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Andrew Heyward: Good morning, and
on behalf of the Confederation of Indian
Industry and its partners in this event,
The NewsMarket and Mirabilis Advi-
sory, | want to welcome you all to this
discussion. Our subject is the economic
transformation and future of India, and
the building of what we are calling “Brand
India.” It’s a great pleasure to be here in
this beautiful room at the Harvard Club
on this wonderful occasion celebrating
India’s 60th year of independence.

I'm Andrew Heyward, a board member
of The NewsMarket as well as a former
President of CBS News, and I'm going to
serve as moderator. We have a terrific panel
of speakers. And after I introduce each of
them, we will talk about the ground rules
and get the discussion going,

At the far left end of the table from
me is Vir Sanghvi, who is one of India’s
most prominent journalists. Mr. Sanghvi
is the Advisory Editorial Director of HT
Media Ltd, a company he joined as an edi-
tor of the Hindustan Times in 1999. He
is also a well-known and award-winning
television anchor—and, having run CBS
News for ten years, ['ve seen a few of those
in my day.

Next to Vir is Arun Sarin, who is the
Chief Executive Officer of Vodafone, which
calls itself “the world’s leading mobile tele-
communications company —and which,
at least as measured by sales, is the world’s
largest. With 250 million customers, total
revenues of over $60 billion, and a marker
cap of some $173 billion, the company
is a major presence in Europe, the U.S.,
the Middle East, Africa, and Asia Pacific.
In recent years, Vodafone has made big
investments in China and India, the larg-
est and latest of which is its $11 billion
acquisition of the Indian mobile operator
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Hutch Essar in May 2007. Thar is far and
away the largest direct foreign investment

in India to date—and [ imagine Arun will
be telling us a bit about this. He has served
on the boards of such companies as The
Gap, Charles Schwab, and Cisco.

Next to Arun is Amitabh Kant, who
is Joint Secretary of the Indian Minis-
try of Tourism, where he oversees policy
planning and international marketing
and proemotion. In this role, Amitabh is
responsible for marketing India to people
his promotional literature refers to as “dis-
cerning” travelers. Amitabh is the main
architect of the campaign called “Incred-
ible India@60,” which is why we're all
here today. And he’s also the creator of
the modestly titled “God’s Own Coun-
try” campaign for his home state of Kerala
in southern India—a campaign that has
helped turn Kerala into the fastest-grow-
ing tourist destination in the country.

Next to Amitabh is Nandan Nilekani,
who is the Co-chairman of Infosys Tech-
nologies, one of the grear success stories of
[ndian business. One of the co-founders of
Infosys in 1981, Nandan has since served
as its President and Chief Operating Offi-
cer and, from 2002 until this past June,
as its CEO. He has also played important
roles in several government initiatives,
having served as Chairman of Indias IT
Task Force for power and as a member
of the Reserve Bank of India’s Advisory
Group on corporate governance. Nandan
has received many awards from civic and
corporate organizations, including recog-
nition this past year by Forbes magazine
as its “Businessman of the Year.”

Last, and seated next to me, is Sir
Martin Sorrell, who is CEO of the WPP
Group, one of the world’s leading com-
munications services and advertising

companies. Producing annual revenues of
$12 billion, WPP" has over 100 operating
companies that employ 102,000 people
in 106 countries, After joining WPP in
1985 as a director and becoming the chief
executive in 1986, Sir Martin spent the
next three years acquiring 18 advertising-
related companies, including J. Walter
Thompson in 1987 and Ogilvy & Mather
in 1989. He may well be the best-known
advertising executive in the world—at
least, that's whart he has instructed me to
tell you.

Now that you have our cast of char-
acters, a word on the ground rules. We're
going to model this discussion on the new
faster form of cricket that India’s recently
had some success with—and my congrat-
ulations, hy the way, on India’s victory
in the Twenty20. I'm going to ask each
of the panelists to start with just three
minutes of opening remarks. And after
we've made the rounds, I'm hoping that a
spontancous discussion of the opportuni-
ties and challenges facing India after 60
years of independence will emerge from
the observations of these five really inter-
esting people.

And I thought we would start with
Mr. Kant in his role as creator of the
“Incredible India@60” campaign. What
does Brand India mean to you?

The Challenge of Branding India

Amitabh Kant: Thanks Andrew. Well,
let me start off by saying that this thing
that we are calling “Brand India"—the
global set of perceptions and associa-
tions that now surround the country—is
multi-layered in many ways. It’s very dif-
ficult to make generalizations about India

because it’s such a vast and diverse coun-
try. There are 27 states where the people
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look different, the religions are different,
and the languages are different. It’s also
a constantly evolving brand. Many years
ago when I was in school, our brand had
to do primarily with food imports. Then
it became software, And now we have a
growing reputation in mobile telecom.

