
  

That Indian Drink

is an Indian yogurt brand based out of New York, 
USA. The assignment was to plan, create and 
manage online campaigns for 2 months.



  

Problem

The product is sold in 30 stores in 3 cities in USA. 
The need was to create awareness for the brand on 
various social media channels.



  

IDEA

Make the bottle the mascot for the brand and create 
festival/holiday themed communication around it. 

3 campaigns were launched

● Halloween
● Fall/Autumn
● Movember



  

HALLOWEEN

Oct 28th to Oct 31st

● Never tricky, always treaty
● Flavor Bobbing
● Freaky Flavor War



  

FACEBOOK 

THEME



  

TWITTER

THEME



  

PINTEREST

PAGE



  

FLAVOR BOBBING

A game based on 
Apple-bobbing 
where people could 
replace the apples in 
the game with the 
yogurt bottles and 
bob for them.

LINK TO BLOG POST

http://blog.thatindiandrink.com/lets-play-that-indian-drink-flavor-bobbing/


  

Freaky Flavor War

A virtual contest to 
vote for your 
favorite Halloween 
flavor on Facebook 
by hitting the 'Like' 
button. This is like a 
Halloween costume 
party except that the 
participants were the 
3 flavors, dressed up 
in the Halloween 
theme and presented 
themselves in their 
avatar.

LINK TO BLOG POST

http://blog.thatindiandrink.com/little-hansels-halloween-treat/


  

PINS & FACEBOOK 
VISUALS 

These characters 
were introduced in 
stages. Teasers & 
visuals, followed by 
their dialogues.

LINK TO BLOG POST

http://blog.thatindiandrink.com/little-hansels-halloween-treat/


  

PINS & FACEBOOK 
VISUALS 

These characters 
were introduced in 
stages. Teaser & 
visual, followed by 
their dialogues.

LINK TO BLOG POST

http://blog.thatindiandrink.com/little-hansels-halloween-treat/


  

PINS & FACEBOOK 
VISUALS 

These characters 
were introduced in 
stages. Teaser & 
visual, followed by 
their dialogues.

LINK TO BLOG POST

http://blog.thatindiandrink.com/little-hansels-halloween-treat/


  

RESULTS
● Increased footfall on the website
● Positive feedback from distributors on emails
● Escalated reach & engagement on FB
● New followers on Twitter and customer queries
● New followers on Pinterest



  

FALL  

For a week, 
Autumn themed 
communication was 
executed on various 
social media 
channels.

Nov 2nd – Nov 10th 



  

MOVEMBER
Nov 11th – Nov 25th

The brand decided 
to donate a part of 
their November 
revenue to 
movember.com. 

A 15-day campaign 
was launched to 
generate awareness 
around Movember 
and to help people 
contribute to it.

LINK TO BLOG POST

http://blog.thatindiandrink.com/how-axel-saved-his-father/


  

PINS & FACEBOOK 
VISUALS 

As part of the 
campaign, 6 
different Indian 
mustache designs 
were created and 
shared on all the 
channels.



  

PINS & FACEBOOK 
VISUALS 

As part of the 
campaign, 6 
different Indian 
mustache designs 
were created and 
shared on all the 
channels.



  

PINS & FACEBOOK 
VISUALS 

As part of the 
campaign, 6 
different Indian 
mustache designs 
were created and 
shared on all the 
channels.



  

FLAVORED MUSTACHE 

Posts on how to 
create a flavored 
mustache.



  

WHY MOVEMBER? 

Posts to generate 
awareness around 
Movember.



  

INSTAGRAM

Posts on instagram 
for Movember.



  

Thanksgiving
Nov 26th – Nov 30th 

General messages 
around Thanksgiving 
and thanking people 
for contributing to 
Movember.



  

RESULTS
● Direct customer appreciation on emails
● New fans on Facebook
● New followers on Twitter and more engagement
● Instagram page achieved more visibility

http://instagram.com/thatindiandrink/
https://www.facebook.com/ThatIndianDrinks
https://twitter.com/thatindiandrink
http://www.pinterest.com/thatindiandrink/
http://thatindiandrink.com/
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