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FROOTI

Mango Let Loose

With no seript and a special castin place, the brand manages to capture ben-
efits of quenching your thirst an camera with a Frooti. By Surina Sayal
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) icture walking down a streer, taking inthe
I summer breege, when suddenly, our of

nowhare, a gigantic mangs falls our of a
tres, scaring you our of your wirs, Bo it's not a
hybrid variery, just a prank that’s part of a new
campaign from Parld Agro’s mango drink,
Froori.

Fram itz rhythmic ‘Mango
Frooti, fresh and juicy” days o the
currant attitude-loaded “Why grow
up'’, the brand has come a long way.

In its new summer campaign,
called the ‘Juicy mango surpnss
project’, the brand has tried o go a
differant roure, by using no script
and no special cast. Those featured
in the ads are people who reaced w
the prank and an anchor, who lets
them in on the prank and allows
them o s=ample the drink.

Sajan Raj Eurup, chairman and
chief crearive officer, Creatrveland Asia, says,
“The idea was to surprise people with a
real big mango. when they least
expected 10"

Strategic locations were rigged with
eight hidden cameras. Mine-feer-mall

mangoes were created out of ther-
mocal, silicon, curd and mango
pulp, and coversd in thin vinyl
These were dropped from trees
and ralled down slopping sreets,
and the reactions of unsuspect-

o e

e ing passers-by were recorded.
== = “We must have dropped those
"_il = = mangoes some 250 nmes!® says
! m g Eurup.
= a3 He adds, “We wers very cars-
; — § ful nor ro drop them near elderly
- = le; we didn't wanr amyons

= paop Iy
= € ‘ﬁ ! having a heart attack on accoune
|4 ! of a mango,™ He explains further,
: & . “It was the firse time we worked
L P gt :  with oo scriptand no cast. It was
e really an experiment, and we had

?‘1. no clue if it would succeed. The
i director and 1 have spent long
i hours  sitting  inside  small.
dingy. rwo-foor  cabins  and
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Prakash Varma

monitor vans, leoking at eight screems.”

To convert this activity inw a film campaign,
the agency roped in filmmaker Prakash Virma of
Mirvana Films. Varma saya, “This was one of the
toughest assignments we were doing. We had no
sonpr, 80, we wiould make things up as we went
along. W had no actors, so, we would juse look ar
people from hidden cameras and
incuitively decide on them, as we
had no clue how people were going
toe react to this big mango,”
explaina Varma. The ream recorded
multiple videos and rhen looked at
the mshes, o finally decide which
ones they would use.

The  inregrared  campaign
included the live ocutdoor stunt,
and a direct marketing and promo-
rional  acrivity  thar  included
sampling afrer informing the
unsuspecing peopla. This foorage
has also becomes part of the Froon TV campaign
andwill scon be part of a viral activity online as
well.

Fadia Chavhan, joint managing director and
CMOY, Parl# Agro, says, "This is a fresh and juicy
rake on mangoes. This year, we have focused
mare on the ‘ral mango® aspect, in a sore of fun,
why grow up’ way, People will find this way of
emphasising real mangs more entaraining, and
they will enjoy wartching the advers later.”

Kurup adds, “Every mangs drink brand talks
abour the “real mangs’ aspecr. W thought this
way, pecple would definitely nor forget Frooti™s
real mango element.™

The campaign is now being raken across 12
cities 1o schools and colleges, as weall as malls.

Eurup thinks this is rhe fumire of advertising,
where the lines blur berwesn TWCs, curdoor, and
viral acrivities. “Whar we hawve arempred is noth-
ing short of crazy. Ir's amazing whean such risks in
comrnunication pay off. We will nor stop here; we
intend to drive it on-ground and on the Wb roo,
with a lot more pranks, virals and user-generatad
miango prank videcs,” he says,

Jusr an afterthoughe maybe Creariveland Asia
should add a disclaimer o the advert: *bo cir-
gere were hurt in the making of these ads"! =
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