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1) Platform Distribution
(Social Distribution & OTT Content Partnerships)

2) Direct Distribution
(Owned and operated mobile application)

India’s Leading Interactive Game Show Platform 
India’s #1 

Short Form 
Channel

OUR 
SOLUTION2

WELCOME TO POCKET ACES! 

Premium Web 
Series

India’s #1 
Digital Food 

Channel

LARGER THAN COMPETITORS ON BOTH YOUTUBE 
AND FACEBOOK IN TERMS OF VIDEO VIEWS AND 

ENGAGEMENT

GET A GLIMPSE OF OUR WORK HERE

REACHING EVEN TIER 3/4 AUDIENCES

ON BOTH ANDROID AND iOS

VERNACULAR PLAY AVAILABLE IN 6 LANGUAGES: 
HINDI, ENGLISH, TAMIL, TELUGU, MARATHI, BENGALI 

https://www.youtube.com/watch?v=4mMDh6jHX4k&feature=youtu.be


MONTHLY 
VIDEO VIEWS

350
 MILLION

3

OUR CHANNELS HAVE HUGE REACH ACROSS TARGET AUDIENCES

AVERAGE WEEKLY
POST REACH

50
 MILLION

66%

67%

34%

33%

DOWNLOADS
(LOCO)

15
 MILLION



OUR 
SOLUTION

Our content is now distributed across several domestic and international platforms 
giving additional reach and viewership to the content 

WE ARE DISTRIBUTING ACROSS SOCIAL MEDIA + 
OTHER PLATFORMS LIKE TV, OTT APPS, AIRLINES

Ancillary Platforms
Core Distribution 

Platforms

44
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55

OUR WORK IS HIGHLY APPRECIATED BY ALL MAJOR MEDIA HOUSES
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WE ARE GETTING AWARDED AT EVERY INDUSTRY EVENT
We’ve created some of the most successful branded content in India, and also won awards for it.

● Best Digital Content - Short 
Format

● Best Digital Content Viral- 
FilterCopy 

● Best Digital Content - Web 
series - What The Folks - 
Silver

● Digital Entrepreneur of the 
Year - Ashwin Suresh and 
Anirudh Pandita - Gold

● Best Content Publisher - 
Digital - Gold

● Best Digital Content - Viral

● Best Native 
Advertising/Sponsored 
Content - Lifestyle (Gold)

● Best Branded Content - 
Furlenco (Bronze)

● Best Direct Marketing - Direct 
Response - Digital - Oyo 
Rooms (Bronze) 

● Best Digital Branded Content 
- FilterCopy & Furlenco

● Best Branded Video - 
FilterCopy & Lifestyle

● Best Brand Partnership - 
FilterCopy & Lifestyle- 
Gold

● Best Web Series - Dice 
Media - What The Folks 
2018 

● Best digital Branded 
Content - FilterCopy & 
Furlenco 2017

● Best Digital Publisher - 
FilterCopy 

● Best Web Series - Dice 
Media - Adulting

● Best Short Video - If 
Karan Johar Directed 
Your Life - FilterCopy 

● Gold - Sketches & Web 
Series Category - Little 
Things

● Digital Consumer 
Innovators Program 
Finalist Award - Pocket 
Aces 

● Best Romantic 
Scene - “Little 
Things”.

● Best Romance 
Cinematography 
- “Little Things”.

● Best Moc/Doc 
Cinematography 
-“Not Fit”.

● Best Moc/Doc 
Actor-“Not Fit”



OUR 
SOLUTION

WE RUN THE TOP PERFORMING CHANNELS IN SHORT FORM VIDEO AND FOOD

77

FilterCopy and Gobble are the largest among competitors in terms of reach, views, and engagement
We are the fastest growing among our competitors on YouTube, with each video trending organically

Source: Vidooly Facebook Report - New 
Age Entertainment - June 2018

Source: Vidooly Facebook Report - Food 
Channels - March 2018

Source: Vidooly YouTube Report - New 
Age Entertainment - June 2018; 
FilterCopy and PopXo are the only two 
institutional channels in the top 5; 
FilterCopy has the highest views per 
video.