So I think it's misleading to say there’s
a single Brand India. It's in many ways an
aggregate, a composite, of several brands.
There's Brand Bangalore, there’s Brand
Chennai, there’s God’s Own Country of
Kerala, and so on. And | think the first
glimpse of India should be one that gives
you a sense of its diversity and, above all,
its vibrancy.

The process of branding is essentially
one of differentiation, of distinguishing
your products or services from those of

- the rest of the world. Many years back,
when I was working in Kerala, our only
artraction for tourists was our beaches.
And we used to get charter flights from
London bringing mainly people who were
paying about £15 a night for a room. But
we stopped marketing just our beaches
and concentrated on other features that
really set Kerala apart—and that was back-
waters and hillside plantations as well as
our forts and temples and wildlife. It was
these other attractions, all located within a
few hours of our beaches, that really took
Kerala forward.

Our branding strategy came out of the
realization that it was not mass tourism
that was going to drive Kerala’s economy,
but rather the search for more discrimi-
nating tourists willing to pay more for a
different kind of experience. We decided
to move up the value chain. And as
Andrew was kind enough to tell you, that
campaign has been a great success.

But now I'm at the Indian Ministry of

Tourism. And India, as suggested, is a far
more complex game. It’s a muld-product
destination, if you will. It's much easier to
brand a single product destination like Mal-
dives, or a wildlife destination like South
Africa. But how do you brand a country
like India, with its 27 different states, and
its amazing variety of people and languages
and customs and architecture?

To come up with a plan, you have to
start by doing research on market segmen-
ration and positioning to answer questions
like: Which markets do you want to
defend? Which markets do you want to
invest in? Which media should you use to
accomplish these goals? Research designed
to answer these questions is critical to
developing a strategy of differentiation.

It’s also important to realize that any
branding with reference to India as an
entire country can serve only as a kind
of model branding campaign. It’s a broad
template, if you will. And each of our 27
states can then use this template when
designing their own “sub-brand” cam-
paigns. The potential for such campaigns
was first realized with Kerala many years
ago. But much the same has been done
in states such as Rajasthan. Each of these
cases has shown the benefits of aggressive
international marketing and establishing
a distinctive brand.

Now, on the subject of our country-
wide campaign called “Incredible India,”
I think there are a few important lessons.
One is the importance of working with
the brightest people in the creative field,
which we think we are doing. A second
lesson is the need for continuous innova-
tion. Keep the brand campaign alive; keep
it fresh all the time. We've spun out a new
campaign every year. Perhaps even more
important, we've tried to do a so-called
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“360 degree” campaign that has elements
of both print and the Internet. In the
future, the Internet is going to be driving
the brand campaigns in many ways.

But when we're talking about the
global branding of India, it’s very impor-
tant to keep looking back to see that the
brand that we're building matches the
reality back home. And that’s why we
have launched a complementary brand-
ing campaign in our domestic market.
The purpose of this campaign is to ensure
that all the stakeholders in the Indian
economy—the taxi drivers, for exam-
ple, and the customs and immigration
officers—share our vision of a thriving
tourist industry. They all must recognize
that tourism is going to be a key driver
of India’s economic growth, and a major
source of new jobs. So we're talking here
about equitable, or inclusive, growth—
abour the importance of getting all the
stakeholders to understand the role they
can play and the benefits to them from so
doing. We're making an effort to bring
people on board and include everyone.

But, as we move forward with our
branding campaign, I think there are four
challenges that will be critical to realizing
this vision.

The first is the need to upgrade our
infrastructure—for example, by continu-
ing to invest in roads, highways, and
airports. If we keep expanding travelers’
access to new locations and markets, we
will get continued growth in tourism and
in our general economy.

Second is greater attention to civic
governance, finding ways to encourage
the growth and capacity of all kinds of
service providers.

Third is constant communication,
along with continuous evolution of the
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communication strategy. For example,
until we began using the Internet, we did
not fully grasp the huge overseas interest
in yoga—40,000 hits a week! Since that
discovery, our communications never miss
an opportunity to mention yoga programs
and facilities. The Internet really shows us
what people are looking for—and it has
reinforced our conviction that the experi-
ence they want is different from what they
find in America, and different from what
they get in Europe.

Fourth and finally, our branding cam-
paign needs to be coordinated with the
promotional efforts of other sectors of the
Indian economy, as we've tried to do in
New York with this event. We need to link
tourism with business. If that happens,
Brand India will keep moving forward.

Thank you.
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The message of Brand India is a straightfor-
ward one: if we want to continue our recent
policy of higher government outlays on
education and health care, we will need
strong economic growth to provide the tax
revenue needed to fund them. My vision—
and my goal—is to engage not just the Indian
middle class but our other 800 million
people in this process of brand-building.

