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Editor

by Aparna Pillai

Late night discussions

on how to alleviate
poverty. Heated debates
on how best to propose

to a girl. Arguments on
the next prime ministerial
candidate of India blowing up into
near fist fights. These would be the
fond memories of Joka that would
linger in the minds and psyche of
every IIM Calcutta student. It is not
just that Joka firmly believes in your
right to own an opinion and to
express it, it indeed expects you to
do so. It is this unique aspect of life
at Joka that ‘JokaSpeak’ aims to
capture. It aspires to take these

opinions out to the world - to be seen,

to be appreciated, to be condoned, to
be debated, to be questioned and
sometimes even to be ignored!

Our cover story for the inaugural
edition is an interesting take on the
evolution of film merchandising in
India. Which was the first Bollywood
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film to resort to film merchandising?
Is merchandising really a revenue
earner? Soumya Sarkar and Atri
Nayak analyze the above questions
and more.

As for the rest of the magazine, we
have lined up for you an amazing
array of articles to cater to your taste
- from a hard-hitting take on the
political front to the seriousness of
an approaching storm in the financial
world, from careers in sports
consulting to exploring issues related
to introduction of art in marketing,
from invoking the divine to talking
about music, from implications of
legislation on businesses to the
creative spirit unleashed by
technology. This is a take on issues
that impact our lives - a take on
issues the way we see them exist in
the world around us. Hope you enjoy
reading them as much as we enjoyed
authoring and compiling them.
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reverie

by Aseem Mahajan

Dr. Aseem Mahajan is a first
year PGDM student at IIM
Calcutta. His interests include
creative writing and philosophy

A reverie lost in the last bird song of the day. The
fragrance of a thousand life forms intermingled to
form the perfume of nature. The canopy of stars and
the tiny squirming life(my puppy) in my arms- bliss
is such little moments gathered together over a
lifetime.

The song of silent words and unshared dreams
resonant in my being. The little patch of grass at my
back, the endless universe in my sight and me a tiny
little speck in its infinite multitudes but infinitely
important; for a spectacle requires a spectator. The
nature is grandiose because human imagination is
confounded, astounded and enraptured by this
masterpiece.

My dream of experiencing this diversity that our
planet and the universe is full of is sure to remain
unfulfilled but I know that as long as I am alive I will
seek travel as a means of experiencing a fraction of
the whole and making it my own little universe of
experience.

The beauty of creation ( spontaneous or god’s -take
your pick am on the fence myself) is not just the
apparent beauty it’s also in the mind boggling variety
and short lifespans —for wonders would never cease
as the world is too vast and our lifetimes too short for
us to experience even a semblance of totality.

For those not enamoured by natural wonders there is
a universe composed of human emotions and moods
as fragile yet everlasting as the universe itself
(relative to our lifetimes).
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This mind boggling beauty and thinking back on our
original state of existence comprehension dawns regarding
the genesis of religion and science. Our minds demand a

reasonable explanation of the unexplainable for
preservation of our fragile sanities. Such explanations were
and are not self-evident but religion provided immediate
and lasting comfort in the form of comforting rituals and
beliefs and science made us realize we understand and
know virtually nothing. So the primacy of the former is a
foregone logical progression of the scheme of things. Then
came civilization and people started daring to stretch our
horizons of knowledge and to seek an answer to every
question that could be envisaged. But the questions were
and are infinite and the answers evermore but always
insufficient.

So religion will continue to rule the roost for the
foreseeable future. Knowledge might erode our established
definitions of sanity but then the unknown beckons the
human spirit as much as the known comforts it. Here’s to
forevermore suffering the agony of insufficient knowledge
that drives us and keeps us sane.
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" Gaurav Pareek is a second year

!ﬂgr His takes active interest in
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Yes please someone get rid of him, he is today as
useless as any other politician you idolize. And
boring too, this Diwali I would rather shut myself in
a cellar than hurt my ear. And its uncool, everyone
today is calling himself an atheist, an agnostic, not
religious just spiritual, non-believer blah blah

R

And well god himself is responsible for the
condition religion is in! This larger than life
messenger has subdued his own message. Mr God
has ensured that we worship him properly, keep the
slippers out when required and he is given due
respect. In our preoccupation with religion we have
forgotten the basic purpose man invented religion
for! Many of you will claim to still be religious, but
can you deny that in the process of growing up you
have thrown at least half of religious teachings (if
you actually remember any, that is) to the winds?
How many of you before taking up or executing a
task even pause to consider the ethical aspects? No,
because for you religion is just an inanimate picture
which would probably grant you a wish. Traditions
and customs are the easy routes to gratify your
desires.

