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For individuals and organizations alike,
a reputation is far easier to
destroy than it is to build

ANDREW GRIFFIN
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A strategy consultancy committed to
taking care of your reputation right from building it to

protecting and maintaining it

In all scenarios. At all times.
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The
new order
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A NEW NORMAL is in order, but no one knows
what it is

When UNPRECEDENTED EVENTS STRIKE
like lighting, they leave us confused and
scrambling to get back to our feet
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Businesses may not be the SAME AGAIN, for example, 
consumer mobility is impacted, media consumption habits 
are changing, supply chains are being disrupted

But there is one arena where certainty reigns, and which 
will be your strongest asset. That is REPUTATION
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While there may be a need to change our business and 
work models, there is absolutely no need to compromise

We say this, because we are prepared, to fight for your 
reputation, while you fight for your business
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Reputation
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Crises force business 
landscapes to change 
and may impact all 
touchpoints that a 
brand has with its 
stakeholders. 
Businesses need to 
adapt as quickly as 
the situations change

01
When digital may be 
the undeniable path 
to go, reputation of 
businesses also 
keeps shaping up 
with every digital 
action

02
Today, there is an 
even stronger need 
to ensure positive 
experiences with 
stakeholders and 
maintain reputation

03
You don’t need to 
do it alone, you 
can do it together, 
with us
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We are your warriors. We keep 
up the spirit, engage with 
obstacles and move ahead with 
confidence with the help of 
leaders who’ve gone through 
fire many times in the past
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We believe challenges are but 
opportunities. Disruptions are but 
open doors to greater successes
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Who
we are
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Pitchfork believes that when traditional 
ways don’t, tailored solutions do, and 
experienced minds make a difference

Our team specializes in understanding 
business needs and aligning 
communication to the business goals

OUR
ADVISORY GROUP
Our advisory group 
consists of well-known 
names from various 
industries who roll up 
their sleeves and fire 
up their creative brains 
whenever called
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Overview
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Our experiences and expertise help us help you focus on every relationship 
set. We also counsel CXOs of mid-sized and large companies for reputation 
management that looks beyond traditional media

We champion reputation building, management and protection in the 
following ways:

Reputation Building

PITCHFORK’S SOLUTIONS ARE HOLISTIC. DIGITAL AND SOCIAL 
MEDIA ARE INTEGRAL PARTS OF OUR OFFERING.

Reputation Management Reputation Protection
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Reputation Building
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BACK TO OVERVIEW

MEASUREMENT
Research, measure perceived 
vs actual reputation potential

STAKEHOLDER MAPPING
Map the target audience

STRATEGY
Tactics to engage target 
audience, purposing workshop, 
messaging framework and 
media training

REPUTATION BUILDING
Brand communication, thought 
leadership, media and influencer 
engagement, crisis planning, 
and government and corporate 
affairs

MONITORING AND 
MEASUREMENT
Understanding and measuring 
the change

ONLINE MANAGEMENT
Reputation management in the 
online world

Reputation Building Reputation Management Reputation Protection
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Reputation Management
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MEASUREMENT
Research, measure perceived 
vs actual reputation potential

STAKEHOLDER MAPPING
Map the target audience

STRATEGY
Tips and tactics to influence 
your target audience

MESSAGING
Our patented messaging 
framework

REPUTATION MANAGEMENT
Corporate communication and 
thought leadership, executive 
positioning, media and influencer 
engagement, crisis planning and 
management, and government and 
corporate affairs

REPUTATION MONITORING 
AND MEASUREMENT
Understanding and measuring 
the change

ONLINE MANAGEMENT
Managing reputation in the 
online world

BACK TO OVERVIEW Reputation Building Reputation Management Reputation Protection
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Reputation Protection
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REPUTATION DAMAGE 
ASSESSMENT
Research and insights, mapping 
reputation index and factors that 
have influenced it, impact on 
business and people

STAKEHOLDER 
IDENTIFICATION, MAPPING & 
ENGAGEMENT
Map the target audience

DAMAGE CONTROL AND 
REVIVAL STRATEGY
Tips and tactics to engage with 
your target audience

REVIVAL MESSAGING
Messaging framework, FAQs 
and media training

REPUTATION REVIVAL AND 
RE-BUILDING
Crisis communication, media 
and influencer engagement, and 
government and public affairs

