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PUBLIC RELATIONS

Public relations (PR) is the way organisations, companies and individuals communicate with
the public  and media.  A PR specialist  communicates with the target audience directly  or
indirectly through media with an aim to create and maintain a positive image and create a
strong relationship with the audience.

Public relations is the management function which evaluates- public attitudes, identifies the
policies and procedures of an individual or an organization with the public interest and plans
and executes a program of action to earn public understanding and patience.

Public Relations has been given various definitions by scholars. These definitions completely
encapsulate the role and function of PR:

„Public  relations  can  be  defined  as  a  „management  function  that  helps  achieve
organizational objectives, define philosophy and facilitate organizational change.‟

-Baskin, Aonolf & Lattimore

„It  is  the  deliberate,  planned  and  sustained  effort  to  establish  and  maintain  mutual
understanding between the organisation and its various publics (all groups of people and
organization s which have an interest in the service company).‟ ‟

- The British Institute of Public Relations

„Public relations is the management function that identifies, establishes, and maintains
mutually  beneficial  relationships  between  an  organization  and the  various  publics  on
whom its success or failure depends.‟

-  Scott Cutlip and Allen Center

The  world  of  business  is  characterised  by  fierce  competition  and  in  order  to  win  new
customers and retain the existing ones, the firms have to distinguish themselves from the
competition.  But  they  also  need  to  create  and  maintain  a  positive  public  image.  A PR
specialist or firm helps them both create and maintain a good reputation among both the
media and the customers by communicating in their behalf and presenting their products,
services and the overall operation in the best light possible. A positive public image helps
create a strong relationship with the customers which in turn increases the sales.

FUNCTIONS OF PR:

Media Representation

Representing a company or individual to the media is one of the more well-known 
functions of public relations. Media management includes developing and distributing
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both written and video news releases, pitching stories to journalists and responding to
reporter  inquiries.  Depending  on  the  organization,  spokesperson  duties  may  also  be
handled  by  the  public  relations  department.  Media  representation  also  includes
monitoring and measuring news coverage of the organization or individual.

Crisis Communication

Protecting a company from a threat to its reputation is another public relations function.
While  media  representation  is  a  part  of  crisis  communication,  preparing  a  crisis
communication plan and training leadership and employees on its components is handled
by a public  relations department.  A crisis  communication plan developed by a public
relations team typically includes determining specific logistics for expected reporters, the
designation of an official spokesperson for the crisis, the development of

targeted messages for internal and external audiences and training for company leadership
on how to handle tough or hostile questions.

Content Development

Preparing  documents,  written  and  electronic,  is  another  function  of  public  relations.
Examples  of  content  developed  by  a  public  relations  department  include  company
newsletters, blogs, speeches and annual reports. Content may also be written for another
member of the company, such as a letter to employees from the CEO. Often, a public
relations department will work with another department to ensure a project fits with an
overall company message. For example, a public relations department may work with
advertising and marketing departments on creating a description, report or other content
about a new product or service.

Stakeholder Relations

Stakeholders are any persons or groups who have an interest in or could be affected by an
organization's objectives or actions, such as the company's employees, lenders and
government  agencies.  Representing  an  organization  to  stakeholder  groups  is  another
function of public relations. For example, you'll want to give employees and prospective
employees a positive image of the business, and make it seem relevant, successful and
important, so people want to work for you.

Social Media Management

Establishing, monitoring or growing an organization's or individual's online presence is
another  function  of  public  relations.  Specific  tasks  may  include  creating  or  updating
Facebook pages, tweeting information and keeping an eye on what others are saying in
cyberspace about an organization.
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Tools of Public Relations:

PR specialists and firms use a number of tools and techniques to boost their clients  public‟
image and help them form a meaningful relationship with the target audience. To achieve
that, they use tools such as news releases and statements for media, newsletters, organisation
and participation at public events conferences, conventions, awards, etc..

PR specialists of course also utilise the Internet tools such as social media networks and
blogs. Through the mentioned tools, PR specialists give the target audience a better insight
into their clients  activities and products/services as well as increase publicity.‟

Public relations performs three major functions of informing, persuading and integrating the
publics meanwhile maintaining the goodwill of the company.
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PR AGENCY

A public relations firm is a professional services organization, generally hired to conceive,
produce and manage un-paid messages to the public through the media on behalf of a client,
with the intention of changing the public s actions by influencing their opinions. Messages‟
are  often  in  the  form  of  news  distributed  in  a  non-personal  form  which  may  include
newspaper,  magazine,  radio,  television,  Internet  or  other  form  of  media  for  which  the
sponsoring organization does not pay a fee.