How many of you before doing any work ask
yourselves whether what you are doing is correct,
moral, right? No because for you religion is just that
stupid picture which would probably grant you a
wish, for that you will follow traditions and

customs, 'who cares about things like be good, what
have they got to do with religion!?'

Religion was about morality not tokenism, that's all it is
left to be.

Man invented religion to create a system of organised
morals and then created god to add some charisma! But
today it seems that the charisma became too much,
blinding us and keeping us away from the basic
meaning of religion. This film star became so big that
the meaning of his movie got lost(Reminded me of
Salman Khan or Akshay Kumar, these days they are
able to sell anything.Let’s see if ‘Bodyguard’ proves
me wrong). It’s the importance we give to god which
has ruined religion. Not just Hindus, I am saying it for
the Muslims, the Christians everyone. Religion was just
about doing the right thing but in all this hype and
hoopla around god we forgot just that.

So shouldn't we kill god, maybe then people would
have time for religion — religion in its true sense.
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e Art in Morketing

by Soha Verma and Shraddha H Mehta

student at IIM Calcutta

PGDM student at IIM Calcutta.

advocates creativity.

What is one common thing that relates the successful
ad campaigns of Amul, Vodafone, the movie Hum
Tum and Appy Fizz? It’s just a three letter word but
its impact in diverse fields is not unknown to any. It’s
Art. So what is art? When you Google “Art”, words
like innovation and creativity will flash on your
screen. In simple terms, art is nothing but a way of
expression —a deep and unconventional way of
communicating. It's a non-verbal form of
communication, but speaks more than words. And
the best thing about art is that it not only invokes the
emotions and opinions of the artist but also of the
viewer. One glance is enough to step inside the world
of the artist and explore the intricacies of his
thoughts.

MNow the question to ask is why did Vodafone design
the concept of ZooZoo’s or why did Kunal Kohli
think of introducing a comic for its movie Hum Tum.
Or more generally, what is the relationship between
art and marketing? Have you ever wondered why
recruiters emphasize on extra-curricular
achievements for a marketing role?

The answer is simple; there is a deep correlation
between art and marketing or advertising and this is
very intuitive too. The main goal of advertising is to
attract the consumer’s attention and deliver the
intended message.
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Soha Varma is a second year PGDM

Shraddha H Mehta is a first year

They are members of Hues which is a
special interest group on campus that

Not everyone has the time to listen to what the marketing
team of each company has to say about its product. Art
has the capability of achieving the same goal in lesser
time and that too more effectively. Let’s discuss why that
is so:

1) Simplicity

Art is simple, easy to understand. Words may confuse
people. But images are easy to comprehend even for
someone who is illiterate. Usually people can decode the
message faster and more easily when conveyed in any
form other than words because people are overloaded
with words today and they have grown to consider them
as boring and drab. Take an example of a majority of
people preferring to watch a movie over reading a book.

2) High recollection index.

I am sure everybody remembers 7Up’s ad campaigns
featuring Fido but not many may recollect which actress
endorsed Mirinda. Just like it’s easier to recognise
someone than to remember his or her name, it’s easier to
recollect image and make associations based on them,
than to remember words.



3) Left to the interpretation of the people

One good thing about art (may be a bad thing too!) is
that it is subjective in nature. Its interpretation changes
from person to person. This fact can be used to
advantage by using the same ad campaign to target
different audiences in different ways. Amul Butter’s
contemporary ads appeal to the youth and the old
equally. Also, this can be used to handle ads related to
social issues like family planning, non-verbally yet
effectively

4) Provides easy differentiation

One major application of art is brand building through
logo design. A brand logo provides instant identification
for brands. It’s easy to make out Nike or Puma sneakers
in just one look by looking at the logo. Moreover a logo
also reinforces the brand positioning. Like Amazon’s
logo says it offers everything from A to Z and the smile
emphasises its focus on customer emphasis. Fevicol’s
two elephant logo denotes its strength of bonding.

