
9.2M people saw it.
What came home with
them?

An autopsy of campaign afterlife, followed by a

Carry Value Lab CASE :  SW IGGY  GROUP  ORDER ING  ·  2024



The campaign was very,
very alive.
One Hand Clap's Swiggy Group Ordering film put Puneet Superstar, Dolly

Chaiwala, Ganji Chudail, Vada Pav Girl and other internet personalities into

one chaotic group-ordering situation.

ET Brand Equity reported 6M+

views and 900K shares in under 24

hours.

afaqs later reported approximately

9.2M views and 1M shares.

The product problem was real and

recognisable: getting a group to

agree on food is a minor Indian

national crisis.



The campaign enters as a complete evidence bag. On

the other side are 5 smaller bags labelled creator, joke,

brand, feature and forward. We don't yet know which

ones contain anything.

CREATOR JOKE BRAND FEATURE FORWARD

? ? ? ? ? ? ? ? ? ? ? ? ? ? ?



EXHIB IT  A

A viewer might send the reel to the college
group chat because Dolly Chaiwala and
Ganji Chudail in one frame is ridiculous.
That share is valuable. It still doesn't tell us
whether anyone remembers the Group
Ordering feature tomorrow.



Main isko “bad campaign” bolke cool strategist nahi
banungi because 1M shares is not chillar. The
interesting part is the missing column. We know what
people did, but not what they carried. Tiny hack for
campaign reports: beside every giant number, add “and
therefore…?” If the sentence can't be completed
without guessing, that's the next research question, not
a result.



The report can prove
movement. It cannot show the
thing that moved.

Did it travel? Yes. Example: 1M visible

shares.

Did it stop attention? Almost certainly.

Example: the unusual creator collision

created instant recognition.



They don't answer

Who owned the memory? Example: “that Ganji

Chudail ad” and “that Swiggy Group Ordering ad”

describe 2 very different outcomes.

What could people explain? Example: remembering

people screaming about food isn't the same as

knowing each person can add items through a

shared Group Ordering link.

Where did it go next? Example: a public Instagram

share can become a cropped WhatsApp screenshot

with no handle, caption or clickable product route.

What remained? Example: 3 days later, is the residue

Swiggy, the feature, the catchphrase, or only a

creator?



That missing evidence is
the campaign afterlife.

There is no public delayed-recall or sales study for this

campaign. So this autopsy diagnoses an unanswered risk, not a

proven failure.



A feed contains 1 ad. A brain receives
6 competing souvenirs.

Face The most recognisable person Puneet Superstar or Dolly Chaiwala

Format The familiar internet bit A multiverse of viral personalities

Feeling The emotional texture Chaotic, loud, “what is happening” fun

Line The repeatable phrase “Level sabke niklenge”

Brand The commercial owner Swiggy

Use case The behaviour the product enables Ordering together without 1 person collecting

everyone's choices



The creative doesn't fail because viewers notice a creator

first. The risk appears when the route from creator → brand

→ use case is too weak to reconstruct.

CREATOR → BRAND → USE CASE

If someone says, “I remember Dolly Chaiwala

asking for foreign food, haha,” attention worked. If

they cannot answer why Swiggy assembled

everyone, the feature didn't inherit that attention.

Kantar found a similar mechanism in an Apple Pay

ad. Viewers enjoyed the humorous supermarket

struggle, but attention dropped before the late

product and brand reveal, weakening brand

association. Kantar attention study



Celebrity “overshadowing” is too vague to be useful.
Overshadowing where? Maybe the face wins at second
1, but Swiggy can still win by second 6 if the feature
becomes the punchline. Jugaad test: pause the film
at 3 random moments and ask “what job is the brand
doing right now?” If the answer is “logo dekh raha
hai corner mein”, babe, that is attendance, not
participation.



The product should organise the
chaos, not wait behind it.
For creator-heavy work, the product mechanism can become the

narrative skeleton.

This doesn't make the film less weird. It makes Swiggy the reason the

weirdness can coexist.

Problem

everyone wants something

different. Example: Dolly wants

something “foreign”; Puneet

wants yakhni pulao.

Mechanism

each personality adds their own

choice through the same Group

Ordering link. Example: their

wildly different orders appear live

inside one shared cart.

Pay-off

all the chaos resolves because

nobody had to become the unpaid

group secretary. Example: the

most chaotic cast proves the

feature can handle the most

chaotic group.



OR IG INAL  THOUGHT

In a creator ensemble, don't ask
every creator to repeat the brand
message. Give each person a
different proof task inside one
product mechanism.