PR professionals usually target only certain segments of the public, since similar opinions
tend to be shared by a group of people rather than an entire society. However, by targeting
different audiences with different messages to achieve an overall goal, PR professionals can
achieve widespread opinion and behavior change. A public relations firm is independent from
the client and provides a third-party perspective on the client s business, goods or services.‟
Typical PR firm clients include businesses (sole proprietorships, partnerships, LLC s) and‟
corporations, non-profit organizations and government agencies.

Aurum Creative is a Public Relations agency which brings you the best in PR. We are a

team  of  seven  young,  enthusiastic  professionals  willing  to  give  our  best  possible

endeavour to make your company reach new heights.  We are zealously focused on

creating a real-time measurable impact on client businesses through breakthrough ideas

and diligent efforts. We create and powerfully implement a blueprint to position your

firm as a knowledge and business leader, placing you ahead of market competition.

Aurum, by its literal meaning is Gold, one of the premium metal of all metals and just

like our name we aim at providing top notch services to our clients.
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ABOUT OUR AGENCY

Agency Name: AURUM

Logo:

Vision:

Generating result-oriented new dimensional advertisement strategies 

communicating in the most significant, persuasive and creative way.

Mission:

To provide innovative and effective advertisement solutions to our clients to help 

them reach their full potential and realize their marketing goals.
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Our Values:

● Client  Commitment:  We strive  hard  to  build  and  enhance  our  relations  with  our

clients. We go above and beyond everyday to prove and stand on our commitment

towards our clients.

● Passionate Learners: As enthusiastic young professionals we are keen learners and try

to understand our client s need and requirement from us in an efficient and effective‟

manner.

● Smart Workers: We produce quick and efficient work, but always keep the objective 

of each campaign top of mind along with the deadlines.

● Result oriented: Pure and simple, that s what we and our clients care about most – the‟

bottom  line!  We  strive  for  tangible  results  along  with  creating  mind  boggling

curatives.

Deliverables we offer:

We will be providing the following deliverables to our client:

● Corporate videos

● Events

● Exhibition and workshops

● Advertorial and blogs

● Advertisements for PR

● CSR activities

● Brochures, Catalogues

Our Team:

Our agency is composed of the following departments:

● Creative Team: A team of young, enthusiastic creative professionals with innovative 

ideas and execution strategies.

● Account Management: People who are looking out for all of our client s needs and ‟
administering them in terms of extensive research.

● Client Servicing: Keeping up with the clients and balancing communication to 

strengthen the bridge between the two parties.
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Members:

Maanik Singh Vig Mehak Sahni Ravleen Jauhar
Editor Illustrator/ Copy Writer Designer

Reva Rai Bhalla Riya Sethi Rohan Mulchandani

Copy Writer/ Research Research/ Planning Production/ Planning

Sanchita Nagpal
Client Services
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ABOUT THE CLIENT

Name: Travographer

Company Type: Photography Services

Logo:

Visual Identity:

Website
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Instagram Account

"Vacations bring joy, Pictures bring memories."

While chasing everyday life, one usually forgets to reflect back upon joyful moments spent
with loved ones, Travographer believes in enabling everyone to relive those moments by
capturing them so that one may never overlook spending beautiful moments of their life and
they can  cherish  it  always.  From clicking boring  selfies  with  artificial  poses  and plastic
smiles to natural moments captured by local photographers, Travographer aims to change the
way travelers capture their journeys. With Travographer, a traveler can hire a photographer on
a day basis whenever and wherever they travel. Travographer can help capture their journey
in most candid and natural way so they can cherish all the memories through those photos
forever. With more than 25 million photographs shot by more than 10,000 photographers in
more than 50 countries,  Travographer  provides  beautiful  memories to  their  customers  no
matter where they travel.
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Tagline: Your journey through our lens.

Vision : To capture the journey of each traveler in most natural way.

Destination  :  To  be  at  a  prominent  place  on  the  face  of  world  map  that  delivers
photographs from distinct cities across the globe.

To enrich the journey of each traveler and make each journey more cherishing, photographers
can register from all over the world and can represent themselves on the world map. They can
create profiles by showcasing splendid moments captured by them and provide their precious
services by capturing the journey moments through their  lens. Travographer believes that
every photographer should make their hobby a passion, and drive their passion to profession.

