
                   
 

RINGing in Success 

“Sapno ko RING karo” 

Background – RING, a consumer-first, digital payments app launched by OnEMi technologies in 2022, 

offers flexibility to make both online and offline payments. It is a unified and seamless platform to meet 

the short-term and long-term credit needs of aspiring millennials in India. Customers can use RING to 

pay for transactions, pay bills and pay through UPI. Customers can also avail of multi-tenured loans of 

up to Rs.5 lakhs at the lowest interest rates and flexible repayment options. The company has built a 

robust loyalty and rewards program for consumers to improve customer stickiness.  

The 360 degree campaign included influencers, outdoor, activations, digital branding, content 

marketing, events and PR. The campaign objective was to create awareness, build trust and generate 

leads for our credit products (Long term and short term loans) 

Background:  

- RING was officially launched in 2022 by OnEMi Technology Solutions Pvt. Ltd., the same 

company behind the success of Kissht. We began from the ground up with RING, embarking 

on a journey to establish a new brand that would redefine digital finance in India. 

- Our goal is to establish RING as a reliable/trusted and innovative digital finance platform 

meeting the changing needs of aspirational Indians. 

RING’s borrower profile has revealed that GenZ and Millennials are not risk averse and have adopted 

credit positively to fulfil their needs and wants. The idea behind the campaign was to encourage the 

generation to trust in their own skills and passion rather than sticking to the beaten path. The very 

first line of the DVC strikes a chord with the young aspirational class and echoes in their mind with 

“We Dream, We Believe, We Hustle”.   

Audience Mapping  

- New Age Consumers (Millennials and GenZ) across urban, Tier 1 and 2 locations  

POSE Model 

- Paid-Owned-Shared-Earned Model: RING adopted a comprehensive Paid-Owned-Social-
Earned (POSE) model, encompassing paid advertising, owned media assets, social media 
engagement, and earned media coverage.  

- Through the strategic allocation of resources across these four pillars, we optimized our 
outreach efforts, maximize audience engagement, and drove measurable  outcomes  

 

The genesis of the idea came through deep market research and interviews. These interviews brought 

to fore, the aspirations and challenges of the young Indians. The common narrative with the audience 

was “ realising their dreams by punching above their weight”. The users did not want to be limited by 

their circumstances, but wanted to “Dare to dream” to create their future. 

“Sapno ko RING karo” is designed to create a positive perception of credit in India, and fuel 

independence among the ambitious population of India. The context of the narrative is set at the very 

beginning with the message, “The story of the young, the restless, the dreamers, and the doers”. The 

video then follows a neon aesthetic set to a Hindi rap tempo, interspaced with short recreations of 

real success stories of Gen Z and Millennials from diverse backgrounds. A total of six stories are 

depicted, including a chemical engineer who is an aspiring writer, a college dropout who is an aspiring 



                   
 
chef, a call-centre agent, a techie who is a travel blogger, a nurse who is a rapper, and someone who 

is still figuring out what to do. The tone of these short story segments is kept more affectionate yet 

fun, and most importantly, relatable; allowing viewers to connect more closely with these individuals.  

 

Objectives  

- Positive Perception of Credit: The primary objective was to foster a positive perception of 

adopting credit among the Indian youth. By showcasing real-life success stories of individuals 

from diverse backgrounds, RING aim to demonstrate how its financial services can empower 

people to pursue their dreams and aspirations. 

- Empowerment and Independence: RING seeks to position itself as a catalyst for 

empowerment and independence among the ambitious population of India. Through the 

campaign, they aim to inspire Gen Z and Millennials to trust in their skills and passions and 

take financial risks to achieve their goals. 

- Brand Awareness and Connection: The campaign aims to enhance brand awareness and 

strengthen the emotional connection with the target audience. By adopting a direct approach 

with a catchy rap and relatable storytelling, RING intends to create a lasting impression that 

resonates with its core demographic. 