5) Freedom to exaggerate

Exaggeration in art is quite common. Obviously, you
can’t break a concrete wall with your hair, how much
ever you shampoo your hair with GarnierFructis. The
aim is not to mislead people, but it is to tell people that
our shampoo makes your hair stronger. Period.
Overdoing it can be annoying too. Like in the case of
Axe deodorant, there was a law suit filed against the
company by an individual who complained that he could
not attract a single girl. Art comes to the rescue here too.
It’s easier to believe ZooZoo’s flying then real people.
It conveys its message without sounding ludicrous.

So if art is such an effective tool, has it been successful?
Of course yes! Given below are 5 successful ad
campaigns which primarily involved usage of art.

5 successful marketing campaigns based on art:
1) Amul Butter

Probably the best example of Art in Marketing is the
Amul Butter Ad Campaign. ‘Utterly Butterly Delicious!”
hummed a thumb-sized girl, dressed in a polka-dotted
frock and the world went crazy — the witty quotes and the
satire on the relevant issues, made way directly into the
hearts of millions. 30 years and it’s still going strong - It’s
the longest running ad campaign and it’s ready to enter
the Guinness Book of World records.

2) Vodafone ZooZoo:

The entirely endearing little men in white, called
Zoozoos created by the agency O&M for Vodafone were
an instant hit with the audience. “What makes them so
endearing is that they are innocent people living in a
simple world unlike ours, who laugh loud when they
laugh. And who seem to be in an in-between world of
animation and reality,” said Mr Rajiv Rao, Executive
Creative Director, O&M. Yet again, Art has emerged
victorious.

3) Hum Tum Comics:

Touted as the new generation of movie marketing, the
Hum Tum comics had instant identification with the
youth. It created a buzz with its witty humour, promoting
the theme of the movie. Since Saif Ali Khan played a
professional cartoonist in the film, the release of Hum

Tum was preceded by a comic strip in The Times of India.

4) Madhya Pradesh Tourism Ads:

The MP Tourism TVC based on Shadowgraphy very
effectively communicates the message - ‘’MP ajabhai,
sabsegajabhai”. The Video Ad created by Oglivy,
Mumbai employed Shadow artists from Bengal to render
it. The shadow art is very Indian and instantly hits the
right note with the average Indian and also delivers the
MP gajabhai message effectively.

5) Appy Fizz:

Appy Fizz ‘s “Cool Drink to Hang Around With”
campaign with its champagne shaped bottle and smart
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advertising, has succeeded in creating a Fizz in the
segment, which is basically the Indian Youth. Appy
Fizz wears sneakers, plays pool, cracks good jokes and
comes in a PET bottle you can keep in the fridge. The
success comes from the personification of the drink,
and use of art is evident there.

Challenges

All this said, let’s look at the challenges which the use
of art brings along with it. The million dollar question
being how to differentiate? How to make people say
“WOW” and induce amazement from a marketing
campaign? Marketers can take refuge in Art because
any piece of art is capable of creating a "Buzz". It does
not matter if it arises from positive or even negative
public response. Sometimes even a controversial buzz
is welcome even though it is unfavorable. Another
matter of concern is its subjectivity; it may not strike
the same chord with everyone. It may even be
offensive to some people. So care has to be taken and
a thorough research should be done before introducing
a new campaign.

Lastly, let’s look at some ways in which art can be
used for marketing
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5 suggested techniques usage of art in marketing

1) Interactive Marketing

With the increasing use of the internet, and the high
exposure rate to ads from all directions, there is a need
to build a relationship with the consumers. This can be
done by use of Interactive Marketing. Consumers may
be allowed to play games, or solves puzzles on the
product’s website, simultaneously increasing his
awareness of the brand and the product.

2) Mascot

What is the first thing that comes to your mind when
you think of McDonald’s (other than the delicious
McBurger of course) ? The yellow-red striped clown-
Ronald McDonald, welcoming you inside. It appeals to
the children and also goes with the young and peppy
theme of McD. Mascots are a very effective way to
build a brand image. It brings instant recognition for
brands and can also be used for creating promotional
merchandise. The role of art is evident here. A lot goes
into designing the mascot. The brand’s positioning is
heavily dependent on it.

3) Posters

With the over-exposure of ads, it becomes overly
important to use ads which catch the attention of the
consumer and that too quickly. Posters are a very
effective tool of advertising. Posters have to
minimalistic, clear and should instantly convey what
the brand wants to say about its product. With the
increasing usage of social networking and internet,
posters are an easy way to make an impact.

