's CEO, Arun Sarin came to India to kick-start the rebranding strategy and launch the new name in the 16 telecom circles – a move that will mark the transition from the deep pink logo of Hutchison-Essar to Vodafone's trademark deep red speech mark. Vodafone introduced the deep red speech mark logo in 1998. 

"The first phase will be the key cities where the change will take three to four weeks and the next phase will be the next tier of cities that will take another three to four weeks," Nagpal said. 

"The Vodafone's logo attempts to imply the start of a new conversation, a trigger, a catalyst, a mark of true pioneering," a company release said. 

The Vodafone Board convened the quarterly board me like expansion of network to accommodate more subscribers and the possibility of introducing low-cost handsets.
What VF assumes to be in the future?

"It is without the question the biggest brand change even in the quantitative terms, largest brand expenditure indeed in India. 

The transition was probably the largest ever undertaken in the country, an acceleration into the future with Vodafone's global expertise " Asim Ghosh, managing director, Vodafone-Essar. 

"It is even larger than our own previous brand transitions as it touches over 35 million customers, across 400,000 shops and thousands of our own and our business associate employees," new business director in India, Harit Nagpal.
Why the pug continues in the campaign?

"We have decided to continue with the pug as he is synonymous with the brand and the robust network of the company. The pug was more of an emotional attachment and was also important from the creative perspective. The child was not important, though he would be featured in the second phase," Nagpal added. 

What part of the previous image they want to carry forward?

"Hutch was a much likable brand and we plan to carry forward such an endearing brand like Hutch. There has to be continuity in messages and flow of the services that the earlier brand stood for," Nagpal said, adding that the company did not want to alienate customers from the erstwhile brand. 

Present Client coverage:

Vodafone now boasts of 26 countries where it has operations, covering across five continents and 40 partner networks with over 200 million customers worldwide. 

Future competition strategies:

In India, Vodafone will focus on penetrating rural areas where mobile telephony density is very low. The company, with over 35 million customer base will directly compete with Bharti Airtel, which boasts of 44.8 million mobile subscribers in the GSM space and ADAG's Reliance Communications, which is the market leader in the CDMA space. 

Why is it a possibility?

India is the world's fastest growing cellular market, adding more than six million subscribers a month. 
Uniqueness of the campaign

(1)Vodafone uses BW for name-change ad
 

Under the arrangement, Vodafone used the cover page of the magazine’s latest issue to reach out to the chosen few. 

The customized ad came as a false cover page and was addressed to each recipient of each magazine, explaining the rationale behind the change from Hutch to Vodafone. 

“We ran the campaign nationally. We chose the magazine because we wanted to target business news readers. The magazine’s issue date also collided with the time when the Hutch name transition happened, September 21 onwards,” said Harit Nagpal, Vodafone’s marketing and new business director. 

The customised ad had printed the subscriber's name (say X) on the cover page so that it started “Hello X, ...”, and went on to explain the transition and what was in store for the subscriber looking forward. 

 It went ahead though the recipient was not necessarily a Hutch subscriber. 

 Vodafone used the customised advertisement for its own subscribers as well as select non-subscribers who Vodafone wanted to reach out to. 

 

Nagpal declined to comment on how many copies of the magazine were used for its customised advertisement. 

“We ran the campaign nationally. It was a one-time campaign and the idea was to reach out to consumers interested in business news,” Nagpal added. 

 In one of India’s largest media blitzes, Vodafone kicked off the re-branding of its new Indian mobile phone business by buying all the commercials on Star India’s cable channels and plastering 80 newspapers nationwide with advertisements. 

 Vodafone, the world’s leading mobile teelcommunication company, completed the acquisition of Hutchinson Essar in May 2007 and the company was formally renamed Vodafone Essar in July 2007. 

 The publication selected was ‘Businessworld’, the business magazine of Ananda Bazaar Patrika Group, September 23 edition. 

“There was a distinct change in the way the brand (Vodafone) will communicate with its audience,” “Hutch, as a brand, always tried to connect with consumers in a simple, honest and real manner, while Vodafone is a more young and fun brand. So consumers will see a shift reflecting a more vibrant brand.” 

Hutch used outdoor branding quite aggressively and Vodafone is likely to follow that practice. 

The agency, which manages Hutch’s outdoor campaigns, says the mobile phone company usually spent half of its ad budget on outdoors and the new campaign to be released by the month-end will see a 100% increase in outdoor spends as against last year. 

“In the coming month, you will see Vodafone campaign unfolding across hoardings, billboards and kiosks. They (the company) are doubling their presence outdoors up North,” said Ravi Ambrose, head (North) of Ogilvy Activation, the outdoor advertising arm of Ogilvy and Mather India Ltd. 

(2) Consistent and repeated broadcast of the earlier ads in a back to back manner not tried by any other brand. 
(3) The simultaneous level of simplicity and thought that has gone into the creation of these ads is a classic example of how straightforward and uncomplicated ads can have tremendous success rate.

Ads which didn’t make the cut:
As part of change is good campaign there a couple of ads that in is pursuit of simplicity just didn’t give any message. As an individual ad it would not have survived or be effective if not for the earlier bombardment of the theme of the campaign. It was totally supported by the earlier ads. 

Any new viewer would have been totally clueless at the end of 15seconds of the ad. However the success of the ad campaign in its entirety completely shadows these loopholes.
Conclusion:

This campaign has been one among the best in recent times. Its effectiveness can be easily evaluated by a simple observation. Ask any Vodafone user what is their connection and not one will blurt out Hutch without doubt they say Vodafone. 
