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ABOUT US

» 33 Public Relations is a division of VIGOR MEDIA
WORLDWIDE providing Complete Communications
Consultancy that effectively establishes the critical link between
our Associates business mission and message.

» Cross sectoral expertise spanning across FMCG, Infrastructure,
Education, Lifestyle, Hospitality, Healthcare, IT & Telecom,
Security, Consulting and a host of other segments of economy.

» Larger Perspective and 360° approach to achieve Business
Results for our Associates.

» Experienced team of Professionals comprising of Media
Consultants, Business Planners & Communication Specialists.
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METHODULOGY

” E}ood start is half the work done
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GUIDING PRINCIPLES

Strategy is Simple: Brief Strategy >

'Brief..... Understanding the Business Plans and Objectives of our Associates—
short/mid/long term.

'Strategy..... Devising communications strategy based on the brief.



RESULT ORIENTED APPROACH

Understanding Target Program Development based
Audience & Marketplace | upon Inputs

Implementation
(Designing Communication Strategies)

‘ Business Result




PROCESSES

Research &
Analysis

Understand Associates
market — Environment,
Industry & Competition

Understand audiences and
how to influence their
behavior

Insightful analysis of needs
of the organisation

Understand legal and
financial issues

|dentify core activities

1

Define vision of success -
Simplify the complex

Define objectives and desired

outcomes

Apply systematic approach to

problem solving

Define target groups

Develop methodologies

Sell benefits and gain
agreement

Attract, train and develop
staff with appropriate skills

Secure budget

Select appropriate media
and technologies

1

Visualise a story

Develop creativity - Think
laterally - outside the box

Deliver systematic
implementation

Build relationships

Use appropriate tools to
communicate message

1

Agree performance
measures

Measure ‘where we
are now’

Monitor ongoing
achievement against
objectives

Evaluate results
against objectives

Performance
Appraisal



KEY SERVICES

‘Media Management
‘Media Relations

Corporate Social Responsibility

*Corporate & Marketing Communication

*Planning & Campaign
Development

‘Business Intelligence & Media Monitoring Services

*Crisis Management

*Technical Writing

‘Internal Communications & Special events



TESTIMONIALS

“Goodwill earned by hard and smart work

B VAN



RECOGNITION OF OUR HARD WORK AND DEDICATION

It gives us great satisfaction when our clients take the time out to acknowledge our efforts by providing 33 Public Relations with
their valuable testimonials.

R K Garg, Director, Bisleri International

“33 Public Relations has effectively transformed our brand building exercise with their successive media campaigns tailor-made
for us. We are deeply grateful for their service and I must say they have a very effective and resourceful team that truly cares for
the success of their clients. We look forward to working with them forever.”

Rajesh Gupta, Director, Okaya Power

“We are really happy to be associated with 33 Public Relations, as we are always treated with great respect and all our
requirements pertaining to media and publicity are flawlessly handled by them. I must praise them for their capability of
organising brilliant press meets for every new product line launched by us.”

Rakesh Zutshi, President, ELCOMA & Managing Director, Halonix Technologies

“I congratulate 33 Public Relations and its team for the remarkable work they are doing for us. I wish them the very best in their
continuance and relentlessly pursuit of our shared goal. They have helped us connecting with our consumers in a very effective
way through successive media campaigns.”

Pankaj Bajaj, President, CREDAI NCR & Managing Director, ELDECO Infrastructure

“33 Public Relation has discharged their responsibilities with due diligence and enthusiasm, we wish them all the best”




Rohit Kumar, National Director, PHD Chamber of Commerce

“33 Public relations has done truly commendable job for us. Hats off to their quick and effective team members, they are
simply brilliant. We feel proud to be associated with such a dedicated team.”

Nipun Singhal, Whole Time Director, Lloyd (Havells now)

“We appreciate 33 Public Relations for making us comfortably engage with our customers and spreading our message all
across the country.”

Kishley Ray, President- Consumer Goods, Sharp Business System

“We are really happy to be associated with 33 Public Relations for all our brand building, promotion and image building
exercises. We have a lot of confidence on their extraordinary team, who are capable of planning and organising our regular
events across the country.”

Nitin Aggarwal, CEO, Prayag

“On behalf of Prayag, I take this opportunity to appreciate the work 33 Public Relations has done for us. Brand Prayag has
really benefitted by the media campaigns done by 33 Public Relations and we expect the same support from them in the
future as well.”