ONLINE REPUTATION REPAIR 
AND MANAGEMENT
Protection of reputation in the 
online world

Reputation Building Reputation Management Reputation ProtectionBACK TO OVERVIEW
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Social Media and Digital Marketing
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SEO / SEM
Strategy, Keyword Research, 
Content Development, Link 
Building, 

EMAIL MARKETING
Campaign Design & 
Development, Lead Generation, 
Monitoring, Redemption 
Analysis, Response & 
Conversion Tracking

DIGITAL STRATEGY AND 
EXECUTION
End-to-end integrated strategy 
covering full spectrum of social 
and digital world, creative and 
content strategy, development, 
and outreach 

REPUTATION BUILDING
Brand communication, thought 
leadership, influencer 
engagement, digital PR

DIGITAL MEDIA PLANNING 
AND BUYING
Insights and media analytics, 
media strategy, planning and 
buying 

ONLINE REPUTATION 
MANAGEMENT
Listening and analytics, 
engagement, reputation 
management and protection in 
the online world, Crisis 
planning and management

LEAD GENERATION
Social Media and Google 
AdWords campaigns to drive 
sales

WEB AND VIDEO 
PRODUCTION
Digital Development, UI/UX 
Design, Websites, Apps, 
Podcasts and Video 
Production 
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Our process
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We believe in staying agile. So, when business landscapes change, their 
priorities change, our approach also changes to align with the 
transformation.

To help craft the right strategies to establish the change, we start with a 
focus on:

Immersion Situation Analysis Data Mining

Relationship Sets Objective Setting Strategic Direction

Action Steps
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Thinking process at a glance
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THE 7 STEPS OF BUILDING
A CLIENT’S REPUTATION

IMMERSION
In-depth understanding of client,

business landscape, competition,
industry, employee, products, among others

SITUATION ANALYSIS
Preliminary conclusions

based on immersion

DATA MINING
Information needed to solve the problem

identified from the situation analysis

RELATIONSHIP SETS
Which group of people do you want to
address these problems with?

ACTION STEPS
Specific steps
needed to build reputation

STRATEGIC DIRECTION
Charting the overarching strategy
aligned with business objectives

OBJECTIVE SETTING
Defining the reputation
you want to build
and its foundation stones

1

2

3

4

5

6

7
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Senior consulting staff
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Partnerships with global/regional 
firms

Result-oriented approach and clear 
value addition

Multi-market advisory capability
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Diversified / 
Manufacturing

Infrastructure, supply 
chain, logistics and 
shipping

Real Estate, Hospitality
and Allied Sectors Foundations Education

Client Relationships (2015 to 2021)
Sustainable 
Development
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BFSI / PE / Fintech Industry Bodies

Client Relationships (2015 to 2021)
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Client Relationships (2015 to 2021)

Healthcare/Pharma Consumer
Auto / Aviation / 
OEMs Media and Entertainment

Themicrobiome and immunity

ü The gut is home to an ecosystem of diverse microbes
including bacteria, archaea, eukaryotes, and viruses,
known as the gutmicrobiome.

üMore than 1,000 different bacterial species make up this
ecosystem and are referred to as the gut microbiota.

ü The gut microbiota play an important role in the
development of the immune system and in preventing
pathogen invasion through maintaining the intestinal
natural barrier.
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Technology / B2B Tech / Consumer Tech / Social Media Platforms Marketing / Martech / Consulting

Client Relationships (2015 to 2021)
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ASHRAF
ENGINEER

ARGHO AJAY 
MUKHERJI

ARPIT
TIWARI

DHARA 
RAJPUT

FAYANNE
CARVALHO

HEMANI
VADGAMA

JAIDEEP 
SHERGILL

KHURRAM 
ASLAM

MEENAKSHI 
ROHATGI

NITI
MEHTA

NITANSHI
SHARMA

NITESH
KADAM

MUKESH
THARALI

DILIP
SATAM

DAYLON
D’CRUZ

ALEESHA 
CHATHANATTU

ASHWINI 
LOYA

KERZEENA 
WADIA

ANWESHA 
CHOWDHURY

ISRARUL 
HAQUE

ANKITA 
WAGLE

GRIZEL 
CARVALHO

IQRA 
GHORI

ISHITA 
SHAH

JOYDEEPA SARMA 
SARKAR

NAMIRA 
SAYED

MYRON 
BRAGANZA
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VARUN
VISHWANATH

