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NEWSBRAND

NEW DELHI: From reading
news on TV channel, launch-
ing a nationwide hunt for un-
sung heroes or travelling to
different parts of the country
in disguise Ð Bollywood
celebrities are leaving no
stone unturned to promote
their films.

The recent example of such
endeavours brings to mind
perfectionist Aamir Khan
who embarked on a two-week
country tour called `Bharat
Darshan' in different get-ups
as part of his unique way of
promoting 3 Idiots .

ªFor stars it often gets diffi-
cult to connect with the audi-
ences on ground and that's
why I went everywhere in dis-
guise so that they don't recog-
nise me and I can connect
with them,º Aamir had said
after his promotional tour.

ªThis journey was very
fruitful as I got a chance to
have a closer look at my coun-
try, fans and people, which
wouldn't have been possible
otherwise,º he added.

The actor also created a se-
cret identity on social net-
working website Facebook to
connect with the audiences.
The result was 3 Idiots has
been declared the biggest hit
of the year and grossed
around INRs 100 crore world-
wide in the first four days.

Apparently this is not the
first time the actor has opted
for such a strategy in order to
gain momentum and create
buzz for a film. Last year, he
even turned barber for his
fans to promote his block-
buster hit Ghajini , offering

people his Ghajini haircut.
Amitabh Bachchan who

plays the role of media mag-
nate Vijay Harshwardhan
Mallik in forthcoming movie
Rann also innovated with
methods of film promotion
and appeared on a TV chan-
nel to do a year-end news
roundup, while director Ram
Gopal Verma launched a 10-
page daily newspaper called
Rann Times as a way of pro-
moting the same film.

ªGood marketing has pro-

duced good results at the box
office. That old belief that the
merit of the film shall eventu-
ally emerge victorious has
long since been overridden.
By the time you wait for the
merit to show its face, five
other films have shown their
merits,º Amitabh had posted
on his blog bigb.bigadda.com.

Film critic Omar Qureshi
said that such marketing tac-
tics are also indispensable for
a movie to work.

ªThis is actually a Holly-

wood trend where the market-
ing of a movie costs almost
the same as its budget. It's
everything for a movie. Such
activities are going to get
your initial hype and initial
footfalls. Then the audience
in the first week will decide
whether the movie is a rocket
or a dud,º Qureshi said.

Salman Khan launched a
nationwide hunt for unsung
heroes on his 44th birthday
on December 27 to connect
with the masses and also pro-
mote his forthcoming film
Veer.

The hunt Ð for young men
and women who have per-
formed heroic deeds which
the nation doesn't know
about Ð is also an effort by
the actor in bridge-building
and improving his image.

ªLately Salman has been
going out of his way to con-
nect with the masses. The
idea to launch a contest to
search for unrecognised he-
roes came from Aamir Khan's
recent connect-with-masses
Bharat Darshan which he un-
dertook as part of the promo-
tion for 3 Idiots ,º a source
close to the actor had said.

ªPeople close to Salman
advised him to find a similar
point of connectivity with the
common man for Veer,' the
source added.

Earlier even actor
Abhishek Bachchan tried his
hand at the fad when he broke
the Guinness world record for
maximum public
appearances in 12 hours,
while promoting his 2008 dud
Delhi-6 . Ð Agencies

Marketing gimmicks to ensure 
opening day footfallsThe Guardian
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MOBILE phone giant Nokia
has stepped up its dispute
with Apple by claiming that
ªvirtually allº of the Cali-
fornian company's products
infringe its patents.

In a statement issued on De-
cember 29, the Finnish hand-
set manufacturer said Ap-
ple was unlawfully using
proprietary Nokia tech-
nology to help power its
best-selling iPhones,
iPods and Macintosh
computers.

ªNokia has been the
leading developer of
many key technologies in
small electronic devicesº
said Nokia's Paul Melin.
ªThis action is about pro-
tecting the results of such
pioneering development.º

It is the latest salvo in
an ongoing battle be-
tween the two companies.
After licensing negotia-
tions broke down earlier
this year, the rivals
launched a flurry of
claims against each other
in the courts.

In October, Nokia filed a
lawsuit in Delaware
claiming Apple's iPhone was
infringing a number of its
wireless technology patents
and demanding payment for
every handset sold.