Praveen Khandelwal, Secretary General, CAIT ( Confederation of All India Traders )

“ The key indicators of any good PR associate in my opinion should be clarity of approach, commitment and delivery. 33
Public Relations has wonderfully integrated the entire process to ensure value for our expectations.”
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REASSURING
CUSTOMERS

Developers in the Noida Extension area have joined hands in an
attempt to deliver projects on time. PRABHAKAR SINHA writes
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The Confederation of Real Estate Developers Association of India, Delhi-NCR Chapter (CREDAI NCR)

covers more than four-fifths of real estate development businesses in Delhi and other parts of the NCR. Its establishment over the past seven years has brought stability to
the industry and its achievements in the local, state and national levels has helped the industry grow at about 30 percent rate over the last few years.

CREDAI NCR has emerged as a leading platform for addressing problems of the Real Estate Promoters and Developers of the NCR including those from Delhi and uniting
them under one roof. ABL, Aerens Jai House, AEZ, Aeren R] Group, Ansals, Alpha Buildtech, Ashiana, DLE, Clarion, Unitech, Uppal, Jaypee Greens, JMD, Aerens GoldSouk
International, Kamal Enterprises, Majestic, Omaxe, Parsvnath, Raheja's, Shipra, Suncity, Unity Buildwell, Vatika, Vipul , JLLM, Ambit Corporate and Hines are some of the
esteemed members of CREDAI NCR.

Brief

The Apex Court verdict on Shahberi village at Noida Extention involving 300vilages, greater noida authority, Builders listed with CREDAI NCR whose investment in various
projects were uncertain and their clients.

Objective

To do the crisis management for CREDAI NCR in terms of extensive and strategic communication through print and electronic media.

Strategy

To extensively monitor all the news that has a direct or indirect bearing on the builders or the apex body of infrastructure i.e. CREDAI NCR, filter such news which is a
misrepresentation or derogatory or disputing the identity of the institution and take a massive media initiative to communicate the message in the right spirit and context.
Target Audience: realtors, government bodies, authority, prospective investors in various reality projects, clients of concerned realtors, general public.

Visibility in Media

* News based articles

* One on one interaction of key spokespersons in print and electronic media.

* Critical quotes on repercussions following the verdict.

* Stories on initiatives taken proactively by CREDAI NCR to communicate transparency of members and the body itself.

* Stories on initiatives taken proactively by CREDAI NCR to communicate its compliance with the Supreme court’s verdict.
* Stories and interviews revolving builders concerns, sentiments and apprehensions.

* Opportunities for the key spokesmen of CREDAI NCR in the various prestigious electronic media to participate in panel interviews, one —on —one etc to address gossips,
rumors, reactions, grievances of the public at large.



MARKET PENETRATION:
EXPANSION & FACILITY

OPTIMISATION

Bisleri International

SEEMA SINDHU
New Delhi, 2 September

this year, said R K Garg, Di-
rector-North, Bisleri Interna-

only, it will be fragrance-free.

Divya Trivedi

Our Bureau

New Delhi, Aug. 27
With an objective to strength-
en its network and distribu-
tion system in North India,
Bisleri plans to set up eight
more mineral water plants in
Rajasthan, Punjab, Himachal
Pradesh, Haryana and Jam-
mu, at an investment of Rs 50
crore

COMPETITION

The purpose is to cope with
increasing market competi-
Ltion and consumer demand,

Bisleri plans to set up 8
plants in North India

according to a press release.
The company also plans to
tap the markets of Gorakh-
pur, Allahabad and Varanasi
through its new franchisee in

Varanasi.

“In an initiative to streng-
then the supply chain and cat-
er 10 Customers in a more
convenient manner and to de-
crease the dependency on
outside services, we are add-
ing new vehicles to our fleet,”
said Mr R.K.Garg, Director,

North, Bisleri.

