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CAMPAIGN LOGIC

Incentive promise

forthe healthy

its 'health first' positioning and secure
RITWIK SHARMA

Ne dits

maiden 'TVC) by on its

brand philosophy of “health first”, letting real-life people

talk about good health. In doingso, the campaign has joined

a host ot lnsuran:e brands whose advertisements are
fi rather than

Aditya Birla Health Insurance h
{

scu.mgmem lu‘whuylnspmd
‘The campalgn, “Sehat hal toh indagi belad hal', comes
six menth afterthe hofthe health

the Aditya Blrla Financlal Services Group. The ad opens
witha volce-over askingthe question, "Aapke lyesehatka
Kya matlab hat* (What does good health mean to you?) In
response weseean old export officer chuckle about his son
has never beaten him in a half marathon. Similardy, a finan-
clal analyst talks about her Jove for dancing, a fitness train-
er about having slimmed down and aiming to conquer
MomnBve:eslandawmnmem]imszhinnopafmnm
herbestabilities, Tt id P second
ad, "Intezaar”, which is availabl digital Is and,
shledmgnnnalrmtelewsionmc:

i by Taproot Dentsu.

smmennmas mchiefmﬂwoﬁocr “The Aditya
BirdaHealth 1 unmualpro
cessof nutonly 1-actors butalso sh
live 1 Raw human truths
ms.ymt always baweﬂydmmﬁcbutsomeﬁmesthey
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mo capture those realities”

For a fresh entrant in a cate-
gory with tens of players, attract-
ing mindspace was a critical goal

Taking a cue from
MM Holdings

Insurance aimed
erp,e:qﬂalnsltlsmlanlndus to get into ‘the

try worth b jous of a
has a point of difference, as “prod-
uects can be copied, features can
be matched and pricing can be
ccnmared in ﬂna:lclal ser\dm The company :ealised

1which

health-conscious
ml

ls abrand in itself.

When the group looked for distinctivenessaround the
world, it met with MMI Holdings Limited, a financial
services conglomerate in South Africa, now part of the
joint venture thatis Aditya Birla Health Inmranue.m
points out, "MMI had gone through an enlightenmen
which lnwryapplluble tousm’l‘hat is, the people w]m
want{ ick already — youdon't want
to give them insurance. It's a guaranteed loss. On the oth-
er hand, one would love to insure a young person who
doesn't want insurance and feels she is the master of her

own destiny.
‘What MMI did is offer to incentivise young health-con-
scious people, using health as an entry point to health
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~ Aditya Birla Health Insurance’s maiden TV commercial tries to highlight

mindshare

insurance. Aditya Birla Health Insurance similarly aimed to
get into "the subconscious of a health-consclous genera-
tlon”, "We say it is not about health insurance but about
health supported by insurance, ifand when you need it So
I am incentivising you to remain healthy,” says Kakar,
Secondly, the omnpany projected its offerings as "health
insurance forall

A the volce-over In the advertisement claims at the
end, Aditya Birla Health Insurance’s product s an “In-
centivise Wellness Programme” that promises the insured
upm:-!ﬂperoemofherpmnlum back for stayingactive. The
mﬂd-—---- di d at the “health alling”,
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