To the extent we succeed, our private sector
will prosper, and its success will mean higher
government spending and better lives for all.

Amitabh Kant

A Westerner's Thoughts on
India—and China

Heyward: Thanks, Amitabh. Now, let’s
hear from Sir Martin Sorrell, the CEO
of WPP, which has long been the largest
marketing communications company in
India. Sir Martin has also been a leader in
thinking about China and its role in the
future. What you think when you hear the
words “Brand India”?

Martin Sorrell: Thanks for the kind words,
Andrew.

What does India mean to me? Well,
the first thing that comes to mind—at
this very moment—is a fantastically out-
standing performance on the cricket field.
It was in a somewhat strange part of the
game. But it’s a part of the game that will
now, thanks to that performance, live in

the memory of all fans of the sport.

Interestingly, that particular game was
won by a young team, a team without any
of the old stars. And, in that sense, it’s
emblematic of the opportunities in India
today. Because my second thought about
India is the size—1.1 billion people—and,
even more important, the youthfulness
of its population. Although China now
has more people—probably closer to 1.5
billion than the 1.3 billion commonly
reported—in the next 50 years India is
likely to overtake China as the world’s
most populous country because of its
much higher growth rate.

[ndia also, at least for now, means
service companies, But our own view is
that India will increasingly become more
of a manufacturing-based economy. And
where people think of China as mainly a
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manufacturing economy, we think China
is about to make a major shift roward ser-
vices. So, at the same time the Mayor of

Shanghai is saying that he expects Shang-
hai to become the services center of the
world, we expect to see India becoming
more of a manufacturing heartland. Given
what some of India’s major entrepreneurs
and industrialists are now doing in sec-
tors like retailing or auto manufacturing
or technology, I think we can expect 1o see
an economy that will become known not
just for services but manufacturing as well.
And, as a result of these shifts, both China
and India will end up with economies that
are much more balanced between manu-
facturing and services.

Perhaps most important, what India
and China both say to me is captured by
the old movie ritle, “Back to the Future.”
‘Both'India and China have been on the
wrong side of history for the last 200
years—and our prediction is that they will
be on the right side for the next 200 years.
To put things in perspective, it’s helpful to
recall that, in the early 19th century, India
and China accounted for some 40% of
worldwide GNP—and we could see num-
bers like that again.

On the negative side, India means
to me lack of infrastructure, particu-
larly in comparison to China as it gets
ready for Beijing 2008. [ wonder about
the eventual consequences of that lack of
infrastructure in India. Obviously, there’s
an element of chaos that comes with that.
“Chaos” may be a harsh word to use, but
since it’s part of what makes some people
nervous about doing business in India,
it’s something we should be aware of and
address. This is an area where perceptions
are likely to fail to keep up with reality.
But that’s, of course, where brand cam-

paigns like this one can help.

Historically, India has meant slow
growth to me. But perhaps because of
neighborhood envy and the growth of
China, India has now fully awakened; it
is clearly on a path of much more rapid
growth. India also has meanr a bit of
bureaucracy. But I have to say that WPP
has never encountered any significant
problems in that area.

India stands for the potential of educa-
tion. In fact, education is revered in India.
There are some very high-quality schools.
But, obviously, there’s an awful lot more
to be done in this area.

India also means, as we've already
heard, 27 different states. It doesn't mean
one country. And it means, from WPP’s
point of view, not just being in New Delhi
or Mumbai, but penetrating as we have
done with companies such as Pramers or
Genesis the whole of the Indian oppor-
tunity. And the same is true in China,
with its 32 provinces. In India and China
alike, seizing the entire opportunity means
thinking about it not as a single country,
but as lots of different opportunities with
different requirements.

Finally, on a negative note, India also
means to me the possibility of protectionism
by Western governments. India’s com peti-
tive advantage, particularly in services, has
been so powerful that it has started to trou-
ble the developed economies. Both India
and China represent newer forces that
threaten the operations of developed econ-
omies, at least in certain sectors. One of
the toughest things for Westerners—for the
British and the Americans and the French
and the Germans and the Italians—to get
their minds around is the possibility that
they will no longer be the dominant forces
in the world economy. And that’s why the
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biggest risk to me is that the politicians in
these developed nations will win votes by
taking populist, protectionist stances. If
these politicians get elected, they may well
succeed in passing measures that reduce not
just Indian growth, but world growth as
well. And we will all be the worse for that.
Thank you.

Brand India as a Public-Private
Partnership

Heyward: Terrific, Martin. Now, let’s hear
from Nandan Nilekani, a co-founder, and
now the Co-chairman, of Infosys, which
as | said before is one of India’s great suc-
cess stories.

Nandan Nilekani: Thank you, Andrew. I
thought I'd start by talking about business
involvement in Brand India and how it’s
converging with some government initia-
tives toward one goal.