SHUBHANGI 
CHATURVEDI

SNEHA
SHAHU

SHWETA
SINGH

SUNIL 
GAUTAM

VAISHNAVI
KANUGULA

SHAGUNI
MEHTA

SHARON
LUCAS

SUJAY
DHURI

SAMIKSHA
DHOKE

SAMAYEETA 
DUTTA ROY

SHAWNA 
DAVID

RIDDHI
SOLANKI

ROHIDAS
UGALMUGALE

SHILPA 
PAL

VANSHIKA 
SWAMI

VISHESH 
BHAMBHANI

REZA
NOORANI

RAJVI
BHANSALI

NUPUR
KALE

PANNKAJJ
D DESAI

POOJA
CHETRI

PRIYANKA 
SHETTY

PRASHANSA
MEHTA

PRATIBHA 
KHANNA

RICHELLE 
D'SA
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Case Studies





Kirloskar

Media 
Outreach 

(Traditional, 
Trade and 

Online)

Events, 
Activations 

and IPs

KOLs 
Outreach

Celebrity 
Influencer 
and Auto 
Influencer 

Engagement

Product 
Reviews 

and Demos



Jeep India - New Product Launch 
and Ongoing Communication
OBJECTIVE: Build a strong narrative around the legendary Jeep Compass and 
create influential content

CHALLENGES
• The SUV market is cluttered with new players
• Low community engagement due to micro-influencer-led activities
• Decrease in brand engagement due to COVID-19

STRATEGY
• Influencers such as Sonu Sood, Mahesh Babu, Radhika Apte and Milind 

Soman were selected for their individual personalities and success stories
• Sood was the star influencer who engaged with the Jeep community
• Created social media content – videos, posts – to engage with fans and the 

Jeep community as they share the same values as the brand
• Generate positive product reviews 

IMPACT
• Immense engagement on social media and 10 lakh+ views on YouTube videos
• Increased followers on social handles of Jeep India and positive involvement 

from the Jeep community



Media Kit



Social Media Commentary



Pre-Launch Influencer Engagement



Press Reports on Product Launch 



Social Media Commentary on Product Launch



Product Reviews on YouTube



Influencer Social Media Snapshots



Celebrity Influencer Engagement 



Celebrity Influencer Engagement 



Regular Communication Activities





Kirloskar

Blogger 
Outreach

YouTube 
Product 
Reviews

ORM 
through 

Quora and 
third-party 

portals

New-age 
Media 

Outreach



Unilever PureIt Water Purifier
OBJECTIVE: Build strong brand reputation, create differentiated positioning 
for PureIT Copper RO, establish it as one of the top brands in the water 
purifier category

CHALLENGES
• While water purification is a huge market, it is crowded
• There are several options and models are launched regularly 
• Although a good product is essential, it is also critical to increase share of 

voice and rank high on search engine results 
• Most customers spend considerable time checking reviews and comparing 

products online

STRATEGY
• Relevant content was developed using top ranking keywords to make 

users aware of the benefits of the copper water, product, value it offers 
over other product

• Capitalized on the association with celebrity Mandira Bedi to receive more 
media visibility 

• Collaborated with leading portals and YouTube channels for product 
reviews and rankings, showcasing customer testimonials, and engaged 
with influencers for positive word of mouth

IMPACT
• In less than eight months, Pureit Copper+ RO was ranked as one of the 

most recommended purifiers by TimesofIndia.com, KitchenArena.in, 
Reviewsdekho.com, Gyanmojo

• Appeared in the top five Google search results for keywords such as best 
water purifier, best water purifiers for Indian home, best RO water purifier



V4 Videos

Gyaan Mojo

Smart Product Cafe

Perfect Clips 
Roll Reviews Dekho

Vineet Malhotra

Soumens’ Tech

Micro and Macro Influencer Engagement



The Times of India

Energy Conversion Devices

NDTV Foods

Kitchen Arena New Indian Express – Express Deals

Online and Trade Portals

Digit



Content Marketing





Kirloskar

Internal 
Communication

Crisis 
Communication

Events and 
Activations

Branding 
Positioning

Social Media 

Traditional and 
new-age media 

Outreach



Integrated communication for a conglomerate - Kirloskar

Established in 1888, the Kirloskar Group is one of India’s largest conglomerates. It is known for pioneering the industrial revolution in 
India and best-in-class engineering solutions in manufacturing. Pitchfork Partners is representing Kirloskar for group-level corporate 
communication, driving a multitude of efforts – from media relations to social media and digital marketing to employee engagement
. 