Bisleri on expansion spree

It is to be made available in velopment division is also de-
packs of 100g and 200g, at 350 veloping flavoured water in

. ' and 2100, respectively. lemon, ginger and rose flavours,
isleri, the packaged to be priced at ¥20-25 per bot-
drinking water compa- The company plans t0 tle. The company plans to
ny, is entering new seg- | '
ments. The compangy plans:tgo launch a face sprax i:‘t’}?::‘ng;ieftl %;oh%;(r’::ihzgtlel‘:
§sogn_lau(l'1ch la face b;praml and lavoured water in Recently, it said it'd set up
is bei - i i i i
rangatad faciliy andwillbe 1€MOM. gingerand - LGt e e 2011
test-marketed by the end of rose flavours with an investment of 2100

‘ “Composed of Bisleri water ter market in India is around
tional. and nitrogen, the spray hydrates 32,000 crore annually.

The face spray will work as  the skin and leaves you feeling
a deodorant does for the body; refreshed,” he said.
Bisleri's research and de- vestment of 210 crore.

Bisleri to launch face spray

New Delhi, Aug.30

Bisleri, the packaged drinking water
major, plans to launch face sprays
soon. According to Mr RK. Garg,
Director- North, Bisleri International
Pyt Ltd, the face spray is undergoing
product development at an
Aurangabad facility and will be test
marketed by the end of this year.
“When somebody walks in from
outside, they can spray a few drops of
the Bisleri face spray onto their face,
wipe it with a tissue or napkin and feel
immediately refreshed. It will do for
your face what a deodorant does for
your body,” said Mr Garg. Only, it will
be fragrance-free. The spray might be
available in packs of 100 gm and 200
gm at Rs 50 and Rs 100, respectively.

“Composed of Bisleri water and
nitrogen, the spray hydrates the skin
and leaves you feeling refreshed. Only
after gauging the customer’s reactions

“face spray will offer a local alternative

crore, The bottled drinking wa-

Bisleriisalso lool(ing to set
upa plant in Nepal, with an in-

will we fix the price range and perhaps
release it in the market by early next
yearifall goes well,” he said. To be
launched either in Delhi or Mumbai,
the face spray may be sold only in
metro cities as he feels it may not have
viable market in B-towns. The Bisleri

to the imported face sprays available in
select metros. Bisleri’s R&D division is
also developing flavoured water in
lemon, ginger and rose flavours.
Tentatively priced at Rs 20 -25 per
bottle, it is expected to be launched in
the market by March 2011. On the
bottled water front, the company plans
to invest Rs 100 crore in the coming
fiscal. It will set up eight new plantsin
North India, which will take the
number of plants in the region to 18 by
March 2011,

>>More on the Web:
www.husinessline.in/webextras




Bisleri International

A brand that pioneered the concept of mineral water, bottled with its distinct green label, Bisleri, today, is a household name. Powered by 17 owned plants, 33 co-packers, 11
franchisees and a wide distribution and retail network pan India, Bisleri is at the centre of the Aqua Green Revolution. (Source- www.Bisleri.com)

Objective

Bisleri International was looking for expansion and that the Company wanted to make a strong foothold in North India, especially in the regions of Gorakhpur, Varanasi,

Allahabad and other parts of Northern India. The Company was planning to set up new plants and that wanted to add more franchisees in their list and thereby create an
impact on overall sales of Bisleri Product in Northern India.

Target Audience

Investors, Corporate, Associates, Franchisee Owners

Strategy

The Strategy was to make probable associates aware about the plans of Bisleri International expansion in Northern India through focused communication strategies and
enhance the level of Market Penetration in mentioned locations.

Communication

Expansion plans were highlighted in all the communications wherein locations as well as future plans were highlighted which could further attract probable associates.

Key Messages

Product Specific

* New Products (Face spray, Flavored water etc.) in the Portfolio

* Make bottled water available in every corner of Northern India

* To invite more associates for Product distribution

* Strengthen its product reach in Northern India

Industry Specific

* Increasing demand of bottled water has led to rising demand of Bisleri Products
* To Compete in the market Bisleri now need more Market Penetration

* Brand Recall in terms of Corporate tie-ups



CSR INITIATIVE:
ENVIRONMENT
FRIENDLY WATERLESS
URINALS

AG Aqua Solutions

4

'Waterless urinals at all

Metro stations soon

Sidhartha Roy

® sichartha roy@hindystanti;es com

NEW DELHE Dielhi Metro has come
up with a way that allows pas-
sengers to answer nature’s call
and also keep the stations
odouriess.

Delhi Metro Rail Corporation
(DMRO) is installing waterless
urinals at its stations which will
not only help conserve water,
but also ensure that the stations
remain clean and hygienic.