Describe in detail the challenges faced and strategies executed for implementing the campaign 

(preferably in bullet points)  

Challenges:  

 

- Vernacular India  

- The perception that credit is a liability and taboo against borrowing  

- Limited marketing budgets  

Strategies :  

- Audience persona mapping to understand content consumption behaviour of the audience  

- Create a peppy, inspiring anthem as the hero asset  

- Surround the asset with other omnichannel collaterals  

- Robust distribution strategy across channels  

- Efficient use of organic channels  

- Repurposing of assets to achieve maximum reach  

 

Highlight how the campaign message was aligned with the target audience and what was the impact 

created (preferably in bullet points)  

 

The campaign appealed to the edginess and aspirational outlook of the audience.  

The video focuses on the multifaceted personalities of the new age generation who are breaking 

norms, while being financially independent. RING weaves in the messaging of how the brand is making 

their dreams come true by empowering them to make quick financial decisions and take a steep dive 

towards their future. RING’s borrower profile has revealed that GenZ and Millennials are not risk 



                   
 
averse and have adopted credit positively to fulfil their needs and wants. The DVC encourages the 

generation to trust in their own skills and passion rather than sticking to the beaten path. The very 

first line of the DVC strikes a chord with the young aspirational class and echoes in their  

mind with “We Dream, We Believe, We Hustle”.  

 Tailored Messaging: The campaign message was crafted to resonate with the aspirations and 

preferences of millennials and GenZ, emphasizing convenience, flexibility, and innovation in 

digital finance solutions. 

 Engagement Channels: Utilized platforms frequented by the target audience, including social 

media, personal finance blogs, and technology forums, to ensure maximum exposure and 

relevance of the campaign message. 

Impact Created: 

 Increased Brand Recognition: The campaign helped establish RING as a leading digital finance 

platform among millennials and GenZ, enhancing brand recognition and recall within the 

target audience. 

 Enhanced Brand Loyalty: By addressing the specific needs and preferences of the target 

audience, the campaign fostered deeper connections with consumers, leading to increased 

brand loyalty and engagement. 

 Positive Perception: The alignment of the campaign message with the values and aspirations 

of the target audience resulted in a positive perception of RING as a relevant and innovative 

brand, driving adoption and advocacy among consumers. 

 

Elaborate on the measurable results/outcome of the campaign executed. The impact created could 

be in the form of ROI generated for the business/ increase in customer base/ improved brand value 

or brand recall, etc. (preferably in bullet points) 

 

Maximizing ROI 

Outdoor – Business worth 5.7 crores generated through our missed call campaign (2 months 

duration) 

Social – Reach of 30 million over 6 months  

Events- 2 weeks of mall activations led to loans worth 2.3 crores being disbursed.  

Digital - 

 



                   
 
PR -  

 

 

 

Evaluation 

Earned Media 

• Successfully garnered coverages in Cat A publications like ET Brand Equity, Afaqs, Media Brief, etc. 

for the campaign release 

Paid Media 

• Collaborated with Social Samosa and Mad Over Marketing to post on their social media handles and 

website  

Beyond The Campaign  

Beyond the ‘Sapno ko RING Karo’ campaign, our efforts extended into crafting compelling narratives 

on reshaping credit perceptions, evident in our secured features across leading publications such as 

BW Businessworld, Femina, Mint, and more. The articles delved into the positive impact of credit, 

offering insightful guidance on how individuals can access credit responsibly while avoiding the pitfalls 

of debt overload. Through expert advice and real-life anecdotes, readers gained valuable insights into 

the nuances of managing credit effectively. The cumulative reach of these articles is 1 million. 

 

 

Paid 

Ring has initiated 
collaboration with 
Social Samosa and 

Mad Over Marketing

Owned

The campaign was 
launched on RING's 

social media platform-
Instagram, LinkedIn, 

YouTube

Earned

Press Release was 
desimminated in 
A&M media. We 

garnered coverage in 
Afaqs, ET Brand 

Equity, Media brief

Shared

The campaign was 
shared by RING's 
followers on their 

social media reaching 
their audience and 

connections



                   
 
Coverage Snapshots     

  

 

 

 

 

 

  

                                                                                  

 

   

                             

   



                   
 

 