The company works on a Business to Business and a Business to Customer model:

Business to Business :

The company has tie ups with brands like Yatra.com, Oyo, Make My Trip, Go Ibibo, Le
Meridien, Taj etc. where the company provides visual content such as 360 images, property
profile videos, guest videos, etc. at reasonable prices and less time.

Business to Customer :

The company has a network of photographers around the world where any person who is
travelling or on a vacation can contact travographer and hire a photographer for a whole day
and get captured professionally at affordable prices.
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INTEGRATED PLAN/STRATEGIES

Strategies to be carried out:

1. Corporate video for internal PR
2. Testimonial videos and teasers
3. Series of video ads aiming at PR
4. App creation and Launch event for app launch
5. Event ( meet up ) influencers and travel bloggers
6. Event ( meet up ) photographers working with travographer
7. Collaboration with influencer promoting Travographer
8. Personalised calendar
9. Brochure for B to B
10. Workshop for budding photographers by Travographer
11. Diaries and goodies
12. Exhibition

Strategies Medium Timeline Tentative Budget

Corporate Video Online (You Tube) 1 month 50,000

Testimonial Video Online ( You Tube ) 1 month 50,000

Teasers

App Launch Offline (group comm ) 1 month 1,00,000

Influencer Meet-up Offline (Group 1 month 1,00,000
Communication)

Photographer Meet- Offline (Group Comm) 1 month 50,000
up

Influencer Collab Online (You Tube) 1 month 20,000

Calendar Offline ( personal comm ) 1 month 20,000
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Brochure Offline ( Personal comm ) 1 month 20,000

Workshop for Offline - Group Comm 1 month 20,000
photographers

( at college level )

Diaries and goodies Offline ( personal comm ) 1 month 20,000

Exhibition Offline ( Group comm ) 1 month 20,000
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TRAVOGRAPHER STRATEGY 1

CORPORATE VIDEO

During our first meeting with the client, we were asked to provide ideations for a 
corporate video for Travographer. The ideas provided by the team were as follows:-

 The  video  opens  with  the  employees  explaining  or  remembering  their  most
memorable photos and why those are important for them, explaining the essence of it.
Deliberating that if they had not taken a photo at that moment, things would have
been so different. We can have the video with voiceovers explaining Travographer. Its
employees sharing their experiences, moments and memories.  With the voiceovers
being played in the background, there will be beautiful shots of people being clicked
at various destinations. (Using the technique of “J” and “L” cut.)

 A montage of panoramic videos of beautiful locations across the world with sliders of
text popping out from the sides of the video about what Travographer is. Followed by
why we need it, what has been currently achieved. This will include shots of people
families, couples, friends or solo travellers getting clicked at beautiful locations with
various poses.

 Pictures  clicked  by  Travographer  in  polaroid  form  with  backgrounds  of  various
locations along with the location pin popping out of an animated globe to show the
countries they cover across the globe.

 We can incorporate  some of  the  above mentioned ideas  through a  camera's  POV
where  the  Travographer's  camera  can  be  shown on the  screen  capturing  different
locations and people along with a voice over and the video ending with the back of
the cameraman wearing a Travographer s t-shirt.‟

Taglines:

 Go, we'll meet you there.
 You know how to dream, we know how to capture them.
 Life. Memories. Capture.

 We capture it all.
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TRAVOGRAPHER STRATEGY 2

EVENT:

 Photography Contest
 Photography Workshop

 Photography Exhibition

The next strategy that we prepared for the client were 3 events collaborated into one with the
name, “Metanoia”. The event included a healthy travel photography competition followed 
by a guest lecture on the emerging trends in travel photography. The lecture was followed by
an exhibition which showcased best photos from the contest and a chance to win badges 
attracting traffic to the client s social media handle. All in all, the strategy aimed to raise ‟
awareness about Travographer and make people aware of it s services and also establish ‟
goodwill with different publics.
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PROPOSAL

OBJECTIVE:

● To spread awareness about Travographer
● To establish Travographer at top of people and especially photographer's recall.
● To increase curiosity about Travographer and make it a popular service
● To increase traffic on Travographer s‟ social handles

IDEATION:

Attending, speaking and hosting events helps to network and promote a business and can help
build credibility and a profile. Similarly, workshops and exhibitions provide many different
ways to build relationships and provide an opportunity to build expert  profile by sharing
one s area of knowledge.‟

The PR strategies for Travographer shall comprise of 3 main tools:

1. Photography Contest
2. Photography Exhibition
3. Photography Workshop

The idea behind organizing a photography workshop pertains to budding photographers or
freelancers  who can register  themselves  with Travographer  and provide their  services  by
capturing people and their splendid moments through their lens. Every photographer should
make their hobby a passion, and drive their passion to profession. With this, the workshop not
only helps in spreading awareness about Travographer but provides a platform to budding
photographers by engaging them into the world of travel photography and how they can
make a career out of it.