OUR 
SOLUTION

WE HAVE BECOME A TOP CHANNEL ON INSTAGRAM IN TERMS OF VIEWS AND 
ENGAGEMENT, BEATING ALL COMPETITORS AND EVEN A-LIST BOLLYWOOD CELEBS

88

Source: Vidooly Instagram Report - September 2018
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2017

“What The Folks” was India’s most successful web 
series of 2017

>200 Million Minutes 
Watched

2016

India’s most successful 
web series of 2016

>180 Million Minutes 
Watched

2015

India’s first-ever 
mockumentary series

>10 Million Minutes 
Watched

2018

“Adulting” released April 18, 2018
Episode 1 has >2mn views in 1 week

Other shows planned: Little Things S2, 
What The Folks S2, 2By3 S2

WE ARE THE MOST CONSISTENT IN WEB SERIES TOO: 
DICE MEDIA HAS SOME OF THE HIGHEST PERFORMING SERIES
Dice Media has created the biggest web series of 2016 and 2017, also winning several awards
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WE ARE THE ONLY DIGITAL MEDIA COMPANY IN INDIA TO HAVE A MULTI-SHOW 
PARTNERSHIP WITH NETFLIX, THUS PROVING OUR CREATIVE METTLE

The first of our shows on Netflix is our super hit web series Little Things Season 2, which released on October 5.



NOOR

HICHKI
REACTIONS

RAABTA

BAREILLY KI BARFI

HINDI MEDIUM

TOILET - EK PREM KATHA

16M

MAJOR CELEBRITIES ARE CREATING CONTENT WITH US 
TO PROMOTE THEIR UPCOMING FILMS

11

https://www.facebook.com/FilterCopy/videos/1368675449846071/
https://www.facebook.com/FilterCopy/videos/1426105894103026/
https://www.facebook.com/FilterCopy/videos/1404689972911285/
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WE’VE WORKED WITH SOME OF THE BIGGEST BRANDS ACROSS SECTORS

They have seen tangible results in metrics such as brand recall, brand search traffic, 
social traffic, website traffic, app downloads, time spent on app, etc.

Large Global Players Large Indian Players Young Companies



TO CREATE CAMPAIGNS ACROSS FORMATS 
THAT BEST MEET THE BRAND’S MARKETING GOALS

FOOD VIDEOS

● Associate with 
amazing looking 
food content

● Product placement, 
brand integration in 
diverse recipes

WEB SERIES

● Associate with 
aspirational, 
relatable, very 
loved characters

● Promote repeated 
messaging of all 
campaign 
objectives

Each content format is suited to serve a different marketing goal

SHORT VIDEOS

● Create brand 
awareness and 
buzz around 
campaign 
objectives at scale

● Make brand “cool” 
by associating with 
a loved property

LOCO

● India’s first and 
largest interactive 
game show platform 

● Unique, high 
impact, focused 
content for brands 

INFLUENCERS

● We work with a 
wide variety of 
digital influencers to 
run brand 
campaigns across 
Instagram, 
Facebook, cast 
them in TVCs, etc.

13

https://www.facebook.com/Gobble/videos/486127418415945/
https://www.facebook.com/dicemediaindia/videos/1826019301007903/?hc_ref=ARSYujKv_pnxec_bITX8tXFkrb8lMbbY1rF2K55iaWIsQ5tHgCBlmOii19qaHbRGTq4
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Initial call / meeting to understand your marketing goal 
/ product / brand messaging and budget

We come back to you with a customized campaign 
across formats to address your goals

You give us feedback on the content ideas, budgets, 
and we come back to you with a final plan

Sign contract, get advance, complete production, post 
production

Release, marketing, and distribution with minimum 
deliverables (reach, views, engagement) guaranteed

HOW WE WORK WITH BRANDS: 
OVER 80% BRANDS COME BACK FOR MORE CONTENT
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WHAT’S BREWING FOR 2019





Middle class family dynamics meet workplace dynamics. Boundless ambition meets 
day-to-day nothings. A buzzing startup meets a sluggish family business.

This is the story of two ambitious cousins from Delhi – Adhira & Shagun Agarwal – who 
decide to set up an exciting business of candid wedding films. You know, the kind you see on 
Facebook all the time. 