Abour three years ago, business leaders
in the Confederation of Indian Industry
felt there was a need for a much more stra-
tegic projection of India’s brand. We chose
Davos 2006 as the occasion to launch the
campaign. And we came up with a com-
prehensive, high-impact campaign that we
called “India Everywhere At Davos.” The
basic idea was that, for anybody who came
to Davos for that one week, whatever they
ate, whatever they drank, whatever confer-
ence they went to, and whatever they saw
on the buses would reflect some aspect of
Indian commerce or culture.

What was unusual, if not unique,
about this effort was that it was initially
financed by the private sector. The CII
was able to convince many of its members
to give money and make a contribution
to making this event happen. And when
people from our public sector saw private
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companies contributing to this effort, the
Ministry of Commerce and Industry then
provided leadership and support through
its India Brand Equity funds. So it became
a public-private partnership, and a very
Successﬁll one.

When planning our campaign, we
started by asking ourselves the same ques-
tion Amitabh posed earlier: How do we
differentiate the brand? The first thing
we thought of was economic growth; at
that time, India was growing art a rate of
7% or 8% a year. We also felt that, given
the major push by Indian policy makers
toward a free-market environment that
started in 1991, economic liberalization
and free markets should be an impor-
tant part of our message. Finally, it also
became very clear to us that if we wanted
to create a clearly differentiated brand that
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India’s media successes are providing

us with just a glimpse of the creative
capabilities of the country’s 1.1 billion
people. What we're seeing in India today

s just the beginning, and the continued
development of these capabilities will end up
permeating everything. It will affect not just
our creative services industry, but lead

to Innovations in marketing and design—
and to improvements in business processes
generally—in all kinds of organizations,
public as well as private.

Martin Sorrell

could not be easily appropriated by other
nations, we would have to emphasize the
democratic nature of India’s values.

So that’s how we came up with the
slogan for our campaign in which India
was identified as “the world’s fastest-
growing, free-market democracy.” We
concluded that each of these three arttri-
butes—fast-growing, free marker, and
democratic—had an important role to
play, and that the combination of the three
was a unique selling proposition. The great
appeal of the slogan in this situation was
that it was not only a plausible description
of our country, bur it was a claim that no
other economy, developing or otherwise,
could comfortably make.

And I think this campaign has been
very successful. For the last three years, we
have been taking it around the world. We

have done it in Japan, and in China—and
we took it to the Cannes Film Festival this
year, It has had a considerable impact,
especially given our relatively modest
investment of resources. And so we've had
a wonderful experiment in cost-effective
marketing, in learning how to create high
impact with limited resources, to get the
biggest bang for our buck.

We have also concluded that creat-
ing these high-impact events is really
quite effective in extending what might
be called the “face” of the brand. What is
unusual about what we're doing in New
York with our Brand India celebrations is
that they effectively unite and combine
the strengths of two different but paral-
lel brand campaigns. While Amitabh and
his colleagues at the Ministry of Tourism
have been doing these extraordinarily suc-
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cessful Incredible India brand promotions,

with the main aim of driving tourism, we
at the CII have been promoting India’s
free markets and big consumer as great
investments. And what has really provided
momentum for our current branding
program is the decision of these two
groups to join forces and work together.
For example, today’s Brand India cam-
paign—with events going on all aver the
city, at the Asia Society, and at Columbia
and Yale—is a truly joint undertaking
berween the Ministry of Tourism, which
is promoting Indian culture and diversity,
and our Cll-led activity, which is really
about business,

So bringing these two campaigns
together has been a major key to our
success. It has also reinforced our under-
standing that, to be successful, we must
continue to focus on our strengths, on
the benefits that come frem being the
world’s fastest-growing, free market
democracy. A big part of our strength
is our demographics. It's about young
people, about the future generations that
are going to support the world. And our
strength also comes from our diversity,
and from the development of our people
and resources and commerce that is hap-
pening all over India.

Finally, our strength lies in the breadth
and depth of our entrepreneurial talent.
We recognize that one of the best ways
to showcase India globally is to take a
number of its top business leaders and
showcase them. Which is why there were
lots of prominent Indian executives at
Davos in 2006. Our idea is that if all our
top business leaders become part of India’s
brand projection, we will have something
that is very distinctive, something no other
developing economy can match.

Let me also point out that this pro-
cess of global branding can have internal
as well as external benefits. That is, at the
same time we are using branding to per-
suade outsiders that India has become a
better place to travel and do business, we
are using the same story to put pressure on
our own system to bring about change.
Although Brand India may be somewhat
of an exaggeration, it’s not much of an
exaggeration—and it's becoming more of
a reality with each passing year. And my
point here is that branding helps change
the reality: Once you position India as a
great consumer brand, or as a great investor
brand, that automatically forces the system
to respond, whether by building out the
infrastructure or improving investor pro-
tection and corporate governance rules.