Yeh mera favourite fix hai because it doesn't kill the
fun to save the strategy. Everyone can remain
unhinged. Bas har creator cart mein kuch add kare,
and suddenly the UI is doing story work without anyone
giving a TED Talk about the feature. Cheap, visual,
aur edit ke baad 5 creator-specific cutdowns bhi
nikal gaye. One shoot, multiple proofs. Sexy.



What happens when the
campaign leaves Instagram?
Indian internet culture doesn't move as a clean link from A to B. It gets

cropped, downloaded, translated, voice-noted, screenshotted and re-

captioned.

Research on urban Indian code-switching describes

mixed language as a tool for identity, belonging,

humour and emotional expression. It isn't word

replacement; it changes who a message feels “for”.

Urban Indian code-switching study

Research on Indian WhatsApp groups also shows

how image-based messages spread through semi-

closed networks and become detached from their

original context. HKS WhatsApp study



Run the asset through 6 contamination
tests

Muted

without dialogue, can the shared-

cart behaviour still be understood?

Caption gone

if an aggregator reposts the video

without Swiggy's caption, is the

feature still legible?

Handle gone

does a downloaded WhatsApp video

still contain a recognisable Swiggy

cue?

Screenshot only

would a still show “people yelling”,

or a branded shared cart being

built?

Code-switched

does “sab apna order daalo”

preserve the behaviour better than a

literal translation of “Group

Ordering”?

Creator's voice wins

if a meme page captions it in its own

tone, what piece still points back to

Swiggy?



Brands keep designing for the pristine Instagram
post, but India will lovingly destroy the packaging
within 4 minutes 😭 So design 1 “survival cue”:
orange shared-cart UI, a tiny sound, a repeatable
action, kuch bhi that survives mute + crop + mummy
ke WhatsApp forward. My cheap test is literally send
the asset to 5 friends with different instructions:
crop it, mute it, screenshot it, translate it, meme it.
Whatever keeps surviving deserves media money.



Not low reach. Not “too many
memes”. The possible failure is
separation.

ATTENTION ≠ OWNERSHIP ≠ UNDERSTANDING ≠ SOCIAL USE ≠ MEMORY

Each link needs evidence.



Attention Did it interrupt the scroll? “Wait, is that Puneet Superstar with Ganji

Chudail?”

Ownership Who gets credit? “Swiggy made that” rather than “some

meme page posted that”.

Understanding Can I explain the benefit? “Everyone adds their own item to the same

order.”

Social use Why would I pass it on? Sending it to the indecisive dinner group as

a useful insult.

Memory What remains later? Remembering the orange shared-cart action

after 72 hours.



The campaign's visible
organs were healthy. Its
afterlife was never publicly
examined.



Virality counts copies. Carry
Value checks what each
copy kept.

How much of the intended idea remains useful, recognisable and brand-

linked as people move it across time, platforms and communities.



Not one magic score. A 5-part lab profile

Brand carry · Did the brand survive? Example: people

recognise Swiggy from the orange cart interaction

even when the handle is removed.

Meaning carry · Did the use case survive? Example:

viewers can explain the shared-cart behaviour without

replaying the film.

Social carry · Did it acquire a reason to be sent?

Example: “sending this because you lot take 40

minutes to pick dinner.”

Mutation carry · Can people remix it without deleting

ownership? Example: regional-language versions

change the dialogue but retain the same branded add-

to-cart action.

Time carry · Did anything remain after the spike?

Example: the feature and brand are recalled 72 hours

later, not only the cast.



Please no giant “Carry Value = 8.7” dashboard,
warna we invented another engagement rate
wearing glasses. A lopsided result is more useful.
Like maybe social carry is insane but meaning
carry is dead. Great, now we know the distribution
worked and the product bridge needs surgery.
Diagnosis > sexy number.



Test memory before buying
more memory opportunities.

Use 12–20 target viewers per important audience cluster. This is a

diagnostic rehearsal, not national research.



3-second specimen

Show the opening once. Ask:

“What hit you first?” Example

answer: “Ganji Chudail.” Good

attention evidence, zero brand

evidence yet.

Story reconstruction

Ask: “What happened and what

was being solved?” Example

answer: “Everyone wanted

different food, so they ordered

together.”

Brand ownership test

Show 3 cropped frames or audio

moments without the logo. Ask

which brand could own them and

why. Example: orange alone may

be confused with another delivery

brand; orange plus a particular UI

behaviour may be stronger.