The only problem: their buzzing office is smack in the middle of their buzzing, Baniya home! 
And everyone’s invited. Working from home means that no decisions can be taken without 
the (often unwanted) advice of mummy, papa, uncles and aunties.

Home Sweet Office dives deep into the middle class Delhi household. We explore different 
aspects of this work-from-home dynamic to see how these two worlds collide, creating 
hilarious, and often awkward, situations.

Tonality References: Monsoon Wedding, Khosla Ka Ghosla

HOME SWEET OFFICE: FEBRUARY 2019

17
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ADULTING SEASON 2: MAY 2019

May 

2019
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ADULTING SEASON 2: MAY 2019

After a very successful season 1, Nikhat 
and Ray are back giving Adulting another 
shot..

Season 2 will be a 6 episode series that 
will showcase new situations and 
adventures in the lives of Nikhat and Ray 
as they try their best to manage and 
confront what life throws back at them.
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WHAT THE FOLKS SEASON  3: OCTOBER 2019

SEASON 3
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MULTIPLE EVERY WEEK - FILTERCOPY, GOBBLE, LOCO

SHORT VIDEO
● 2-3 videos every week
● 7-8 branded videos / month
● Concept lock to release timeline: 5 weeks

FOOD CONTENT
● 2 videos every day
● 15-20 branded videos every month
● Concept lock to release timeline: 2 weeks

LOCO
● 4 games every day
● Concept lock to release timeline: 1 week
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SELECT CASE STUDIES
BRAND CAMPAIGNS RESULTING IN REAL ROI



Goal: Create Brand Awareness and promote the wide range of products and offerings from Nykaa

Solution: 
● Short videos on FilterCopy 
● Collaborated Brand Videos with Pocket Aces Influencers

Results:
● Increase in website traffic and sales

23

CASE STUDY



Campaign was centered around the 
wide range of products and offers 

available on Nykaa

Nykaa’s association was focussed on 
promoting the sale on Nykaa products 

on their website and app
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Reach Views Engagement

7M 5.7M 274K

Reach Views Engagement

9.2M 9M 454K

NYKAA STORY
CELEBRATED THROUGH THE FRIENDSHIP & BOND THAT WOMEN SHARE

VIDEO 1 VIDEO 2



Goal: Create brand awareness and top of mind recall for their new launch - Streax Ultralights

Solution: 
● Short video on FilterCopy 

Results:
● Streax had the highest brand search traffic in 5 years for Ultralights
● High Audience engagement with the brand 

25

CASE STUDY



Streax and Filtercopy celebrated the love, 
sister’s share in a very heart-warming video with 

the background of the wedding season. 
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Reach Views Engagement

7.3M 19.94M 489K

STREAX ULTRALIGHTS 
CELEBRATING THE BOND SISTERS SHARE

FILTERCOPY VIDEO



Goal: Target bridesmaids for their new product around wedding season - Infinity Pendants

Solution: 
● Short video on FilterCopy 

Results:
● Huge increase in website traffic
● Established brand ambassadors for this product. Mia still uses it on their website 
● High Audience engagement with the brand 
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CASE STUDY

http://www.miabytanishq.com/blog/pamper-your-hen-party-squad-mia


THE PROBLEM
2828

MIA’S INFINITY PENDANTS GOT HUGE CALL OUT BY AUDIENCES  
THEIR WEBSITE TRAFFIC WENT UP HUGELY



Goal: Create content to communicate the brand message of BIOTIQUE as a brand that is developed 
from Ayurveda for skin and hair care.

Solution: 
● Short videos on FilterCopy 

Results:
● Spike in brand search traffic post release of video
● Effective brand recall and engagement

29

CASE STUDY



The video focused on the natural goodness of 
biotique products and how it is a trusted 
product for skin care routine.
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Reach Views Engagement

14M 9.6M 330K

BIOTIQUE
CREATE BRAND AWARENESS AND ESTABLISH IT AS A TRUSTED SKIN CARE BRAND

FILTERCOPY VIDEO



Goal:  To increase awareness for Pipa + Bella as the one-stop shop of fashion jewellery 

Solution: 
● Powered By Partner on web series 

Results:
● 6x increase in organic traffic and revenue
● 3.2x increase in social media followers
● 8x increase in email subscriptions. 