So I think there’s been a lot of prog-
ress. And much of this progress can be
attributed to a unique kind of public-
private partnership. Along with some
support from the Indian government, 33
Indian companies have contributed to
making this event happen. This model
of public-private partnership—one that
is promoting both the cultural, or “soft,”
side of India as well as its business side—
may well be the only one of its kind. |
don’t know of any country that has taken
this approach.

And let me close by making one last
point about Brand India. We have been
very conscious and deliberate in present-
ing it as a softer brand. It’s really not a
hard or a dominant brand to begin
with. The quest for efficiency through
knowledge and knowledge-sharing is an
important part of Brand India. But it is
not only about efficiency. It is also about
democracy and reverence for learning and
the past, abourt art and architecture, and
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Bollywood and yoga, all of which have a
cultural and even a spiritual dimension.

With this in mind, we have been posi-
tioning our engagement with the world
not so much as a competition for scarce
goods, but as a win-win proposition. |
believe it was Adam Smith who said that
economic success is not about creating a
mercantilist economy; it’s not just about
exporting goods and building up a nation’s
reserves of gold or, in these days, hard
currencies. Success is better measured in
terms of the gains from trade by all par-
ties, by the consumers and companies of
importing as well as exporting nations.
And so one of the basic messages of Brand
India is that, to the extent that India suc-
ceeds, the world is going to be richer for
it. Thank you,

Vodafone and the Case for
Investing in India

Heyward: That was great, Nandan, thanks.
Let’s now turn to Arun Sarin, CEO of
Vodafone, a U.K. company that has
come storming into India, invested $11
billion in Hutch Essar, and rebranded the
company as a Vodafone subsidiary. Arun,
would you start by giving us your thoughts
about Brand India?

Sarin: Thank you, and good morning to
everybody. First of all, let me thank the
arrangers of this conference for allowing
me to meet with Martin Sorrell in person.
Although my company is one of his larger
clients, it’s actually very hard to schedule a
meeting with Martin in London, and so |
feel somewhar privileged to see him here
in New York.

Let me also say at the outset that I
think my fellow panelists have done a
great job of talking about the marketing
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even a spiritual dimension.

Nandan Nilekani
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Efficiency through knowledge-sharing is an
important part of Brand India. But it is not
only about efficiency. It is also about democ-
racy and reverence for learning and the past,
about art and architecture, and Bollywood
and yoga, all of which have a cultural and

With this in mind, we have been position-
ing our engagement with the world not so
much as a competition for scarce goods, but
as a win-win proposition. | believe it was
Adam Smith who said that economic success
IS not about creating a mercantilist economy;
it's not just about exporting goods and build-
ing up a nation’s reserves of gold or, in these
days, hard currencies. Success is better
measured in terms of the gains from trade by
all parties, by the consumers and companies
of importing as well as exporting nations.
And so one of the basic messages of Brand
India is that, to the extent that India suc-
ceeds, the world is going to be richer for it.
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or branding of India. Brand India, in my

mind, is abour raising the awareness of
where India is today as a nation and as
a place to do business. In my view, the
emergence of India is a phenomenon that
has really taken off in the last three to five
years. The kind of confidence and self-
assurance that you now find amongst
young people when you go to India is
very recent. And | think what we're talk-
ing about is that awakening. There are
now a number of Indian companies that
either have become, or are on the verge
of becoming, truly world-class multi-
national corporations—companies like
Infosys, and like Tata and the two Reli-
ances. [t is important for the world, and
for Indians as well, to understand that
India now occupies a certain place in the
geo-political world that it did not occupy
five years or ten years ago—and definitely
not 20 years ago.

But hrwing said that, I am going to
make most of my comments from the
standpoint of my company and global
investors. As Andrew told you, we've
recently spent $11 billion huying a con-
trolling ownership position in a company
in India. Our primary motive for spending
this money has been to produce profit-
able growth and terrific returns for our
shareholders. But | wanr to say a couple
of things about brands and their impor-
tance in business.

Vodafone is one of the biggest brands
in the world. As Andrew also mentioned
earlier, we have 250 million customers
around the world and our markert cap is
about $173 billion. And the one thing
about brands that I never get tired of tell-
ing my people is thar “a brand is whar a
brand does.” Building a brand is not just
abour advertising, or saying how great

things are. Brand-building is about deliv-
ering what you're telling people you can
and will deliver. And in that sense, our
decision to make a major investment in
India says a lot abour the success of the
Brand India campaign. If we didn’t think
India was a terrific place to invest, we
would not have put down our $11 billion.
Burt we have

and, as a result, we are now
the largest single foreign investor in India
b)’ 4 ﬁlct[)r (8] I— FULII'.