DMRC has started installing
these new urinals at 19 stations
on three different lines.

“We already have toilets in
all the stations that are part of
Phase 2 and more are being fit-
ted in the Phase | stations,” said
a DMRC spokeswoman.

“We are upgrading the sys-
tem by installing waterless uri-
nals, All stations will have such
urinals very soon,” she said.

Passengers will have to pay
2 to use these toilets. On an

NATURAL CONCERN

At present, Delhi Metro Line 4

has installed waterless Laxmi Nagar

urinals at these stations Nirman Vihar
Preet Vihar

Line 2 Line 3 (Extn.)

Central Secretariat Yamuna Bank

= Waterless
« urinals: City’s
new buzzword

averag|
1S used
waterl
will be
litres «

“I'hy

Delhi & Neighbourh

Waterless urinals the new

New Do, Jaweasy 23
Afler e Musicipal Corpo-
rason of Deli (MCD)
installod watericss urinals on
(& mass scale across the
naticaal Capital, soch eco-
| fricadly ussts may also come
[up o some Metro stations
[soon and the airport 1
feture,
The Delhi Metro Rasl Coe-
m (DMRC) s
g Kupple (cartridge-
less) walerlons wrinalds at 11
of its stations while the Air-
port  Asthority of [adia

(AAI) will pilet text ‘oco loos"
at the IGH airpoct, say offi-
cials,

The Mumscipal Corporation

buzzword in Delhi

of Delhi has already installed
oeacly 500 waterless wrinals
across the city, most of them
before the Commonwealth
Games in October kast year.
These wrisals Belp save
water, have lesser bacteria,
oo odour, are more hygicssc
and require less mainte-

rance.

“Due to the absence of
water and contact widh air,
wine does not form any gas
and the soilet remains odour-

tional pull concept and have
flap techaology that stops
the backward mgration of
odour.

“There's also cost savieg,
As the unit requires no recur-
Ting Conts, 00C ends up sav-
oLl g

COsLL,
maintenance routine is sim-
ple, quick and souch-free,”
said Sabyasachd Dasgupts,
sales manager, AG Agua.

1t is estimated that up 1w 20
per cent of the available
drinking water in the world
is flushed down the denins. In
addition, leakage of water
lines may add £ per cent
moee 10 the sbove, Waser-

Statice, New Delhi Railway
Statios, Kailash Colonry sa
ISBT.

The civic body which had

& pikot project along with the

peivate firm and then
launched the scheme o
sntall wach units on a large
wale

In recont times, however, it
Bas faced some hurdles due
w diflicaltics in gamering
enoegh advertisoments foe

advertizement pancls oo two
sides from which MCD
Boped 1o eam big revesse.
When sskod about the
future of the waterloss uneal
scheme in view of this prob-

Press Trust of India

» MreportersBhindustantimes con

NEW DELHI: After the MCD
installed waterless urinals on a
mass scale across the national
capital, such eco-friendly units
may also come up at some
Metro stations soon and at the
city airport in future.

The Delhi Metro Rail
Corporation is installing Kupple
(cartridge-less) waterless uri-
nals at 11 of its stations while
the Airport Authority of India
(AAD will pilot test 'eco loos” at
the [GI airport, say officials.

The Municipal Corporation
of Delhi has uiroudy installed
nearly 500 waterless urinals
across the city, most of them
before the Commonwealth
Games in October last year.

These urihals help save
water, have lesser hacteria, no
odour, are more hygienic and
require less maintenance, *Due
to absence of water and con-
tact with air, urine does not
form any gas and the toilet
remaing odour-free," said an
MCD official.

A spokesman of AG Aqua
Solutions, which has supplied

such units to both MCD and
DMRC, said the urinals func-
tion on gravitational pull con-
cept and have flap technology
that stops the backward migra-
tion of odour.

“There's also cost savings.
As the unit requires no recur-
ring costs, one ends up saving
Rs 7000 per month on opera-
tional costs, and the mainte-
nance routine is simple, quick
and touch-free,” said
Sabyasachi Dasgupta, Sales
Manager, AG Aqgua,

It is estimated that up to 20
per cent of the available drink-
ing water in the world is flushed
down the drain. In addition,
leakagre of water lines may add
eight per cent more to the
above, Water-saving products
are thus attracting attention of
governments and corporates
across the world.