Challenges

With changing times, it was important to position 
Kirloskar as future-ready, innovative, customer-
centric and sustainable.

• Innovation has been done but discreetly, not 
at the same pace as others

• Singular focus on quality of products and 
service, not seen as an aggressive (with 
respect to expansion and diversification, new 
products or offerings, marketing/visibility) 
player when compared to peers

• Current work culture doesn’t reflect a result-
oriented mindset; hierarchy-driven approach 
doesn’t let ideas foster

• Lack of clarity about the group (structure, 
leadership, growth potential) 

Objectives

Position and Authority
• Inform and educate about innovations done – from processes to 

products
• Reinforce leadership position that each company enjoys in its 

respective industries/segments and build credibility for new business 
segments

Respectability
• Build an image of being a dynamic/agile, future-ready conglomerate 
• An aspirational powerhouse that fosters ideas, innovations to serve 

customers better

Distinction
• Build a strong leadership voice for KIL by showcasing next-gen, 

professional management
• Influence public opinion



Integrated communication for a conglomerate - Kirloskar

Action Steps

We based our efforts around four messaging pillars: Customer-Centricity, Innovative Thinking, Sustainable Progress and Future-
Ready. Establishing consistency and quality in content was key with all (6) group companies 

External Communication
• Established social media presence for all group 

companies with meaningful content related to products, 
people, purpose

• Launching group-level social media campaigns such as 
‘Pride of India’ showcasing the legacy it enjoys and 
future-ready initiatives it is undertaking 

• Profiled KIL’s leadership and management teams with 
the help of a video masterclass series and blogs for 
digital platforms such as LinkedIn 

• Increased awareness among  senior editors and 
reporters about the leadership in various industries and 
business plans

Internal Communication
• Evaluated the current systems and processes, content 

strategy for internal and external communication across 
companies of the group

• Kickstarted employee engagement campaign on innovation to 
instill pride and respect

• Created visibility about the group amongst all companies by 
establishing a group-level quarterly newsletter – Kite Post,
for all employees, dealers

• Helped other companies to revamp and enhance their internal 
communication efforts, from corporate newsletters to dealer 
communication

• Increasing collaboration and engagement among group 
companies by identifying unique stories about innovations, 
technology prowess 



Results: Internal Communication
• Inaugural issue of the group’s internal magazine received a 

phenomenal response by hitting a readership of 50%
• Profiled leadership team within KIL with strategic initiatives 

Newsletter 
Campaigns

The Newsletter
Kite Post

Leadership 
Communication

Results: Social Media
• From negligible presence to reaching 7,00,000 on Facebook and creating impressions of over 

2,00,000 on LinkedIn, the total reach of companies increased exponentially 
• ‘Pride of India’ campaign surpassed competition presence (established over a period)
• In addition to the reach, impressions, followers, engagement increased dramatically – thus, 

creating a community of dealers, customers, potential talent, professionals, among others. 
• Platforms like LinkedIn and Facebook elevated the Group’s employer branding with an increase 

in job enquiries and overall positive comments from people outside of the Kirloskar network 



Brand Refresh- Internal Communication

On the back of a rich heritage, KIL embarked on the journey of a complete brand refresh to position itself as a separate and singular 
entity, while also ensuring that its history remains showcased. This exercise was especially challenging as there was a need for a 
retention of the group’s foundation while being forward-thinking and future-focused. This gave birth to the ‘Limitless’ vision, 
supported by Pitchfork Partners through a large-scale ongoing internal communication campaign, launch event, external 
communication and ongoing media interactions along with real-time crisis management.
. 

Internal Communication
• Multi-step campaign building up to the brand refresh exercise:

○ Improve employee awareness and strengthen the 
knowledge about the founding fathers.

○ Keep employees engaged through fun quizzes, games, 
and prize distributions.