The educational  workshop will  be conducted by Chetan Bhatia,  Chief  Marketing Officer
Travographer  and Shubham Mathur,  Associate  Photographer  Alliances  Travographer.  The
workshop shall talk about travel photography, it's position in today's time, emerging trends
and how it  can be made into a  profession highlighting the relevance of Travographer  in
providing a huge platform to photographers not just in India but around the world.

In addition to the workshop, a pre-event pertaining to a travel photography contest would be
arranged amongst the students inviting travel photographers to submit their best works for an
exhibition to be put up on the same. Out of the submissions, top 5 will be selected for display
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at the Travographer exhibition along with pictures clicked by Travographer. The shortlisted
entries  to the contest  would go through a poll  at  Travographer s page on Instagram and‟
therefore, the winner shall be awarded at the workshop. The winner would receive vouchers
by travographer and an opportunity to accompany Travographer s photographer on a shoot in‟
Delhi. The competition is a healthy way of encouraging students to participate and display
their work. Following this, the exhibition shall include a activity wherein anyone who posts a
picture on Instagram tagging Travographer and using certain set hashtags, would receive a
small  gift.  Both  the  contest  and exhibition  would  help  attract  visitors  to  Travographer s‟
Instagram page.

The  audience  for  the  events  shall  comprise  of  students  from  Vivekananda  School  of
Journalism and Mass Communication.

The tentative number of students participating shall be 200

VENUE:

Auditorium, Vivekananda Institute of Professional Studies, AU Block, Pitampura

DATE, DAY, TIME:

8 April 2019, Monday, 12:00 pm-2:00 pm

EVALUATION:

A feedback form would be given at the end for evaluation of the workshop.
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VIDEO FOR THE PHOTGRAPHY COMPETITION

79



POSTER FOR THE EVENT
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INVITE FOR THE EVENT
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STANDEE FOR THE EVENT
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FLYER FOR THE EVENT
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BACK-DROP FOR THE EVENT

BADGES FOR THE EVENT
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INFORMATIVE POSTER DISPLAYED AT THE WORKSHOP DESK
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ENTRIES FOR CONTEST

CERTIFICATES FOR PARTICIPANTS AND WINNERS
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PHOTOGRAPHS OF THE EVENT
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PEOPLE TAGGING TRAVORAPHER IN THEIR INSTAGRAM
STORIES
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HINDI PRE-PRESS RELEASE

:
info@travographer.com

ई 8 2019:
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ई : aurumpubrel@gmail.com

: 8375953226
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ENGLISH PRESS RELEASE

FOR IMMEDIATE RELEASE
Contact Details
info@travographer.com

Travographer organizes a Guest Lecture at VIPS

New Delhi, 8 April 2019: Travographer organized a Guest Lecture on the 'Emerging Trends
in Travel Photography  from 12 pm to 2 pm on 8 April 2019 in Vivekananda Institute of‟
Professional Studies.

The main objective of the lecture was creating awareness amongst the students regarding the
deliberations on the aspects of Travel photography being an emerging global career and the
scope of it  in the near future.  Further the focus was on explaining the workings and the
importance of the brand.

Mr. Chetan Bhatia,a graduate from University of Cincinnati, USA with MS Marketing, who
has worked for Fortune 500 brands like P&G, Walgreens, Toyota, Boeing and many mid-
market companies as well as start-ups in US, UK and presently is a CMO at Travographer
was the eminent speaker who addressed college students on the above-mentioned theme.

Travographer  is  the world's  fastest  growing travel  photography provider  with a vision to
make a personal photo shoot accessible and affordable to every person in this world. With
over 25 million moments captured by 10,000+ photographers in 50+ countries, it's unique
mode will  allow the time between the shoot and getting edited pictures reduced from 24
hours to as little as 4 minutes.