Vodafone is a relative newcomer to
India. We started with a very small invest-
ment back in 1995, when India’s telecom
industry was just opening up. Then three
or FOU.I— yﬁﬂrs ﬂg[). we g()t h()]dt‘r Hﬂd
made a $1.5 billion investment in a com-
pany called Bharti Airtel. And then we
got belder yet, buying majority control
in Hutch. It’s taken us only abour four
|’n(‘]nl’h3 o ]'L‘—brilﬂd the C()mpany. El'ld
it's been a fantastic experience for us. For
those of you who haven't seen our new
advertising, | urge you to do so, | think
you will get a chuckle out of it, while also
seeing a nice example of taking something
old and established and turning it into
something new.

But now let me talk a bit abour the
[ndian consumer. Indian consumers are
very discerning, and very demanding,
customers. For that reason, simply export-
ing ideas from America or from Europe
to India will often nor work. Because
India’s a very competitive market place,
you need to find some way to combine
the low-cost aspects of [ndian distribu-
tion and low-cost Indian handsets with
differentiation and customer service. It's
not an easy thing to do.

But one thing I have learned dur-
ing the past four or five months is not
to underestimate the quality of people in
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these companies. I was visiting our new
company in India this past weekend, and
we spent a lot of time talking with our
Delhi and Northern Indian management
team. And | continue to be amazed by the
quality of people in India. [f you're getting
a marketing person there, that market-
ing person is as good as anybody on the
planet. [f you're getring a rechnical person,
the technical people are simply outstand-
ing. If you're getting a general manager,
the manager understands management.
All of these folks have been well educated
and well trained.

What's also surprising to me is how
deep the Indian labor market really is.
For those of you who are thinking about
investing in India or having operations
in India, I think you're going to be very
pleasantly surprised. And the farther away
from India you are, the less you're likely
to know about ir. I find it interesting that
Europeans—DBrits in particular—know a
lot more about India than, for example,
Americans. That has a lot to do with his-
tory, of course, and also with the fact that
India is literally the other side of the world
from America.

The second thing I would highlight,
which has also been a real positive surprise
for us, is what I like to call “reverse syner-
gies.” When we were buying this company
in India, we said to ourselves, “Okay, we
will bring low-cost handsets and we'll
bring our brand. And we'll bring this and
that.” And most of those synergies have
been realized, they are happening. But
in just four short months, we have now
begun exporting great ideas from India.
This is what I mean by “reverse synergies.”
There is so much we are learning about
how to build out new operations, to create
a global company. Whether it's in the area
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Our investments in India and China have been very
much two-way, mutually beneficial relationships,
praducing what | like to call “reverse synergies.”

We think we have brought a lot of valuable expertise
and insight to our overseas partners. At the same
time, we have learned quite a bit from all of them.

In fact, we are continuously learning from our opera-
tions all over the world, in countries like South Africa
and Egypt, and Romania and Turkey.

And having acquired all this learning and experi-
ence, we then apply it when we come to a new coun-
try like India. Because only about 40% of India’s pop-
ulation is covered by telecom networks—as compared
to nearly 100% in places like the U.S. and Europe—
we are now building networks where there were none
before. As a result, | would describe our operation
in India today as a pioneering venture. In a sense,
we are leading the world in how to build effectively.
As we build out these networks over the next few
years, we expect to learn more about how to make
things even more green and conserve more energy.
And when that happens, we will take those ideas out
of India and bring them to the rest of the world.

Arun Sarin
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of mobile payments, or in the area of dis-

tribution or cost management, there have
been many great ideas that we've brought
out of India and back to Europe.

So, again, as you think about invest-
ing in India, think about what you might
be able to bring. But also be prepared to
have your company changed by operating
in India.

The final point I'd make is that if

you're not in India rtoday—and by the way,
when I travel around and meet Fortune
500 chief executives, | haven't come across
a single CEO who doesn't have an opera-
tion in India

you might want to revisit
that possibility. Because if you're staying
away, you could be missing some major
growth opportunities—opportunities not
just for profitable operations in India, but
perhaps for improving your own business
model. Thank you.

A Journalist's Perspective

Heyward: Thanks very much, Arun. Now
let’s hear from Vir Sanghvi. Vir, can you
shed some journalistic light on the subject?
We're hearing a lot of passion, enthusiasm,
and perhaps a bit of marketing on the
panel here. What do you have to say?

Vir Sanghvi: Thanks, Andrew. I'll try my
best. Since | am not either a marketer or a
captain of industry like the other people
on this panel, I will talk about things from
a journalistic perspective. While I think
it's important to talk about where Brand
India is today, it's also important to have
some historical perspective on how we got
here, and 1 will try to provide just a bit.

