
Name : Shenehashis Dutta    |   Ad Analysis for ideation -  
 

🔹 VIDEO 1 ANALYSIS 
 
Link:  Hindi 20 secs ‘Har Maa jaanti hain ki Har paani ki bottle Bisleri nahi’
 
Caption 
“Har Maa Jaanti Hai Har Paani Ki Bottle Bisleri Nahin” 
This line emotionally connects motherly care with trust, positioning Bisleri as the safest 
choice. 
 
Thumbnail Analysis 
Color: 
Greenish-blue tone used — matches Bisleri’s signature brand color, reinforcing brand recall 
and freshness. 
 
Visibility: 
Caption placed at the top-left with the brand logo beneath it, ensuring immediate brand 
identification. 
 
Event Highlight: 
“Celebrating 50 Years of Trust” — adds credibility and legacy value. 
 
Visual Elements: 
Two camels in a desert background (Rajasthan theme). 
One Bisleri jar is placed on a platform/table. 
One camel is drinking from the jar. 
A PET water bottle highlighted with a ₹10 price tag. 
 
Symbolism: 
Desert + camels = water scarcity 
Bisleri bottle = safe, reliable solution 
₹10 bottle = affordability + accessibility 
 
Objective / Reason 
The primary objective is Brand Awareness. Reinforces Bisleri as a trusted household name 
across generations. 
 
Creative Idea / Plot 
The story is set in a deserted region. 
A camel mother and her offspring are shown. 
The young camel tries to drink from a dirty/open water tank. 
The mother stops it and instead finds a Bisleri bottle from a nearby tent. 
She allows the child to drink from Bisleri, symbolizing motherly instinct, purity, and protection. 
The ad ends with the line “Piyo Bisleri” and the main caption. 
 
Insight: 
Bisleri compares itself with a mother’s instinct to protect, which creates deep emotional trust 
rather than just logical trust. 
 
CTA (Call to Action) 
Since the ad is awareness-driven, no direct CTA is used. 
However, the ₹10 bottle highlight acts as a soft CTA, subtly pushing for trial purchase. 
 

https://www.youtube.com/watch?v=M0xcQdDCXsw


🔹 VIDEO 2 ANALYSIS 
 
Link: https://www.youtube.com/watch?v=tuc7suM3yBI

 ‘Samajhdaar Jaante Hain Har Paani Ki Bottle Bisleri Nahin’- Hindi 30 Sec
 
Caption 
“Samajhdaar Jaante Hain Har Paani Ki Bottle Bisleri Nahin” 
This line targets the intelligent decision-maker, suggesting that smart people choose Bisleri. 
 
Thumbnail Analysis 
Color: 
Greenish-blue tone continues for brand consistency and freshness appeal. 
 
Visibility: 
Caption placed at the top mid-right with the logo beneath it — clear and readable. 
 
Visual Elements: 
One camel and one old Rajasthani man in a desert setting. 
Both are shown drinking from Bisleri bottles. 
 
Objects Used: 
Desert background 
Camel 
Old man 
Two Bisleri bottles 
Highlighted PET bottle 
 
Psychology Used: 
The old man symbolizes experience and wisdom, reinforcing trust + smart choice for the 
thumbnail. 
 
Objective / Reason 
The main objective remains Brand Awareness. 
Strengthens the belief that Bisleri = Intelligent Choice for safe water. 
 
Creative Idea / Plot 
The scene starts in a desert area near a ration shop. 
Two camels arrive and ask for Bisleri. 
The shopkeeper gives them ordinary water bottles. 
One camel drinks the water, immediately spits it out, and mocks the shopkeeper by saying: 
“Ooth hain, gadhe nahin” 
The other camel confidently asks again for Bisleri only. 
The ad ends with the caption and the iconic line: 
“Piyo Bisleri” 
 
Insight: 
Bisleri positions itself as a symbol of intelligence and smart selection, not just purity. 
 
CTA (Call to Action) 
No aggressive CTA is used due to the awareness-based nature. 
 
The highlighted PET bottle acts as a visual product reminder, encouraging recall at the point 
of purchase. 
 