Apple responded by launch-
ing its own countersuit, sug-
gesting Nokia had copied the
iPhone and infringed a num-
ber of its own patents.
Lawyers for the Californian
company also claimed Nokia
had refused to license other
technologies on fair terms.

Nokia's latest complaint,
made to US regulator Inter-
national Trade Commission,
marks a serious step up in
hostilities since it covers al-
most all of Apple's major
products.

ªWhile our litigation in
Delaware is about Apple's at-
tempt to free-ride on the back
of Nokia investment in wire-

less standards, the ITC case
filed on December 29 is about
Apple's practice of building
its business on Nokia's pro-
prietary innovation,º the
company said.

Among the infringements
claimed by Nokia in its latest
complaint are elements of
user interface, camera and
power management systems
Ð a broad set of allegations
that strike at some of Apple's
most popular products.

Since it launched at the be-
ginning of the decade, the
iPod has become the market
leader in digital music. Mean-
while the Macintosh comput-
er brand, which is now more
than 25 years old, has been re-
vitalised with laptop range
proving particularly popular.

But the heart of the dispute
is the battle for dominance in

the high-end mobile phone
market, seen by many in-
dustry insiders as the next
major frontier in con-
sumer electronics. As the
world's largest mobile
phone manufacturer, re-
sponsible for about 40 per
cent of all handsets sold
worldwide each year,
Nokia has long held a posi-
tion of dominance. The ar-
rival of the iPhone in 2007,
however, has upset the bal-
ance of power and forced
rival manufacturers to de-
velop their own touch-sen-
sitive handsets. In addi-
tion, the iPhone's popular-
ity with high-spending
customers has given the
Californian company a
major boost leading to the
moment last quarter
when, for the first time,
Apple overtook Nokia as

the most profitable mobile
manufacturer, despite its
smaller sales.

The ITC usually takes up to
30 days to rule on whether it
will pursue a complaint, indi-
cating the basis of Nokia's
claims will be weighed up by
the end of January. The court
cases, meanwhile, are not ex-
pected to be heard until 2011.

Apple did not respond to a
request for comment at the
time of writing.

Nokia,Apple at loggerheads

Sheen out of
Hanesbrands ads
W I N S T O N - S A L E M :
Hanesbrands is ending its
advertising campaign 
featuring Charlie Sheen
because of domestic vio-
lence charges filed against
the actor.

Company spokesman
Matt Hall said on January
6 that it was a ªpretty stan-
dard, straightforward callº
by the brand marketing
team given the nature of
the allegations.

Hall says Sheen wouldn't
have been retained when
his contract expired in 
the middle of the year. He
says Hanesbrands was 
approaching the two-year
anniversary of Sheen's
first appearance as its
pitchman.

The Two and a Half Men
star was arrested in Aspen,
Colorado, on Christmas
Day on charges including
felony menacing and do-
mestic violence. His wife
Brooke Sheen told police
he put a knife to her throat
and threatened to kill her.

The 44-year-old Sheen de-
nies threatening her. Ð AP

Cigar company
approaches
Woods to become
smokesperson

SOME brands are running
from Tiger Woods as a
celebrity endorser but Or-
lando-based Corona Cigar

Co is running toward him
offering the golfer $100,000
as a celebrity `smokesper-
son'. The brand is clearly
looking for publicity. Own-
er Jeff Borysiewicz has
said that the company
doesn't condone anyone's
alleged extramarital af-

fairs but welcomes Woods
as a potential endorser.
Woods has visited Corona
in the company of Charles
Parker before. Some of
Woods' core endorsers in-
cluding Accenture,
Gillette and Gatorade have
said they will review
their association with the
golfer. Ð Luxist

Trump snaps up
golf courses
DONALD Trump has been
snapping up golf courses
recently. Trump recently
picked up the Pine Hill
Golf Club in South New
Jersey. The semipublic
course designed by Tom
Fazio will be renamed the
Trump National Golf Club,
Philadelphia. Trump is
planning to turn the 10-
year-old course into an ul-
tra exclusive, high-priced
course like the rest in his
portfolio.