○ After the heritage communication, the new set of six 
values that accompanied the refreshed vision had to be 
introduced and reinforced throughout the group

○ This batch also was delivered through attractive 
designs and games

○ The buzz was created subsequently without revealing 
the purpose, creating suspense among the participants

○ Sustenance campaign started post-event to keep the 
momentum going



Brand Refresh- External Communication 

The management is media-averse and needed to revisit media trainings and prepare for the interactions lined up. Pitchfork curated 
answers for all possible questions, related to the refresh and beyond, not limited to and including difficult questions related to 
ongoing disputes

External Communication:
● Press releases
● Quick dissemination
● Coordination and invitation of journalists for live virtual 

press conference
● Real time Q&A support- during and post-event
● Organizing one-on-one media interactions
● Ongoing media interactions to keep the momentum going 

around the refreshed brand identity 
● Leadership profiling for current and next-gen management
● Real-time crisis management
● Constant follow-ups and coordination with journalists to 

ensure our messaging and responses are correctly 
positioned in the media universe





Brand Refresh - Crisis Communication

Disputes regarding the legality of this refresh was predicted and prepared for in advance. When media reached out with 
questions/response requirements, Pitchfork was prepared with vetted answers and quickly closed the loop, leaving no scope for
further allegations

Crisis Management:
● Preparation of response statements
● Real-time coordination with client’s legal team and 

journalists to resolve queries
● Addressing all points of dispute related to brand refresh
● Positioning leadership before the media to tackle and 

address questions pertaining to the brand refresh and 
alleged infringement

● Organising one-on-one media interactions to address 
business and brand-related queries to control negative 
sentiment





Brand Refresh - Social Media 
As a conglomerate, enjoying centuries of customer loyalty and groundbreaking innovation, KIL needed a platform to interact with its 
audience. Their social media footprint had to be increased and refreshed to align their corporate values and subsequently the new 
vision of future-focused customer-centricity on the back of innovation and sustainability. The communication frequency is planned in 
advance and all posts follow the brand narrative of ‘Limitless’. The brand colours of teal and copper patina are used for every design 
to establish familiarity and consistency.

The posts also highlight award wins, media coverage, internal and external celebrations, along with reinforcement of the sic 
corporate values that come with the refreshed brand vision- Limitless.







Kirloskar

Internal 
Communication

Crisis 
Communication

Events / 
Webinars and 
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Social Media, 
ORM and 

Digital 
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Media 
Outreach
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True North Journeys with 
Andre Agassi (2017), 
Michael Phelps (2019)&
Ajinkya Rahane (2021)
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True North Journeys with Andre Agassi (2017), 
Michael Phelps (2019) & Ajinkya Rahane (2021)
With True North Journeys, our aim was to shine a spotlight on invaluable life lessons in 
the form of inspirational narratives that reflect True North values and showcase the 
positive impact achieved through individual or collaborative efforts.

Objective
In 2017, we invited the tennis legend Andre Agassi to celebrate our transition to a new 
brand identity from the erstwhile India Value Fund Advisors (IVFA). In 2018, we invited 
Olympian Michael Phelps to commemorate the firm’s entry into its 20th year and the 
official launch of True North Journeys. In 2021, we invited cricketer Ajinkya Rahane for 
a first ever virtual True North Journeys event after Team India’s historic win in Australia.

Strategy
• Leveraged the 2017 edition to establish firm’s digital media presence on LinkedIn 

and Twitter and re-establish the new brand identity and sector focus
• Coordinated the media buying for the traditional and digital media advertisements
• Afternoon session: Organised a closed-door select tete-a-tete for about 40 senior 
business leaders for the 2017 and 2019 editions with the personalities chatting with the 
host 
• Evening session: Witnessed attendance of over 1,500 in both years; extended invites 
only to select senior editors to build crucial relationships
• In early 2021, the virtual True North Journeys with Ajinkya Rahane renewed the 
collective spirit of True North after a challenging pandemic year. Rahane’s conversation 
with Gaurav was followed by an exclusive Q&A session with employees 

Results 
• Increased visibility in the media with coverage appearing in top dailies like The Times 

of India, Mid-day, The Hindustan Times, etc.
• Effective platform for reinstating the overall brand ethos within the ecosystem 
• Event created an industry benchmark with people waiting for future editions
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Visibility

Unveiling the new brand identity with Andre Agassi in 2017 Entering the 20th year of the firm with Michael Phelps in 2019
The Times of India  

The Hindustan Times 
Mumbai Mirror 

The Times of India  

Mid-day 
The Indian Express 
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Event Day Buzz 
2017 2019 2021



www.pitchforkpartners.com

True North Private Equity 

True North is one of India’s most mature homegrown private equity firm. 
It has a track record of 20+ years across six funds and several economic 
cycles

Objective
An integrated communication mandate to build a stellar reputation for 
True North as firm that empowers and transforms its portfolio businesses 
based on the investment philosophy of ‘The Right Way’. 