A Google Form feeds a Sheet. Conditional formatting creates a simple “what

survived?” heat map by audience and creative cut.

Forward simulation

Ask: “Who would you send this to

and what would you type above

it?” Example: “family dinner

group, because nobody replies

until 10 pm.”

Destruction test

Mute, crop, screenshot and

remove the caption. Example: if

only the creator survives, create a

portable product cue before

scaling.

72-hour callback

Don't resend the asset. Ask what

they remember. Code creator /

joke / brand / feature / feeling /

phrase separately.



Jugaad alert: don't ask “did you like it?” because
Indians will politely say haan nice and go make
chai. Ask them to voice-note the story to a friend
who “missed the ad”. That retelling is gold. You
hear what got compressed, what got renamed, and
whether the brand vanished. Also it's far more
natural than making 20 people fill a depressing
survey grid.



Every placement should
carry 1 part of the body.

Beside handle / reach / cost, add job / cue to preserve / failure signal / 72-

hour question.



Recognition Stop the right people and

establish ownership fast.

A large creator opens with the

branded shared-cart behaviour,

not a generic reaction.

Everyone remembers the

face; nobody names

Swiggy.

Identification Make a specific group see

itself.

A hostel page frames it as “when 8

people want dinner on 3 different

budgets”.

Comments say “relatable”

but never discuss the

feature.

Translation Make the behaviour native

to a language or context.

A Tamil creator rebuilds the dinner

chaos around a local social

dynamic, not dubbed Hindi copy.

Correct words, alien

behaviour.



Conversation Surface objections and

stories.

A Reddit prompt asks who

becomes the unpaid order

collector in every friend group.

Generic applause with no

audience contribution.

Mutation Invite remakes that retain

a brand cue.

Pages remix different group

archetypes while keeping the

shared-cart visual rule.

The template travels

farther than its owner.

Conversion Show the next action

clearly.

A product-led cut demonstrates

where to start a Group Order and

share the link.

Culture creates curiosity

but no usable route.



This is where Agenseed can become more than
“same reel, 40 pages, jai mata di”. Don't make
every page perform all 6 jobs. One hostel page can
identify, one explainer can translate, one giant
creator can create recognition. Basically cast the
distribution plan like a film crew. Sabko hero
banaoge toh picture kaun banayega?



Same chaotic cast. Stronger
campaign afterlife.
Master film: every creator adds a wildly specific item to

the same Group Order. The cart is the narrative spine.

Recognition cut: the creator collision lands

immediately, with the Swiggy cart already active.

Identification cut: “send this to the person who asks

‘kya mangwaye?’ and then rejects every answer.”

Translation cuts: regional creators adapt the social

situation, while the same branded action remains

untouched.

Mutation kit: blank group archetype cards, a

recognisable cart sound and a reusable “add yours”

action.

Conversion cut: 10 seconds showing exactly how to

start and share the Group Order.

Afterlife check: compare which cut carried creator,

brand and feature at 0 hours and 72 hours.

Not “which page got the most engagement”, but

which distribution job improved which kind of carry.



Low-key the best deliverable here might be a
mutation kit, not another hero edit. Give meme
pages raw ingredients that are hard to use
without carrying Swiggy with them. Like a
transparent cart overlay, the add-item sound and
5 archetype prompts. Let the internet cook, but
pre-season the pan with the brand. Sorry that
metaphor got away from me, but you get it.



Before a campaign leaves the room,
answer these on 1 page

What must come home?

Example: “Group ordering means everyone adds their

own choice to one shared Swiggy cart.”

What can be forgotten safely?

Example: the exact creator sequence.

What must survive mutilation?

Example: the branded shared-cart action after mute,

crop and repost.

Why would a person send it?

Example: to call out the indecisive person in the

dinner group.



Which placement carries which job?

Example: creator for recognition, hostel page for

identification, product cut for conversion.

What could eclipse the brand?

Example: the cast's existing catchphrases.

What do we ask after 72 hours?

Example: “How did everyone add their food, and

which app was it?”

What changes if the answer is wrong?

Example: move the product mechanism earlier,

rather than buying 20 more pages.



The campaign
travelled. The next job
is to find out what
arrived.
Carry Value is a small bridge between creative development and

distribution: decide what the audience should carry, build it to survive the

Indian internet, assign every placement a job, then check the residue

after the spike.



QUEST ION  FOR  AGENSEED

What would change if every
placement carried both a reach
expectation and a memory job, and
the post-campaign report showed
which parts of the idea each one
kept alive?