4) 3D Ads

Now that 3D televisions are the next big thing, 3D
television ads are close in line. It can revolutionize the
way ads are made and perceived.

5) Socially relevant messages

Ads of social relevance, like Anti-Smoking, Drinking
and Driving can be effectively communicated using art.
Creative ads can also be used to increase awareness
about many things like Cancer prevention and
detection, AIDS precaution, family control etc.
Creative posters, which do not evoke negative feelings
but still get the message across, can be used for this
purpose.
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by Soumya Sarkar & Atri Nayak

Atri Nayak is an alumnus of IIM Calcutta (PGDM 2009). He is currently in Alshaya, Kuwait as a Senior
Merchandising Manager.Soumya Sarkar is an FP student in the Marketing Group, IIM Calcutta. His
primary research interests are B2B, branding, innovations, and of course, marketing of films.

Cinema may be a source of entertainment for
most people, but worldwide this is big business.
Other than the complex process of production of
the films, marketing of the finished products
involves another set of complex processes.
Hollywood has initiated the practice of film
merchandising as an inseparable part of the
marketing process since Star Wars in 1977. The
Mumbai film industry has also taken recourse to
film merchandising, albeit twenty-five years
after Hollywood. That was in 2002 with Na Tum
Jaano Na Hum. But since then almost all major
production houses have started to factor in this
option within their marketing strategy and are
adopting this means on an increasing basis. In
the mean time, the organised national retailers
had structured their operations all over India.

The coming together of these two forces has
made merchandising more streamlined than
when the Maine Pyar Kiya caps or the purple
Hum Aapke Hain Kaun sarees appeared in the
street-side shops in the nineties. Rajshri
Productions, the producers of both the films, did
not earn anything as the unorganized sector
made money out of the success of the films.

7

In this milieu, again the Hollywood experience threw a
different light on the merchandising business. It was
seen that the movie studios earn a considerable part of
their entire revenue through this exercise. The Mumbai
production houses have woken up to this reality but
their merchandising plans have not yet been focused to
that extent where this mode of promotion could act as an
independent source of revenue, and not as a
supplementary one to the main film.

How different is or should be film merchandising in
India as compared to Hollywood? Is it an effective
promotional tool? Does it have the potential to be a
revenue earner? These are some of the interesting
questions that need to be answered.

The backdrop

Cinema in India has always been considered larger than
life by the majority with the actors enjoying cult status.
India is the largest producer of motion pictures in the
world, in terms of the number of films produced, and its
viewer base is also one of the largest with 3 billion
admissions in 2006. This industry is expected to grow at
16.6% CAGR to USD 4.42 billion by 2011. The size of
the film-going population can be regarded as a potential
consumer base for all products related to films.
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These numbers have naturally garnered respect for the

Indian film industry in the global market and one can
witness definitive movements in terms of collaboration
by Hollywood studios with Indian houses for
production, marketing and distribution of films. So
despite Hollywood dominating the major markets in the
world, India still remains the final frontier to conquer
because of the large output of local films in different
languages. Indian production houses are gradually
following the routes taken by their Hollywood
counter-parts in respect of the marketing as well. Film
merchandising is one such feature of marketing that is
gaining momentum in India, inspired by its success in
Hollywood.

Merchandising of products related to films is a major
tool for business development and for business as well,
in Hollywood. Merchandising is the act of making or
selling merchandise based on a copyrighted property.
And film merchandise refers to the commodities or
products based on movie themes, characters and/or
images that are designed, manufactured and marketed
for direct sale. Usually the producers or the distributors
do not manufacture these commodities themselves and
license the right of selling these products to other
companies for a fee. The spectrum of movie-based
merchandise is extremely wide with a strong focus on
items related to children like toys, games and other
items (lunch boxes, school stationeries), and wvideo
games. Other diverse items are also available including
home furnishings, jewellery, food, art objects, and of
course, apparels. Hollywood has been at it for quite
some time. In fact some industry historians say that it
all started when Walt Disney was offered to put Mickey
Mouse on writing tablets following the tremendous
success of Steamboat Willie in 1929. On a formal note,
however, it started with the merchandising success of
Star Wars in 1977 and E.T. the Extra-Terrestrial in
1982. Today licensed products for entertainment
merchandise generate a business of USD 16 billion.
This form of film promotion, in its manifestation as a
revenue-generating arm, is in its nascence in India. One
reason is that this mode had started on an organised
scale only as late as in 2002 with the release of Na Tum
Jaano Na Hum, and its ‘Tutu’ dolls.