Strategy
• Build visibility about True North as a partner to its portfolio 

companies, not just a mere investor, showcase successes of portfolio 
companies wherever possible

• Media outreach to build a strong voice for partners across focus 
sectors: consumer, financial services, healthcare and technology

• Content Ideation and creation for important internal announcements 
– new deals , exits, new policies, initiatives, etc. We closely liaise with 
True North’s HR team to drive internal communication

• Select participation in reputed industry awards, seminars, webinars 
and summits organised by IVCA, VCCircle, Mint, EMPEA among others

• Incorporating firm's ESG values across communications - ESG report, 
social and media messaging

Results
• From being a media-averse company five years ago, there has been 

considerable transformation and recall for the brand
• Most partners have become an important port of call for major 

industry happenings with our healthcare expertise gaining critical mass
• The managing partner is looked on as an industry veteran and a 

strong voice in the PE industry
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Visibility 
Forbes India Feature 

Business Standard

The Economic Times 

Mint 

The Hindu 
Business Line 

Business 
Standard

The Hindu Business Line 

The Economic Times 
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Objective
● To build True North’s reputation on social media and showcase culture and values 
● To expand True North’s network and position it as a great place to work

Strategy
• Sustained efforts towards towards developing close to 12 new content themes and 

company-specific hashtag properties 
• Maintaining a balanced mix of warm employer branding content and business updates 
• The aim is to better acquaint audiences with True North’s legacy
• Build visibility and present insights from True North’s Partners through #TNPartnerSpeaks 
• Build a strong voice for CEOs of partner companies across focus sectors through 

#TNCEOSpeaks. This series has also helped us build traction around True North's work 
and strong partnership with their portfolio companies

• Bring to light the firm’s sustainability practices and CSR Initiatives through a series on #TN 
Foundation 

• Digital Launch of True North’s first ESG through paid prmotions on LinkedIn 

Results
• True North’s LinkedIn follower count  has doubled  from 3,000 to 6,586 organically over 

the past six months 
• On an average, we’ve been adding 400 followers to our LinkedIn community each month -

weekly, our follower base increased by an average of 70-90 people
• Many young professionals, potential investors, entrepreneurs and founders now know 

True North and follow our updates regularly
• We’ve developed a stronger connection with True North’s internal ecosystem of portfolio 

companies, thereby helping us align our communications in a integrated format 

True North Social Media 
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True North Website

**End-to-end collaboration with the design agency throughout 
the project   

Content accumulation from the 
old website  

Designing a revised Information 
Architecture

Content writing, structuring and 
imagery ideation 

Feedback gathering and course 
correction 

Regular updation of the information
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CITIZENSHIP

CSR AND SUSTAINABILITY 
COMMUNICATIONS
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Bernard van Leer Foundation: Building Reputation
Objective & Challenges:
• While the Indian landscape is bursting with NGOs and other philanthropic

organizations. The difference between a foundation and an NGO is not understood
by many, causing unwanted confusions and correlations

• Bernard van Leer Foundation (BvLF), a global foundation entered in India with an
aim to propagate Early Childhood Development

• Despite the criticality of the cause, Early Childhood Development is not well
recognized. Its link to national health and progress is not top of mind for anyone

• Through communications, BvLF intended at spreading awareness about its activities
towards the cause

• However, there is a limited network of CSR media in India and they are not as
evolved as other sectoral media like finance, corporate etc

• Since BvLF works with ministry and other govt bodies, there is restriction on ‘how
much’ and ‘what’ content can be shared with the media

• BvLF team in India is small and hence availability of the spokesperson was always a
concern for media engagements

Strategy:
• BvLF in India collaborates with technical partners and city municipal

corporations to pilot their projects. Their aim is to eventually scale-up and
work with many cities across the country

• In order assist with their goal, we designed our communication strategy in
two-folds – traditional media engagement and social media engagement

• In traditional media, we engaged with regional publications to talk about city
specific interventions. We also engaged with other CSR and New Age media
to educate them on the BvLF activities and its cause.