31

CASE STUDY
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ADULTING: A HIGH IMPACT COMING OF AGE WEB SERIES, 
CREATING HIGH ROI FOR POWERED BY PARTNERS PIPA + BELLA

● Adulting: a coming-of-age story about two young women trying 
to handle the responsibilities of being independent adults in the 
fast-paced, urban bustle of Mumbai.

● Active integrations in 2/5 episodes
● Accessories dorned by the protagonists, Ray and Nikhat, 

throughout the series - making them advocates for the brand 
● Engaging pieces of digital content (memes, Live Video) created 

specifically for the brand 
● High retention, heavy engagement and media coverage
● ROI for the brand: 

8x
 INCREASE IN EMAIL 

SUBSCRIPTIONS

6x
 INCREASE IN 

ORGANIC TRAFFIC & 
REVENUE

3.2x
INCREASE IN SOCIAL 
MEDIA INFLUENCERS
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MARKETING ACTIVITIES BY US AND THE BRAND 
BASED ON THE SERIES AND THE CHARACTERS

● Special microsite for the web series - ‘PipeBella For Adulting’ 

● Engaging and interactive content pieces around the two 
characters and situations from the episode - separate tabs for 
accessories featured in the each episode, Ray and Nikhat’s 
Picks, Quiz to check if you are Pipa or Bella
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THE WEB SERIES RESULTS IN
 HIGH RETENTION, HEAVY ENGAGEMENT & MEDIA COVERAGE

159M
AVG YOUTUBE 

IMPRESSIONS/EPISODE

2.5%
ENGAGEMENT RATE

18M
REACH ON FACEBOOK

>1cr
MEDIA VALUE

(INR)

>16M
VIEWS ON EPISODES



Goal: Create opportunistic buzz around occasions like Mother’s Day, sales, etc. Build awareness 
about online platform lifestylestores.com, build awareness around messaging of certain brands.

Solution: 
● Short videos on FilterCopy
● Written content on filtercopy.com

Results:
● Huge increase in brand awareness for specific Lifestyle brands
● Increase in traffic on lifestylestores.com
● Won “Gold” for the association in Digipub Awards 2017
● Won “Bronze” in Vdonxt Awards 2017

35

CASE STUDY



VIDEO 3VIDEO 2VIDEO 1
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Reach Views Shares Reactions

76M 37M 168K 1.1M

Reach Views Shares Reactions

4.5M 2.1M 2K 38.2K

Reach Views Shares Reactions

13M 7M 14.3K 213K

FUN CONTENT THAT RESONATED WELL WITH THE TARGET AUDIENCE

Created for Lifestyle’s Mother’s Day 
campaign. Won awards at Digipub and 

Vdonxt for best branded content. 
Covered in several case studies.

Created for Lifestyle’s big sale in the 
store. Highlighted the specific sale and 

offers at Lifestyle and their online 
store. 

The video created for the festive 
season where we highlighted the 
great offers that were on at the 

Lifestyle stores.

https://www.facebook.com/FilterCopy/videos/1399844410062508/


Goal: Create buzz around the OnePlus 5T phone

Solution: 
● High impact brand integration on Loco

Results:
● Huge pick up in brand search traffic
● Big buzz from the audience on social media about the OnePlus 5T phone

37

CASE STUDY
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Brand “Takeover” of Loco including:
● Special game held for brand: all 10 questions directly about the brand - really 

increasing brand search traffic and audience knowledge about the brand - 
Full 10 minutes about the brand!

● Host talks about brand when they give trivia
● Logo in the beginning of the game; possibility of a 10 sec ad of brand playing in 

the wait time before the quiz starts
●
● Logo when the prize money is announced in the beginning of the game
● Logo at the end of the game when winners are announced
● Tweets / Posts from @GetLocoNow handles announcing Loco + Brand game, 

and asking audience to learn up on the brand before the quiz!

As soon as push notification was sent to all loco users, we saw immediate increase in brand search traffic for OnePlus, which 
peaked at the last OnePlus question.

Deliverables
3 branded questions in quiz 

Push notifications to all 6mn users
3 OnePlus 5T phone giveaways

Social media post  

Twitter: 350k impressions. 
Facebook: 150k impressions.
Instagram: 250k impressions.