Joka Speak December 2011

Since then the activities in this front has been quite
frenetic with Yash Raj Films having launched a
subsidiary, YRF Merchandise in 2006, to market the
merchandise from their films. The objectives of
merchandising are two-fold: to generate interest for the
film and to generate revenue. An additional side-effect
may be the retention of the merchandise as
memorabilia. Darshana Bhalla, CEO of Madison
Mates, is not yet ready to term merchandising as an
allied industry but she does admit that it gives a
‘marketing muscle’ to the film. But the second and
admittedly the secondary aspect is gaining in thrust by
the day. Globally, film merchandising has proved to be
an effective means in making healthy contributions to
the revenue streams of the film. In some cases, these
earnings have actually outdone the box-office
collections.

Given these aims that merchandise has to fulfil, the
distribution channel has to be in place to reach the right
segment of consumers, and in time, coinciding with the
release of the movie. In the US, the channel is generally
specific to the product but in India, the producers
collaborate with the major retail chains who take up the
mantle of distributing the entire gamut of merchandise
all over the country. As a matter of fact, film
merchandising is not a new phe-nomenon in India as
the products have always been available in private
boutiques and on the streets. But with the organised
retailers joining the fray, the business has been
formalised to a large extent. The production houses
now can plan for their merchandising programmes as
an extension of the prime film marketing strategy.
Future Group, Shoppers Stop, Archies, Zapak.com,
Westside are the major players in this arena who are
driving the growth of the merchandising business. The
Hollywood trends are also getting evident in India as
films like Om Shanti Om tied up with specific brands
like Sia Jewellery and Nokia other than a major retail
chain for the apparels. In-film placements, the other
form of merchandising agreement, has also started
happening in Hindi films on identifiable properties and
locations that have relevance to the story. The other
successful merchandising activity in India relates to
cartoon-based licensed products, the market size of
which is in the region of INR 3 billion [approx. USD 60
million].



These promotional activities are primarily aimed at
pulling the crowds to the theatres. But as was discussed
above, the merchandise is valued by some of the
consumers as a souvenir of the film experience. The
Managing Director of Hot Muggs, Rishi Jain says that
they are “... not just offering a product or merchandise,
but an object of desire...”. Additionally, the children are
a major influencing factor for the purchase of film and
cartoon based merchandise. Several Indian studios and
agencies have developed products around movie
characters like Krrish, Hanuman and Krishna, aimed at
kids. But the cognitive processes that go behind the
design and the implementation of the merchandise do
not take into account the perceptual aspects of the
consumer. The designers want their products to
publicise the film at every possible moment but the
buyers on the other hand, want the products to remind
them of a memorable experience. This reason, and also
the non-usability aspect of the apparels, had hindered
the acceptance of the products in the Indian consumer
mindspace. So despite the iconic following of the stars,
given the understanding and perception that the
high-profile stars can influence movie development, the
Indian buyers are not willing to spend mindlessly on
such products. Other than the design and usability
aspect of the merchandise, the retailers and the brand
experts have blamed the production houses in taking a
safe stance while placing the merchandise on the
shelves. Pantaloons have complained that it becomes
very difficult to get the best results from the process as
the producers come to them at the last moment, once the
latter are sure about the success of the film. They claim
that this process has to start at the scripting stage so that
the merchandise can also be promoted with the film
itself. In the US, Godzilla has demonstrated how early
merchandising even helped create the script. Moreover,
“the value of celebrities is diffused in India by the
sundry products they endorse and this has bearing on
creating strong affiliations”, says Nanette D’sa, Senior
Vice-President for Licensing and Merchandising for
Star India. Harish Bijoor, a brand consultant, agrees and
adds that branding and proper upgradation of the
merchandise has not happened in India. Also extending
the merchandising from a purely urban phenomenon to
the next level of smaller towns will improve the revenue
and the profits.