• For Social media, we initiated LinkedIn blogs (for the spokesperson) and
setup a new Twitter handle on the cause they support (early childhood
development)

Impact:
• Focused communication and media engagement in Pune and Udaipur, where the

projects have been initiated. Achieved a reach of INR 2.1 million in both the cities
• Pursued thought leadership by having spokesperson participate in industry events

and placement of authored articles
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Fair & Lovely Foundation: Influencer Engagement 

Objective
To break stereotypes in small towns and to encourage women to 
educate themselves and become financially independent. To create 
awareness as most women are unaware of this program and therefore 
don’t utilize this platform to get financial support to gain financial 
independence as they face immense discrimination.

Strategy
Introduced – Scholarships for Vocational Training & Capital Seed 
Funding for women who’ve graduated. Pitchfork Partners crafted a 
strategy to increase communication in the right form and to reach out 
to more women who can apply and benefit from the foundation

Execution
§ Agency spoke with industry experts and recommended

associations with NGOs / consortiums to get more women to apply
and benefit from the program

§ Identified and connected with various reputed NGOs and
organizations, to understand various possibilities to collaborate.

§ Received encouraging feedback from Consortium of Women
Entrepreneurs of India, Self Employed Women Association, Give
India, Vimochna, amongst others.

How we helped Fair & Lovely Foundation

Fair & Lovely Foundation expanded its scholarship program
to include vocational training and business capital in addition
to education for empowering women

Pitchfork Partners worked closely with the brand team to
ideate and identify various avenues to incorporate vocational
training and seed fund in the scholarship program

The agency was part of the IBC, to ideate along with the
other agencies and HUL representatives to strategize a
holistic communication plan for the foundation’s venture.

The final mandate of the agency was to promote the
foundation’s work across 57 markets in India (hired
associates), select and shortlist candidates for
scholarship and scout for key opinion leaders and turn
them in to advocates of the foundation as well as build a
strong set of panelists in 5 markets for the interviews
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Fair & Lovely Foundation: Influencer Engagement 

Impact
• Received encouraging feedback from Consortium of

Women Entrepreneurs of India, Self Employed Women
Association, Give India, Vimochna, amongst others.

• Agency after a through discussion with the STAR PLUS
team, charted out a plan for incorporating FAL
Foundation in all relevant promotional activities

• Agency scanned around 8,000 entries and shortlisted
500 candidates for the interview round held in 5 cities –
Mumbai, Lucknow, Kolkata, Hyderabad & Bangalore

APPROACH PR Impression PR Value

Phase 1 87,124,481 19,567,691

Phase 2 193,971,258 74,397,837

Phase 3 71,281,812* 22,161,345*

Total 352,377,551
(352 Million)

116,126,873
(116 Million)

Vadodara 
Samachar

Hari Bhoomi

NavBharat

Samaj

DNA after 
hrs

DNA

Dainik Bhaskar

Dainik 
Navjyoti

Rashtriya 
Sahara
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Challenges, objectives:
• Even though BBC Studios has a strong presence in the UK, it didn’t have much visibility 

in India. Most of the media were unaware about the difference between BBC News and 
BBC Studios.

• Being a content creator (production house), it’s the channels / OTT players that take the 
lead for managing communication with the media, thereby a challenge for us to ensure 
visibility of our brand

• BBC Studios had poor digital and social media visibility in India
• Our objective was to create awareness and build a reputation for BBC Studios, 

positioning it as one of the best content creation (also in terms of creating original 
content) houses in India. 

Strategy:
• Our focus was to establish and sustain BBC Studios’ brand image in the media. This 

was done through a combination of interviews and RBMs with key leadership, show 
launches, press releases, and participation in key events and awards

• On social media front, we created campaigns and engagements with our followers on 
Twitter, which helped us refine our audience and increase the number of followers

• Align with our partners (channels / OTT players) in India to ensure visibility

Impact:
• Increased share of voice for BBC Studios based on engagement with the media

• 870+ pieces of coverage, 30+ interviews, 30+ industry stories, 15+ RBMs, 8 
authored articles, 6 speaker opportunities resulted in 55.14 mn impressions 
from Jan 2017 till Feb 2020

• Streamlined Twitter process. Followers increased to 1,734 from 332 within a span of 1.5 
years. This was completely organic growth. 

BBC Studios: Awareness Building
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Coverage Snapshot: Show-Specific and Twitter
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BBC Studios: Content Marketing (Twitter)

BBC Studios is a British content company. The company sees content 
through the full cycle of development - commissioning, production and 
co-production, and sales and distribution. BBC Studios crafts over 
2,500 hours of content every year through seven production bases in 
the UK and production bases and partnerships in a further nine 
countries around the world which includes India as a major market.