🔹 VIDEO 3 ANALYSIS (IKEA) 

https://www.youtube.com/watch?v=tuc7suM3yBI


 
Link: https://www.facebook.com/reel/24884825061176433 
 
 
Caption 
“Start something new.” 
This line encourages small yet meaningful change, promoting the idea that stepping 
out of one’s comfort zone is a smart and positive life choice. IKEA positions itself as 
a brand that supports new beginnings and personal transformation. 
 
Visibility: 
Multiple real-life scenes are used to show everyday environments where Ikea products fit 
naturally. 
 
Caption placed at the end of the video with the logo beside it — clear and readable. 
reveal of the brand identity without early interruption of storytelling 
 
Visual Elements: 
An old man goes through every kind of situation possible with his chair and sits on it 
comfortably. 
 
Objects Used: 
An Old man 
A red chair 
His decision to embrace something new reflects human adaptability and openness, 
reinforcing Ikea as a brand for people of all ages and life stages. 
Highlight an IKEA center at the end 
 
Psychology Used: 
The old man symbolizes experience and wisdom, reinforcing trust & smart choice. 
 
Objective / Reason 
The main objective remains Brand Awareness. 
Strengthens the belief that Ikea is equal to Intelligent Choice for products. 
 
Creative Idea / Plot 
The story begins in a park where an old man sits daily to feed birds from a public bench. 
One day, his usual sitting place is no longer available. 
Instead of giving up his routine, he buys a chair and starts carrying it with him wherever he 
goes. He continues his habit of sitting peacefully in different locations using his own chair. 
The ad ends with the caption and the iconic line: “Start something new.” 
 
Insight: 
The campaign communicates that: 
Change does not need to be big. 
Even small decisions can create comfort, confidence, and continuity. 
IKEA enables people to adapt smoothly to changing life situations. 
 
CTA (Call to Action) 
No aggressive CTA is used due to the awareness-based nature. 
 
The highlighted Ikea Store acts as a visual product reminder, encouraging recall at the point 
of purchase and emotional connection. 
 

https://www.facebook.com/reel/24884825061176433


🔹 Poster Ad 1 ANALYSIS (Mio Amore) 
 
Link: Mio Amore Poster 
 
Caption: “Sweet Treats Come with a Bonus” 
The caption triggers reward psychology, encouraging customers to buy more to receive the 
bonus. 
 
Seasonal caption: 
“Season of Joy” 
 
Visibility: Use of multiple objects - A yellow jute bag placed at the center, with its contents 
visible 
Two cake packets with clear Mio Amore branding 
The products are kept front-facing, ensuring maximum brand and product recognition even 
from a distance. 
 
Color Analysis: 
Background: Light shades of pink and purple create a soft, festive, joyful mood 
Pop Color: Yellow used on the bag and typography — creates a strong contrast and draws 
instant attention 
 
Visual Elements: 
Christmas decorations: Trees, lights, ornaments, Cake used as the base for the bag 
A bag, two cake boxes, cake on the base, Christmas tree decorations with lights. 
Logo and season-specific caption “Season of Joy” which resembles Kolkata's “City of Joy”. 
 
Psychology Used: 
Pink & Purple mean Happiness, celebration, and sweetness 
Yellow means Excitement, attraction, urgency 
 

-​ Festive Buying Behavior: People emotionally spend more during festivals. 
-​ Free Gift Trigger: The free jute bag activates the “get more for the same money” 

mindset. 
 
Objective / Reason: 
Brand & Product Awareness 
Boost Festival Sales 
The objective of the free jute bag is to be used as a purchase accelerator, not just a branding 
element. 
 
Insight 
The campaign smartly combines: 
Festive emotion, Food indulgence 
Free utility product (bag) to transform a normal bakery purchase into a festival gifting 
experience. 
 
Creative Idea / Plot 
Creative plot here is the jute bag free with their legacy product cake 
 
CTA (Call to Action) 
The pop-up up which says Free Bag, is CTA here, which will make customers buy the 
specific products for the free bag, as it creates urgency. 

https://www.facebook.com/photo?fbid=895944263005699&set=a.272028072063991
https://www.facebook.com/photo?fbid=895944263005699&set=a.272028072063991