###

For further details
Contact: Reva Rai Bhalla
Team Aurum
E-Mail: aurumpubrel@gmail.com
Phone: 8375953226
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REPORT

Metanoia: A tryst with Travel Photography

-By Mehak Sahni

New Delhi, 9 April 2019: Metanoia, a lecture on the emerging trends in travel photography
was held at Vivekananda Institute of Professional Studies on 8 April 2019. The lecture was
conducted  by  Mr.  Chetan  Bhatia,  CMO,  Travographer  and  Mr.  Satpreet  Singh,  Head
Photographer,  Travographer.  The  event  was  attended  by  the  students  interested  in
photography from all  the  semesters.  Mr.  Chetan  Bhatia  shed light  on various  aspects  of
Travel photography and it's relevance as an upcoming career. He extrapolated on the future of
photography  as  a  profession  and  sighted  Travographer  as  a  unique  place  for  budding
photographers to experiment and grow. His lecture was interactive and created awareness
amongst  the  audience regarding the  particular  field.  Mr.  Satpreet  deliberated  on tips  and
techniques  to  capture  photos  and  how  one  can  excel  in  it.  He  also  highlighted  how
photography is an expensive profession and one needs to learn to manage the expenses. The
session concluded with Mr. Chetan Bhatia who explained the working and importance of
Travographer. An on the spot lucky draw was conducted where the audience had to log into
Travographer's  website  from whom the  winner  won  a  free  photoshoot  by  Travographer.
Followed by this, Mr. Chetan Bhatia also announced the winners for a Photography contest
held prior to the seminar. The first position was received by Divij Arora followed by second
and third runners up position received by Aakash Malik and Sanchit Nagpal respectively. The
winners and the runner-ups also explained their photography style and techniques used for
clicking their winning photograph.

The lecture  was followed by an exhibition  at  the  lawn of  the  Institution.  The exhibition
showcased exquisite work from the Travographer Team alongside the top photographs of the
participants in the competition. The exhibition also showcased a wall of memories where
visitors wrote their favourite memories upon which they received a free batch and a flyer
with discount coupon. The visitors were also encouraged to post a story on Instagram tagging
Travographer.

The event concluded with Mr. Chetan Bhatia wishing the students a successful endeavour in
photography and encouraged everyone to hone their creativity and take this unique artistic
expression to new heights.

92



FEEDBACK FORM
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The session that was conducted by Travographers on the “Emerging Trends in Travel 
Photography” was a successful one; the audience took back a lot from the session.
Following is the analysis of the Feedback form filled by the audience after the session.

 Was the session helpful?

Was the session helpful?
1%

9%

 Yes

 No

 Not Much
90%

 Did you find the workshop interactive?

Did you find the session 
interactive?



7%

 Yes

 No

93%
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 Was the knowledge shared by our experts relevant and useful to you?

Was the knowledge shared by our experts
relevant and useful to you?

9%

 Yes

 No

91%

 Did you know about Travographer before this workshop?

Did you know about Travographer before this
workshop?

17%

 Yes

 No

83%

 Did you like the services that Travographer provide? What was the reason for your
preference?
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Yes

No
Yes

Absolutely Yes, I think it is something new and essential
Yes

Yes
Photography

Yes. The reason of providing coupons
Yes. No particular reason.

Haven t availed the services.‟
Yes

Travographer is an excellent platform for an individual s growth in the field of ‟
travel photography.

It is employee friendly and flexible.

Sure. For people who need a small and roulkey shoo, this is a great idea.
Yes

Yes
Yes, but it will be great if people are allowed for this profession

Yes

Helps young talent grow.

Yeah! It s good. Found it interesting.‟
I would not like to automate my Instagram stories.

Great services.

Yes

NA
Yes i like them simple and easy thought behind the company

Yes it is quick and economical

Yes

Yes
Yes

Its convenient and the services are unique
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Yes

Yes, sounds useful.
Yes

No.
No

I m interested‟
Express service

Job Opportunities
Yes, a lot.

I liked the session.
It was Budget friendly.

 Are you aware of any other brand providing similar services? If yes, please 
mention the name.

Are you aware of any other brand providing
similar services?

4% 1% 1%

No

Yes, TRAVEL XP

94%

Yes, EXPLORE 
INDIA
Yes, 
CANVERA.COM

 Do you consider taking up Photography as a profession?
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Do you consider taking up Photography as
a profession?

40% Ye
s

60% No

 If given an opportunity will you like to work with Travographer in the future?

If given an opportunity will you like to work with
Travographer in the future?

14%

 Yes

 No

86%

 Would you like to attend more workshops like this?
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Would you like to attend more workshops
like this?

10%

 Yes

 No

90%

 Any suggestion/comments to help us improve our future events?

Practical Workshop

Include more work samples

It was good.

