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The Knowledge Exchange Forum by TASMAC was a very enlightening and thought provoking experience for the 
individuals present for the discussion.  The panel of speakers comprised industry leaders - 

Mr. Andrian Mendonza, National Creative Director, Dentsu Marcom
Mr. Tushar Mehendale, MD, ElectroMech
Mr. Rajeev Sen, Head HR, HSBC GLT
Mr. Sailesh Niyogi, Director, Corporate Affairs, TASMAC

The subject  for  the  evening was “Choosing strategies for  change”;  Mr.  Niyogi  moderated the  programme and 
started the panel discussion. He remarked that important principle is – ‘you should be the change you wish to see’ 
and  then  asked  about  the  opinion  of  speakers  on  change  in  strategies  in  these  times  of  recession  and  global 
slowdown.

To this Andrian Mendonza said that being Ad professional he constantly asks people for change. He informed that 
he realized the certain ads, which he has completed, are close to his heart. Those commercials inspire people to go 
ahead, link oneself to higher order and upgrade, those ads are for Honda City car, Servo engine oil. He continued 
that if you manage to make people feel that product will make them better person. This hits emotional chord. The 
biggest  challenge  is  to  change,  to  go  ahead  in  whatever  you  do,  whether  you  are  in  marketing,  finance  or 
advertising. Human side is very important along with the commercial aspects, and there is certain balance. One 
should be oriented towards goodness, as the innate strength and goodness are important. 

Mr. Niyogi said that important point is one should be good, believe in basic goodness, and touch the emotional 
chord. He then asked Mr. Mehendale to opine. 

Mr. Mehendale said that he comes from manufacturing sector, and his company Electromech has grown 50 times in 
9 years.  In such a scenario, you have to change constantly and take people along with you. People are very crucial 
source and they need change in positive way for themselves. To bring about consensus and to move ahead, to be 
part of change, and be part of all the processes, the employer should take the employees into confidence; employees 
ultimately feel that they own the change. At the end of the day, change happens for better. He said his experience is 
that one has to brutally honest with people, and one needs to be careful, one should not show false imaginings about 
growth. It is vital that employers stick to practical points and goals that can be deliverable. Initially we had the 
benefit of small team size and everybody felt nice in a family like environment, challenge is to maintain that feeling 
as we grow. Candid, upfront communication helps the employer much more than a vague promise; confidence of 
employees is very important. It is noteworthy that everybody makes mistakes; important part is to move on.

Mr. Niyogi asked views of Rajeev Sen, to which Mr. Sen said there is nothing unique about what he was saying. 
However there is no first  and last or the only model  for change. If we would break the task of change in two 
portions, it would be strategic part and execution part. Strategy should be driven from top; there should be clear 
priorities  –  where  are  we  today,  what  is  the  aim ahead,  what  are  the  plan  and  the  time  required.  Complete 
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commitment  and  competence  has  to  be  there,  especially  from  top  management.  Execution  involves  all  the 
stakeholders, employee and all the people concerned. Clear communication plan is very significant. However, there 
should not be radical changes it is not advisable.    

Mr. Niyogi then asked the panelists about the important aspects for change.

Mr. Mehendale said that there are three levels – Top management, Middle management and junior management. 
There are defined sets of thinking for all the three; not all the people can work on all three. Leadership is different 
and  junior  management  is  different.  The  top-level  management  sets  the  agenda  with  vision,  middle  level 
management needs parameters to judge and assess the overall performance. Communication is very important to 
break the task down to every level and then it needs to be delegated effectively. General information flow and the 
environment are very, very important. 

Mr. Niyogi remarked that there was a survey on management issues for last 20 years, 13 persons considered as 
authorities came up with fact that environmental change in organizations is critical.

To this Mr. Mendonza stated, there is no magic formula to initiate change. Moreover, in case of ad-world no two 
brands are same. Taking team along with you is important. The kind of communication from ad agency and what 
client wants has to match. Creative filed is very subjective, it is never definite, and you have to be ready to listen to 
everyone concerned. 

Mr. Niyogi then asked Mr. Mendonza to throw light on brand – Raymond - Park Avenue.
Mr. Mendonza said that we wanted to promote Park Avenue, as brand for corporates, there is tough competition it is 
facing. Nevertheless, it is around for more than 30 years. Challenge was to maintain the freshness. Therefore, we 
concentrated on innovations in the product and linking the practical aspects with people and bring about the softer 
side of brand.

Mr. Sen opined that he was working as head of HR for a company with 6500 employees. Task was to handle such a 
vast force in changing times. Again, ‘it is all about the people’. He said his experience is there are some people, 
resistant to change. There are two reasons – what is the risk involved? Moreover, what is in it for individual? 
Therefore, management has to communicate that what is not changing. Communication plays vital role. There are 
three types of people – 
1. Change agents – these are for change and the have certain influence.
2. Second – people resisting the change
3.  People  who  are  fence  sitters  with  wait  and  watch  policy  and  top  management  should  try  to  bring  more 
acceptances,  base  lining  is  very  important.  Moreover,  Top-level  management  should  be  able  to  show people 
implemental value of the plan and there would be more reception.

Mr. Niyogi added that there are four reasons for resistance to change – 
1. Fear of loosing something of value
2. Misunderstanding of change
3. Change is not in interest of company – feeling amongst the employees
4. Low tolerance for change 

Mr. Mendonza commented that one should be able to disarm the people. People are to be touched not in mind but to 
heart. When you challenge the beliefs there are many questions. However, when there is emotional connection there 
are results.

Mr. Mehendale added that Mr. Mendonza rightly pointed out that take people along with you – touching heart is 
important  than mind.  At one point  of time Made in India brand was not that strong,  now slowly and steadily 

© TASMAC January 2009



perception is changing. Successful people manage to convince all people and employees feel proud that they are 
working with strong company. Machines are important but people are more important nonetheless. Benchmarking 
against the world class players is very fruitful; employees should have exposure to world-class processes.

Mr. Sen commented that every individual has role to play. Support systems, sources and infrastructure should be 
there for any change. In term of IT, value proposition India has created is huge, we have mapped China vis-à-vis 
India for competition in IT field. There is chain contributor – consultant – collaborative. We have started to move 
up  the  value  chain  from consultant  to  collaborator.  Value-add are  very important.  At  HSBC,  they have  been 
adapting to change. We have 53 IT systems all over world. 17 for credit cards; they want to change it in to one. 
Therefore, the individual contribution is significant.

Mr. Mendonza added that in ad-world change in deliverables is inevitable. The key is to link client to customer, 
accept what client has to say and listen to his requirements and try to match the outcome – the Advertorial -with 
being meaningful to customer, and for that passion is the key. You have to be sincere and humble.
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