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SANJAY THAPAR

19850 1987: PGDM, IIM
Lucknow

198706 1994: Bata India
Ltd.

199406 1997: General Man-
ager, Ramms India Pvt.
Ltd.

19980 Present: President,
North & East, Oglivy and
Mather Advertising Pvt.
Ltd.

ACHIEVERS

IIM LUCKNOW ALUMNI ASSOCIATION
——

This newsletter features highlights of our interaction with alumni who are ¢
tinuously raising the bar in their chosen profession or doing something comp
out of the ordinary. This month, we spoke wiiéinjay Thapar, an alumnus from
the class of 1987. Sanjay is currently President, North and East India, at Ot
and Mather.

Alumni Committee : Sanjay, could you describe your career path since you
graduated from I[IM Lucknow?

Sanjay: At campus itself, | got placed with Bata India Ltd. Sure there were other
options, but I chose to sell f oot wear
know, but quite frankly as | look back | have no regrets today. | spent a little
over 7 years with Bata India Ltd. Selling shoes (and smelling feet) during my
training, running our wholesale operations in multiple locations, Brand man-
agement and finally looking after Merchandising and Distribution for our
North India Retail operations. In 1994, | crossed over to the communications
side, joining a small start up, Ramms India Pvt Ltd, a division of MAA Bozell.
During my little under 3 years there our operations grew threefold and from a
single city to a three city operation. A year in Mudra, followed by joining
Ogilvy & Mather Pvt Ltd in 1998 and since then | am still out here. | joined
Ogilvy in Kolkata and was responsible for turning around a loss making opera-
tion. | then moved to Delhi as Head of Advertising in 2002 and presently am
responsible for our North and East operations as well as helping set up the Re-
tail Practice for Ogilvy.

Alumni Committee: Could you elaborate on your current job profile:

Sanjay: Simply put, | currently oversee our entire communications business (all
disciplines, such as Advertising, Direct Marketing, Public Relations etc) for the
Delhi and Kolkata offices. In addition | mentor our Ogilvy Action business at a
National level. It is here that we are looking at re -defining our business to focus
on Brand Sales conversion at the Last Mile, with particular emphasis on Mod-
ern Trade. | am also a member of the India Board and in that capacity play a
role in contributing to the future strategic directions that we should take.
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Alumni Committee : What according to you are the skills required for a career
in advertising?

Sanjay: | personally feel there are some skills that are needed in any field/
profession. However some things that | look for when recruiting 9 and maybe
those are a bit more specific to Advertising, or dare | say Ogilvy 0 are Passion,
Curiosity, Ability to fire up teams (people handling), Bravery and Agility.

Alumni Committee: Do you think the advertising landscape in India has
changed over the years? Has the Indian consumer matured with regard to ad-
vertising?

Sanjay: This is most definitely true. Like any business, Advertising has changed
too. India has come of age from a pure creative point of view and this is at the
Heart of Advertising. Even companies have moved from providing purely Ad-
vertising solutions to total communications solutions which we at Ogilvy call
360 degree communication solutions. Of late, one is seeing a growth in digital
influence and this will yet again define a new phase. Not to say that traditional
media will not exist or have its place, but increasingly digital will be an area
that one cannot ignore.

Alumni Committee: Nowadays we get to hear a lot about Social Media. How
do you feel this will impact the way branders reach out to their consumers?

Like any media, social media too has its place. When | referred to digital influ-
ence in the previous question, social media is a part of that fabric in any case.
One thing social media is surely doing is that it is helping to narrow the dis-
tance in this world and creating groups and communities of like -minded peo-
ple. This will surely help in more focused and targeted communication.

Also, one sees blogs becoming increasingly relevant. Consumers can make or
break Brands by communicating freely their thought and points of views.
Brands that can live in this fabric and gain from it will ultimately be champion
brands.
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