Demonstrations with a camera.

More focus on features of photography.

They can be better planned and more informative.

More tips about the types of photography, your company engages in and deeper analysis of
services provided.

Try to make it more engaging.
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It is really very helpful, and there is a lot of entertainment while doing it.

Showcasing more work, rather than promotion through speech.

More chances should be provided, also provide internships in photography.

Do more such events and make it more interactive. Provide internships too.

It was overall very good.

Good intro video.

Yes, they can tell more about photography as a profession.

You can organise more workshop like this in future from time to time

It was nice

No

No, it was nice

Good Job

Overall good

A little more interaction.

 If you were to score the seminar on the scale of 1-10, how much it would be?
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Rating of the event out of 10
25

20

15

10

5

0
5 6 7 7.5 8 8.5 9 9.5 10

Marks out of 10
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TRAVOGRAPHER STRATEGY 3

INFLUENCER MEET UP

Inviting bloggers to talk about any brand is always the best practise when it comes to
Social Media marketing. Considering the ocean of opportunities we could fetch the
brand by the same, We planned an “Influencers meetup” for Travographers inviting
various bloggers in the travel niche. We chose this strategy because Influencers offer a
compelling combination of authenticity and a large untapped audience which would
benefit our client s sight to increase brand awareness and create an online presence.‟
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PROPOSAL

OBJECTIVE:
 To spread the name of Travographer to its direct potential customers.

 To tap into the already established audience and reach of a travel influencer to raise 
awareness about Travographer.

 To create high-quality, engaging content along with the influencers so as to increase 
traffic on the website.

IDEATION:
Consumers always look up to experts, peers, or friends for guidance and recommendations on
their purchases. Clearly, “influence” is something that has always been an integral part of
consumer buying decisions.

It has been an undeniable fact that influencer market has grown tremendously. Undoubtedly,
people's  trust  on social  influencers  is  ever  increasing which helps the brands to  increase
awareness about them and connect with a larger audience.

The concept  of  the meet  and greet  revolves around the idea of  influencers  inviting their
followers  for  a  meet-up  in  collaboration  with  Travographer  and  talk  to  them about  the
service, make the potential customer aware about their presence in the market.

The idea is to use the collaboration with the the travel influencers to spread the word about
Travographer amongst its influencer's audience. Since the influencers have the capability to
reach out to the masses and spread the name of the brand in the most efficient manner. The
meet will include various activities, promotion of a hashtag for future competition and talk
session.

VENUE:

List of tentative venues:

S.No. Venue About Address

1. Rustique They ve got a live wood-fired oven that does‟ Essex Farms, 4
light pizzas, a bakery with treats baked in-house Aurobindo Marg,

and the prettiest of outdoor seating areas. Adchini, New Delhi
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2. Foresta The cafe itself is super spacious with an indoor, 631, 2nd Floor, Lane
Bistro and air-conditioned area and an outdoor one with 3, Champa Gali,

Cafe swing chairs and giant couches. Considering that Westend Marg,
the space is big and open, it makes for a nice spot Saidulajab, Saket,

for private parties too. New Delhi

3. Café Di Pretty outdoors, good food and hospitable staff, 97A, Opposite
Milano affordable meals, this cafe has it all. Reliance Mall,

Sector 13, Dwarka,
New Delhi

4 The Circle The Circle in Greater Noida is our most recent Vibha Farm (Near
find and if you don t give up on finding it‟ RCI Vidya Vihar),

midway through the drive, you too will be treated Knowledge Park III,
to a lot of good vibes and budget-friendly food. Knowledge Park,

Noida

5. The Red This cafe in Saket, is a quiet place with mix and 2A, Westend Marg,
Kettle match furniture, colourful walls and good vibes. Butterfly Park,

It is a quiet working place with beautiful interiors Saiyad Ul Ajaib
and good food. Their menu is priced nominally. Extension, Saket,

New Delhi

6. Boa It s spread across three floors, all beautifully‟ 13, Alipur Road,
Village done up, but it is their rooftop which is really Civil Lines, New

stunning. They ve got different types of seating‟ Delhi
here too, including side booths for big groups,

individual tables for special date nights, and even
a stunning, glass-covered section perfect for

rainy days.

DATE:
June 2019 (Tentative)

SOUVENIR:
As a  good  gesture,  all  the  attendees  of  the  influencers  meet  could  be  given  a  token  of
gratitude.

BUDGET:
Depending on the venue and influencer selected.
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FEEDBACK FROM THE CLIENT
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