If you asked people in the West,
especially educated people, what India
represents to them, here are some of the
t]’lings y[)ll WUUId bt‘ [Old:

You would hear about the huge mar-
ket for goods and services. Arun just
mentioned that every Fortune 500 com-
pany wants to come to India. You would
hear about the economy and how fast it
is growing—second only to China. You
would hear Martin Sorrell’s point about
how India and China are economies of
the furure. You would hear about infor-
mation technology. You would hear the
success stories of Infosys, Tata, and other
technology superpowers.

You would also hear about our vibrant
popular culture. I think Bollywood is a
very big part of Brand India—and by most
estimates it is bigger than Hollywood. And
Bollywood is very, very important for us.

You would also hear about nuclear
power. You would hear about India as an
emerging superpower in Asia, And youd
hear about the quality of the people that
Arun just told us about, The Westerners
[ talk to always seem to be amazed by
the quality of people in India. As Martin
said, it’s a country where people are highly
educared, where people are bright and
competent. And though many of them
could find jobs anywhere, they're quite
happy to be in India.

So thar, | think, is the essence of Brand
India today. Bur this is a new develop-
ment. If you came into a room like this
25 or 30 years ago, and you asked people
what images India evoked, you would
have gotten a very different response.
The old images of India were pictures of
starving peasants and farmers, earthquakes
and floods rendering thousands homeless,
and urban chaos. Martin spoke about the

chaos—and of course it’s true: India is
chaotic. Even people who are affectionate
toward India speak about the chaos. John

Kenneth Galbraith described India in the
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19605 as “the world’s only functioning
anarchy.” And [ think he’s right.

But chaos and mismanagement were
then a much larger part of both our image
and the reality behind it than they are
now. Today the “Made in India” brand
has lots of positive associations. But 25 or
30 years ago, you would think of shoddy
products. There was a time when you saw
something that was made in India, you
wouldn't buy it.

So how did all this change? How have
we gotten to this point where celebrations
of Indian progress are taking place all over
New York City, where we're sitting in the
Harvard Club talking about Brand India?
What's made the difference?

[ will give you my personal perspective
on this. And let me warn you that it’s one
that reflects many generalizations. And as
we've been told several times this morning,
all generalizations about India—with the

possible exception of this one—are wrong.
We know that for almost everything you
might say about India, the opposite is also
likely to be true.

So when did this change come about?
When did India change from the old
brand to the new one? My view is that
India began to transtorm itself in 1991.
Although this date may be a licde arbi-
trary, those of you who are familiar with
India will know why I picked 1991. That
was the year in which the first of a series of
major economic reforms were instituted.
That was the year India really began the
process of opening itself up to the working
of markets, to ourside goods and capital.

These economic reforms have been
far more important to India than many
people abroad realize. Nandan once told
me in an interview that if the economy
had not been liberalized in 1991, Infosys
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There is very little evidence to suggest that
the economic reforms behind India’s progress
have much popular or political support.
There is a greater, vaster India—the one
that elects the politicians—that doesn'’t
necessarily buy into Brand India. And unless
we find a way to get that buy-in, our growth
may not be sustainable.

One approach might be to emphasize
the benefits that can be traced to the
economic reforms. We could point to
India’s five-year plan to invest a record
$25 billion in education, made possible by
robust economic growth and tax revenues.
But | don't hear these arguments being
made. There are some fairly direct links
between higher economic growth and social
progress. But these links have not been
well articulated—in part perhaps because
of our past tendency to be reticent in promot-
INg our successes.

Vir Sanghvi
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would have gone bust. They were consid-

ering closing down the company. And that
was what, just 15 years ago?

The reforms changed India much more
dramatically than most people in the West
realized. But there were other things going
on in 1991 as well. That was also the year
when educated Indians, including Indian
politicians—with the exception of the
communists—Ilargely came to terms with
the fact that the Soviet Bloc was dead,
that communism had been defeated, and
that India could no longer play its old
balancing act berween two superpowers.
We knew that the old ways of state power
were dead, and that we had o make new
choices.

This was also the time when satellite
television arrived in India, along with the
flood of global products that accompanied
the 1991 liberalization. It was a time when
we finally began to see the world in real
time. We finally fele part of the world,
we felt connected. And I don't think the
significance of this has ever been fully
appreciated. It was hugely important for
the Indian middle-class. We felt, finally,
like citizens of the world.

And there were other factors. One of
the most important, and [ think every-
one’s talked about it, has to do with Indian
demographics. By 1991, the generations
that had run India from around the time
of independence were gone. We had lots of
young people then. And with something
like 65% of the population of India today
under 30, that’s even more true today.
India is one of the world's youngest coun-
tries. And this means thar the people who
are now transforming the way in which
government works in India are people
who don’t remember an earlier time. They
don’t remember the colonial era; they are

products of an independent India. And
the people you get when you reach a call
center in India roday are people who
remember only the last ten or 15 years.
They don't even remember whar India was
like before economic liberalizarion. And,
as | suggested, these demographics have
been very important in changing the way
middle-class India behaves.

