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*'NEO needs to stand for a belief’

PAYAL KAMAT

The story from the beginning
NEOQ Sports and NEO Sports Plus were Launched in November
2006. However, we realised that the names were creating
confusion and so decided to change the brand names. In
April 2008, NEO Sports became NEO Cricket, a cricketain-
ment channel and NEO Sports Plus became NEO Sports,
devoted to all the other sports played in the world.

NEO Cricket comes from a fan point of view and has vor-
ied progrommes like Tadka Marke or Dial C for Cricket, etc,

which have a huge following from different groups. These’

were Launched with the intention of giving our viewers the
flavour of cricket than just showing them a match.

Catching eveballs

Being o sports and media brand, we need to be very visible.
Till now we have used outdoor and print medio. However, we
advertise quite a lot online for the male audience and cash

~ in on visibility oreas like malls and theatres. We are soon

going to come up with o new brand identity and have hired
McCann Ericsson as our media agency.

2009 holds...

It is going to be a big year. Our focus is going to be on six
major internationals events to be played in Indio. We are
going to work towards building o brand attitude. NEO needs

-~
to stand for a belief. By the second quarter this year, we
will look towards branding cricketing properties. We also
plan to launch a new game show in June. Creating program-
ming around live content is on top priority. y

Campaigns that have been a high point...
NEO Sports Broodcast has recently hit a hatrick-with their
latest win at the Cannes. This particular commercial, cre-
ated along with O&M, has won the ABBYs and PROMAX
earlier. The films were aimed at creating tension for the
then upcoming Indic-Pokistan series to be oired on the
channel. Gas tells the story of a busy household where the
servant has left the gas on by mistake and gone away. The
members of the household are doing things that could lead
to starting a fire: A man plays with his lighter, children pre-
pare to light firecrackers nearby. The tension is at a
crescendo, when the crack appears: 'Get used to tension.'
The commercials were aimed to replicate the same feeling
that every fan goes through when Indio and Pakistan play
agoinst each other.

Another recent campaign that hos been much appreciat-
ed is the one lounched during the recent Indig-Australia
series — It's time to return the favour.
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