MCD has installed these uri-
nals at places like ITO, Indira
Gandhi Stadium, ESI Hospital,
Raja Garden, Ashok Vihar,
Rohini, Prashant Vihar, Mukh-
erjee Nagar, Old Delhi Railway
station, New Delhi Railway
Station, Kailash Colony and
ISBT.




AG Aqua Solutions

AG Aqua Solutions is the sister concern of Chindia Trades (P) Ltd., a 25 year young organization which deals specifically into environment friendly Innovative
products. AG Aqua started its operation in 2009, with cartridge/chemical free zero maintenance waterless urinal in its portfolio, and water conservation in its

mind, and did a pilot project with MCD. The pilot project turned out to be a huge success and that pared Ag Aqua’s way towards Commonwealth Games 2010,
by installing numerous waterless urinals across Delhi.

Brief- AG Aqua Solutions launched Water less Urinals (Urinals with no water usage) for the first time in India
Objective- To aware people about Kupple Water less Urinals thereby reducing wastage of water and promoting usage of water saving products

Communication: Introducing the Product variety along with its Benefits thereby defining the concept of waterless urinals predicting the need for consultation
in terms of Customization & Usage.

Target Audience- B2B as well as B2C

Communication Strategies- We highlighted product benefits in terms of water conservation (Waterless urinals can save on an average 1000 Itrs of water a
day) as well as its Hygienic factors. We highlighted experiences of those organizations where AG Aqua Solutions product were installed including Delhi Metro

Our Role & Impact on the Brand

The challenge in front of us was to design a strategy wherein all the below objectives were to be covered

1. To reach to the existing & prospective Associates of AG AQUA SOLUTIONS

2. To enhance visibility of AG AQUA SOLUTIONS products among customers who are willing to implement water saving products
3. To highlight kupple waterless urinals

4. To create a good brand visibility of AG AQUA SOLUTIONS in competition with big brands already fighting for the Market Share
The Idea:

During the PR Activity we discovered that AG Aqua has products which are not environment friendly but pocket friendly as well and that huge awareness need
to be created regarding the product thereby urging people to use such products which could save water in huge amount.

Implementation: News releases were prepared for the introduction of Kupple waterless urinals. Also, stories were prepared around water saving initiatives.

Impact till now

 Kupple waterless urinals are a known product now

* AG AQUA SOLUTIONS has emerged as one of the most environment friendly Brand
* Enhanced Brand Visibility among Customers

* Credibility of Brand improved in the Market

* Enhanced networking
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Turnover to Double at Halonix by 2021

Halonex Technologes Lid 15 eyeung a twofold increase
0 tnoves m the next five yeacs on the back of Modi
government's LED push and “Make i Inda’ progeamame.
The Nosda headquatered company s alvo buslding up sts
distnbubion muscle m the south and north

“Due 1o ot constantly growang besincss practishon
n the LD wgnﬂu.lhtcompnnrhn slready ackeeved
a turnoves of 350 croee last year, i which 55%

\ contubution 1 fiom LED category,” says managng

Free health chedk-up camp by Express
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dizector Rakesh Zetadu, "We fusther amm to achacve

750 croge i the next five years. With ous complesely
1 ‘ mdigencus base, we are simmg at an exponentisl growth m
- . o the upcomung tenes. "

Accosding to Zutshi, the company has presence in 20 states and a stronghold in the nosthern and
castern states, Gujarat and Rajssthan. “Now we age lookung 10 tap new teronoaies across Mabasashtos and
South Indan states ke Andhus Pradesh, Teleagans, Kanataka, and Kerela The company s already 1 the
process of expanding its distubution network sc1oss the couatry 10 schseve its growth tagpets Of cousse,
Halogx 15 getting the benefits of beng oce of the very few establshed brands actrve i LED sepment ™

Fella Homes acquires Noida-based
rival firm Life Pad in an alcash deal

T

Halonix strengthens the spirit of Make In

FAN FARE INDEED!

BULLMEN REALTY INDIA PVT LTD.

BESIDENTIAL | COMMERCIA
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Sharp unvells new range of
alr purifiers

Plasmacluster air purifiers
Consumer

Electronics compary Sharp has intro-
duced advanced air purifier range Sharp Plasmacius.
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CORPORATE NEWS

RITL to invest Rs. 400-cr. for expanding
King Koil mattress production
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King Koll unveils posture sense ma
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