Trump also picked up
the Branton Woods Golf
Club in New York. Both
clubs were bought from
Empire Golf Management
and were reportedly two of
Empire's least profitable
courses. The golf course
industry has been lagging
in recent months and
we've seen some courses
face foreclosure. Accord-
ing to the Philadelphia In-
quirer, Empire still owns
its four most profitable golf
courses. The plan is to
make Pine HIll one of the
more affordable of the
clubs owned and managed
by Trump. Both courses
will receive multimillion
dollar Trump makeovers.
Other Trump courses in-
clude the Scotland project
in Aberdeenshire. Ð Luxist

Riwaj Rai
Kathmandu

BEAUTY is always admired,
loved and desired. When it
comes to beauty of a woman,
everyone knows how charis-
matic a touch of cosmetic hues
can prove to be on the eyes of
the beholders. Dedicated to en-
hance women's beauty with
the magic of their products,
many cosmetic brands have
brought their range of prod-
ucts in the market. Among the
masters of cosmetics is the
popular Swedish brand IsaDo-
ra which has conquered the
world of beauty products.

Swedish fame

IsaDora is not a new name to
brand conscious women who
love to indulge in cosmetics.
IsaDora cosmetics were first
launched by Invima AB in
Sweden in 1983. Currently
with its head office in Malmo,
the products of these brands
are sold through around 6,000
stores in 35 countries.

Venture in Nepal 

Around two months ago
Nepal also got included on the
map of IsaDora with the open-
ing of its first showroom at
Durbar Marg which displays
the full product range.

ªIsaDora is a huge brand and
it was not easy to persuade
them to take Nepal as one of
their marketing destinations.
It was through our personal
and good public relations that
we were able to convince
them,º said Rubina Rana,
Sales and Marketing Manager
of L and L Commercial Pvt Ltd
which is the  authorised dealer
of IsaDora for Nepal.

ªIn just a short period of
time we saw a very good re-
sponse from the buyers.
Women of all ages came in
huge numbers which was an

encouraging sign for us in the
opening days,º shared Rana.
According to her, people came
to know more about the brand
through advertisements in
newspapers and magazines.

ªNowadays even young girls
are earning and I have found
that they don't hesitate to
spend on cosmetic products.
For them IsaDora has become
a convenient choice as these
products are not only of high
quality but is priced much less-
er than what is expected from a
brand like this,º said Rana.

Unique products 

IsaDora has a huge assort-
ment of cosmetics for face,
eyes, lips, nails, hair along
with skin and body care and
fragrances. Inside each catego-

ry there are numerous prod-
ucts to choose from. ªAll IsaDo-
ra products are clinically test-
ed and they are also fragrance-
free. Many cosmetic compa-
nies add artificial fragrance to
make their products more ap-
pealing. But women can identi-
fy a bad mascara through its
strong nauseous smell while
you won't find such irritations
in IsaDora products,º assured
Rana.

According to her, founda-
tions, mascaras and pump and
plump lip gloss are their hot
selling products. ªWe call the
pump and plump lip gloss the
magic product,º said Rana. It
contains micro collagen which
helps you get attractively sexy
lips with just a rub. ªNow girls
don't have to go through hard
and long process to make their
lips look like that of Angelina
Jolie's,º said Rana with a
smile.

Mineral based products 

Moreover, they have a sepa-
rate set of mineral-based
make-up range. ªIn Europe
and other countries, people
have become very conscious
about endorsing mineral prod-
ucts because they know the
benefits of such products. We
are also trying to promote
these in Nepal,º opined Rana.

The product range also in-

cludes make-up accessories
like a variety of brushes used
for different purposes.

Seasonal products 

A completely new range of
IsaDora products come out in
the market every three months
and are named according to
the season. ªNow we have the
Snow Fairy products which re-
placed the previous Holiday
season products,º said Rana.
According to her, it's the rule
of the company that new sea-
sonal products should replace
the old ones in the showroom.
ªSince we order just the re-

quired amount of products, we
don't have to bother about old
products, they are always sold
out before the new ones ar-
rive,º she added.

More future plans 

According to Rana, they are
soon shifting their showroom
to another place with more
deluxe products in the same
Durbar Marg area. ªAfter that
we are also planning to add an-
other showroom at the Blue
Bird Mall and also display
IsaDora products in most of
the known shopping malls in
the Valley,º said Rana.
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