Promotion vs. Revenue

The sales personnel of the retailers look to these
merchandised products as another set of SKUs. Their focus
always remains to clear the shelves at the quickest possible
time. The inputs from the regional marketing heads pointed
to the fact that the turnover time for the film-based products
is much lower compared to the regular items. The retailers
would promote these products with additional effort
through the use of purposeful point-of-purchase materials.
Additionally, the lead actors of the film would be appearing
in shop-floors to promote the film, and automatically, the
products. The hype created by the movie in other media
complements the promotional pull of the in-store
merchandising. The producers gain by having their
publicity at the ground level, where consumers will
actually be moving around, at a comparatively lower cost
considering the number of the eyeballs hitting the
merchandise. On the other end, the retailer gains through
the surrogate advertising and has its apparels sold off
faster. The capital blocked by the manufacturing of these
items can thus be turned around quickly.

Pantaloons experienced good sales with the Tashan and
Bachna Ae Haseeno apparel mer-chandise. But despite the
film doing well in the box-office, the response to
merchandise of Kirish, especially the stationery, mugs, etc.
had been very poor. Also the sales of apparels of Laaga
Chunari Mein Daag were quite unsatisfactory. The
respondents believe that this could be attributed to the fact
that young girls would not like to identify themselves with
the charac-ter, a high-society escort played by Rani
Mukherjee in the film.

For Shoppers Stop, the sales of the Om Shanti Om items
have been mixed for a first venture. The men’s line did
exceptionally well but the women’s apparels did not get a
good response, according to the Marketing Manager and
the Unit Head, mainly because of the ‘obnoxious’ pricing.
The dresses were priced at around Rs. 10000 whereas
men’s shirts could be had for INR 2500-3000 (approx. USD
50-60). They think that the trend in using film-based
merchandise had undergone a diametrical change now with
the advent of organised retail. In the early nineties, the cap
worn by Salman Khan in Maine Pyar Kiya could be seen on
most boys on the streets those days and the upper class
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customers would strictly stay away from such things,
mainly because of lack of exclusivity and of the
facetious and faddish nature of such products. But now
the prices of such items have automatically limited the
access of such products to the very rich customers
only.

Big Bazaar did very good business with swords, magic
kits, and other merchandise, for Drona but the film did
not live up to its billing. So did Archies with the soft
toys related to Waqt — A Race against Time which
were shown in the film.

On the basis of the interviews held, and other
secondary data, we were able come up with four
different forms of film merchandising, as it happens in
India. These are explained below.

The Modus Operandi

Form 1

This is the simplest form of merchandising where the
production houses get the merchandise manufactured
and then distributed through the retailers. The budget
for the manufacturing of the merchandise can be a part
of the promotional budget for the film.
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It may also be viewed as an additional investment with
some expected return. The retailer, however, does not
consider this merchandise to be different from the
regular SKUs. For the customers there may be some
curiosity or novelty factor attached. A recent example
is the Drona swords that were retailed through Big
Bazaar. Though the production houses do earn some
revenue, they still look at this activity largely as a
promotional tool. Referring back to the Drona swords,
the store launch of the swords at the time of the film
release would have acted as a reminder to a shopper
that the film may be playing at a theatre near her. At the
same time, a child visiting Big Bazaar after watching
Drona would want to buy the sword. Hence, though it
is difficult to zero in on the exact objective for which
the merchandise are launched, the one aspect that is
definite is that such instances are becoming more and
more frequent.

Form 2

The next form of merchandising involves a third party
obtaining licence from the production houses to get the
merchandise manufactured and then the same is
distributed through the retailers. For the retailers it has
got no difference from the first form, but for the
production houses this is an assured revenue earner in
the form of a licence fee. And they end up getting the
similar promotional effect as in the previous
arrangement. Hot Muggs launched mer-chandise in the
form of ceramic mugs for Roadside Romeo by
acquiring the licence from Yash Raj Films. The
licensee expects to gain in terms of visibility by
associating its name with a popular movie, over and
above the revenue

Form 3

Here the manufacturers and/or the retailers get some
designs from their upcoming lines placed in the film
and those are later launched in the stores, coinciding
with the release of the movie. Yash Raj Films’ Bachna
Ae Haseeno was one such film where the
merchandising was done in this manner. Pantaloons got
involved when the appearances of the characters for the
movie were being visualised. The dressing up of
Gayatri’s character, played by Deepika Padukone, was
done using their Annabelle range. Few of the designs
that Pantaloons had planned for the next season were
chosen, depending on the mood of the film and the
personality of the characters.
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