Total contest entries

500 fan pics

Loco One Plus game 

300k + played game live

HIGH IMPACT CONTENT WHERE AUDIENCES 
ANSWERED DIRECT ABOUT ONEPLUS 5T FEATURES
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WE RECEIVED OVER 500 PICTURES ON SOCIAL MEDIA OF AUDIENCES 
PLAYING THE ONEPLUS GAME AND WANTING TO WIN THE 5T PHONE



40

Date / Time: 

● 17th May 2018

● Special quiz started at 4:30pm 

● Notification and social media laddoo 

Association: #speedloco 

● 6 branded questions asked from 

ONEPLUS 6 launch live

● Push notification 

● 6 lacs prize money 

 Goals: 

● Drive traffic to the ONEPLUS 6 launch 

live on youtube

● Increase audience curiosity for ONEPLUS 

6 launch 

CAMPAIGN 2: LOCO CAMPAIGN FOR ONEPLUS 6 LAUNCH 
GOAL - DIRECT PEOPLE TO THE LIVE LAUNCH VIDEO, INCREASE EXCITEMENT

https://docs.google.com/file/d/1OWlcdPqpHN296h5rbnp06_DufCuJ78MV/preview
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HOW BRANDS CAN ADVERTISE ON LOCO OPTION 3 - FULL TAKEOVER GAMES

Brand “Takeover” of Loco including:
● Special game held for brand: all 10 questions directly about the brand - really 

increasing brand search traffic and audience knowledge about the brand - 
Full 10 minutes about the brand!

● Host talks about brand when they give trivia
● Logo in the beginning of the game; possibility of a 10 sec ad of brand playing in 

the wait time before the quiz starts
●
● Logo when the prize money is announced in the beginning of the game
● Logo at the end of the game when winners are announced
● Tweets / Posts from @GetLocoNow handles announcing Loco + Brand game, 

and asking audience to learn up on the brand before the quiz!

AUDIENCES TOOK US SERIOUSLY, 
AND ACTUALLY TOOK NOTES FROM THE LIVE LAUNCH EVENT!
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HOW BRANDS CAN ADVERTISE ON LOCO OPTION 3 - FULL TAKEOVER GAMES

Brand “Takeover” of Loco including:
● Special game held for brand: all 10 questions directly about the brand - really 

increasing brand search traffic and audience knowledge about the brand - 
Full 10 minutes about the brand!

● Host talks about brand when they give trivia
● Logo in the beginning of the game; possibility of a 10 sec ad of brand playing in 

the wait time before the quiz starts
●
● Logo when the prize money is announced in the beginning of the game
● Logo at the end of the game when winners are announced
● Tweets / Posts from @GetLocoNow handles announcing Loco + Brand game, 

and asking audience to learn up on the brand before the quiz!

Results:  

More than 40% of the viewers of the OnePlus Live Launch Event 
video were from Loco - we directed people to the launch event to 
learn more about the phone, and promised to ask questions in the 
quiz only from the launch event.

Twitter : 600K impressions. 
● https://twitter.com/GetLocoNow/status/997073034975432704
● https://twitter.com/GetLocoNow/status/997069709861273603
● https://twitter.com/GetLocoNow/status/997063529579474944
● https://twitter.com/GetLocoNow/status/997062441195397120
● https://twitter.com/GetLocoNow/status/996982031908311042

Facebook: 150K impressions.

Instagram: 250K impressions.

Total traffic to OnePlus 6 live: 100k Loco fans

Loco OnePlus 6 game: 200k + played game live.

EXCELLENT RESULTS 
FROM THE LOCO-ONEPLUS 6 ACTIVITY

https://twitter.com/GetLocoNow/status/997073034975432704
https://twitter.com/GetLocoNow/status/997069709861273603
https://twitter.com/GetLocoNow/status/997063529579474944
https://twitter.com/GetLocoNow/status/997062441195397120
https://twitter.com/GetLocoNow/status/996982031908311042


Goal: Position Wonderchef as the perfect fit for the modern kitchen and modern cook. Showcase 
cookware and appliances, highlighting the non-stick, high quality and health aspects

Solution: 2 month campaign with 40 videos on Gobble (every single Gobble video in these months 
used Wonderchef cookware)

● Product integration in food videos on Gobble
● Influencer engagement with Dice Media stars for Diwali

Results:
● Over 50 million views and 150 million reach across 40 videos!
● Increase in traffic on the Wonderchef website, also resulting in direct sales
● Wonderchef retargeted video audience for their banner ads, resulting in greater conversion
● Lots of chatter about Wonderchef in the comments
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CASE STUDY
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FOOD VIDEOS INTEGRATING THE BRAND COOKWARE & APPLIANCES

Over 50 million views and 150 million reach across 40 videos!