Objective:
• Amplify existing Twitter page by constantly creating a buzz around 

various shows of BBC Studios, spokesperson interviews, 
highlighting existing and new partnerships in India, highlighting the 
latest developments of the company like new launches and talk 
about industry news   

Highlights:
• Agency started managing Twitter page since June 2018
• Agency created three tweets a day on weekdays and two on 

weekends talking about industry as well as shows by BBC Studios
• We started with 332 followers and are at 1,734 followers today

Key activities
• Planned a Christmas and New Year Campaign in 2018 which 

received a great response
• Followers increased from 699 to 803 in a week
• Generated an average of 7,000 impressions per week 

• Created special Twitter plan for Criminal Justice
• Celebrities like Pankaj Tripathi, Vikrant Massey, Mita 

Vasisht, etc, tweeted about the show tagging BBC Studios

• Created graphics for different festivals like Christmas, 
Dusshera, Halloween, Diwali, etc

• Created special tweets around days like World Penguin, Day, 
Earth Day, etc 

• Special campaigns around Sir David Attenborough, Criminal 
Justice, Stupid Man Smart Phone Singapore, Doctor Who, etc 

• For a show like Elevator Pitch, agency created tweets for the 
host Gaelyn Mendonca
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MARS Petcare
OBJECTIVE:
• Build visibility and affiliation for MARS Petcare’s products such as

Pedigree, Whiskas, CATSAN, Temptations and Chappi

CHALLENGES:
• Mindsets of pet parents are a major challenge when there are options of

homecooked meals and manufactured pet food
• Convincing pet parents of the importance of hygiene and nutrition therefore

becomes critical

STRATEGY:
• We explored non-paid barter collaborations with top lifestyle influencers,

celebrities and journalists who had pets. We had a personal rapport with
them, which made the connection easier.

• We looked at lifestyle influencers with a good social media following. The
products were sent to the selected influencers with a personalised note.
Safety and hygiene was maintained throughout the process of packing and
delivering the goods during the pandemic

IMPACT:
• We could reach a wide audience, which not only included pet parents but

also people looking at gifting pet food to friends and family
• We received coverage among many bloggers, influencers and pet parents
• We reached 633,000 viewers by engaging with 10 influencers
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Jeep India
OBJECTIVE: Build a strong narrative around the legendary Jeep 
Compass and create influential content with legendary personalities 
for the Jeep Compass 2021

CHALLENGES: 
• The SUV market is cluttered
• Low community engagement due to micro-influencer-led activities
• Decrease in brand engagement due to COVID-19 scenario

STRATEGY:
• Influencers such as Sonu Sood, Mahesh Babu, Radhika Bapat 

and Milind Soman were selected for their personalities and 
legendary success stories

• Sood was the star influencer who engaged with the Jeep 
community

• Created social media content – videos, posts – to engage with 
fans and the Jeep community as they share the same values as 
brand Jeep

IMPACT:
• Immense engagement on social media and over 1 lakh views on 

Youtube videos
• Increased followers on social handles of Jeep India and positive 

involvement from the Jeep community in India
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Youva – The Youth 
Stationery Brand
OBJECTIVE: Build strong brand reputation, create 
differentiated positioning for: 
• Youva – the youth stationery brand from Navneet
• Children’s Books Division of Navneet 

CHALLENGES: 
• Low awareness of Youva as a stationery brand, 

‘independent’ of Navneet. 
• Low awareness of the products available under the 

children’s books division of Navneet

STRATEGY:
• Collaborated with leading mommy bloggers and celebrity 

mommy influencers on a monthly basis to generate 
awareness of various products available under Youva 
and for positive word of mouth

IMPACT:
• Engagement with 100+ mommy and lifestyle bloggers, 

and celebrity influencers created a strong digital 
presence for the brand. These were purely barter deals

• Soha Ali Khan did an Insta story (followers: 2.3 mn)
• Genelia D’souza did an Insta story (followers 3.3 mn)
• Anud Singh (TV celeb) did an Insta story (18.7 K)
• Bhargsethu Sharma (MTV and ex-cadet) did an Insta 

post and story (166 K followers )  
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Snapshots: Social Media Shoutouts
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