Veer and Eisha, the extremely loved couple from our web series What The Folks 
(WTF) turned brand enablers for Wonderchef this festive season. 

With the Shop tab, we link the 
viewers to the website where 

they can directly place an order 
for the products featured in the 

video. 

https://www.facebook.com/Gobble/videos/480072545688099/
https://www.facebook.com/Gobble/videos/480072545688099/
https://www.facebook.com/Gobble/videos/481205442241476/
https://www.facebook.com/Gobble/videos/481205442241476/
https://www.facebook.com/WonderchefLife/videos/1788444697879442/


Goal: Create brand awareness, establish Epigamia as the healthy, tasty, 5pm snack, direct 
messaging towards young couples, demonstrate that it can be used as an ingredient.

Solution: A 5-month campaign across content formats to make the brand a household name:
● Food videos on Gobble
● Written content on filtercopy.com
● Title Partner for web series on Dice Media

Results:
● Huge increase in brand awareness about Epigamia with several people pointing out the 

different flavors in the comments
● Highest ever brand search traffic
● Increase in trials for the brand, encouraging first-time consumers from across the country
● Press coverage from major publications

45

CASE STUDY
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VISUALLY APPEALING FOOD VIDEOS TO SHOWCASE VARIETY AND VERSATILITY
+ WRITTEN ARTICLES FOR SUSTENANCE & TANGENTIAL MESSAGING

Gobble videos built product awareness - 
each food video showcases different 

product strength. 

We also added buy links to the videos for 
people to directly be able to purchase the 

Epigamia product.

https://www.facebook.com/Gobble/videos/446469505715070/
https://www.facebook.com/Gobble/videos/446469505715070/
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CONCLUDED WITH EPIGAMIA AS A TITLE PARTNER 
ON OUR TENTPOLE PROPERTY: WHAT THE FOLKS!

● Hero property of the campaign.
● As the Title Sponsor, Epigamia has tasteful integrations in all 5 episodes of the series.
● Resulted in the highest ever brand search traffic. 
● Brand is coming back for Season 2

https://www.youtube.com/watch?v=ZFV-sju3UEk&list=PL4x7Of-X4XhiK_gmCcJF8xfrlQN_46nmj
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ENHANCED REACH WITH OVER 30 POSTS & SPECIAL LIVE INTERACTIONS
OFFLINE MARKETING: CINEMA PREMIERE, GOODIE BOXES, TASTINGS 

● 30+ pieces of digital content for the 
series - with special posts for Epigamia.

● Multiples live interactions with the cast 
and crew to further push brand 
messaging. 

● Cinema premiere in Mumbai with esteemed industry personnel 
built hype around the show

● Branded goodie boxes with show merchandize and brand kits 
● Tastings at various events like MAMI 
● Branded paper cups turned tea time conversations at 

corporates across the city into discussions about the show
● Radio ads to create buzz and awareness
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THE WEB SERIES RESULTS IN
 HIGH RETENTION, HEAVY ENGAGEMENT & MEDIA COVERAGE

>25M
VIEWS ON EPISODES

207M
AVG YOUTUBE 

IMPRESSIONS/EPISODE

2.4%
ENGAGEMENT RATE

23M
REACH ON FACEBOOK

>1cr
MEDIA VALUE

(INR)



vishwanath.shetty
@pocketaces.in

+91 9920649696

kuntal.bhoir
@pocketaces.in
+91 9819078375

aditi.shrivastava
@pocketaces.in
+91 9987824798

mailto:anubhav.rao@pocketaces.in
mailto:sonalika.mehra@pocketaces.in
mailto:anubhav.rao@pocketaces.in