Demographics have also been impor-
tant in terms of the Indian diaspora, in
terms of all those Indian emigrants and
their children who have had successful
careers in their new countries. Not much
is said abour the diaspora. But the suc-
cess of people like Arun, which perhaps
wouldn’t have happened 30 years ago,
has had a major effect on how India is
perceived. And the fact that there are so
many Indians, perhaps nort as successful as
Arun, but certainly in top corporate jobs
all over the West, has changed the way
India is perceived. The diaspora has also
become a huge market for Indian popular
culture. They've become cheerleaders and
lobbyists for India. And, as we have seen
in the United States, they have done a lot
to change the image of India.

So, to sum up my argument, in 1991
something happened in India that led to
the withering away of Old India—and a
new India was born. But, as I've also sug-
gested, it is a generalization that is bound
to be misleading, especially when applied
to a complex place like India. Brand India
is essentially a middle-class phenomenon.
But, as several people have said, there are
many Indias. And, of course, there is
much of India that does not shine. Much
of India is still in darkness. There’s a lot
of poverty, a lot of chaos. There are many,
many deliverables that havent reached the
poorest in India, But with a bit of luck,
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we'll get there. And it’s 1991 that got
things started.

Balancing Global and Local
Management

Heyward: Thanks very much, Vir. That
ends our opening round of comments by
each speaker. Now let me pose a few ques-
tions to the entire group.

Several of you have suggested the
potential for conflict or tension between
Western and Indian consumers and man-
agement methods. To what degree are
Western companies adapting to an increas-
ingly empowered Indian business culture,
as opposed to trying to make India adapt
to Western ways? Arun, perhaps you could
start this by telling us about your recent
experience in rebranding Hutch.

Sarin: We bought our position in this com-
pany just six months ago. And what we've
since found is that Hutch was acrually a
very well-run company, even better than
we thought when we made our invest-
ment. And this was not a company, by the
way, where we planned to add value by
overhauling its management or systems.
We found both to be in very good shape.
And we're still very early in the process of
integrating the company with the rest of
Vodafone.

We now have operations in 30 coun-
tries, and we've grown principally through
acquisitions. So were quite used to acquir-
ing companies and then instilling in them
our Vodafone values. Bur, at the same
time, it’s also important for the companies
that we acquire to retain their local char-
acter and customs. As | like to say to all
our employees, “When we're in Germany,
Vodafone is a German company. When
we're in the U.K., it’s a British company.
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And when we're in India, it's an Indian
company.”

But while we want our overseas busi-
nesses to keep their regional or local
character, we also want them to under-
stand and become part of our corporate
culture at Vodafone—to understand who
we are and what we expect of them. There
are three words, or traits, that we use to
describe Vodafone to our own people and
to our customers, Those words are “red,”
“rock solid,” and “restless.” "Red” is for pas-
sion, passion for serving the customer and
for everything you do. “Rock solid” means
dependability; it tells people they can rely
on us. And “restless” is meant to suggest our
pursuit of innovation in whatever we do;
we want to do better the next time.

This three-point slogan is also meant to
remind people of our firm-wide commit-
ment to principles of business ethics and
corporate social responsibility. As you can
imagine, when you have a global brand,
if you have trouble anywhere around the
world, that trouble travels at Internet speed
these days. So | personally try to make sure
that the leaders of our businesses around
the world are all people we would be proud
of calling “Vodafoners.” And if I'm not
comfortable, then we change the people.
That's a big part of the process of integrat-
ing companies into Yodafone—and it
helps me sleep at night.

Heyward: Martin, what about your own
experience in integrating companies?

Sorrell: I obviously have to agree with
everything that Arun says since he’s my
client—and in fact 1 do. But WPP is
in a somewhar different situation than
Vodafone in the sense that WIPP's experi-
ence in India goes back a long way, Our
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investment and operation in India started
in 1987 with the acquisition of ]. Walter
Thompsen in India, a firm that at the

time had been around for, | think, about
50 years. So our roots in India—through
the acquisitions and the development
of WPD, and through our purchases of
Ogilvy, Young & Rubicam, and Hill &
Knowlton, among others—go back many,
many years.

Now, to answer Andrew’s question,
[ think it's a matter of achieving a deli-
cate balance

a balance between keeping
some degree of control and direction by
headquarters while also encouraging local
or regional decision-making, and bring-
ing in local management at the highest
levels. If you're running a portfolio of
glob;ﬂ companies, you want a group of
companies that are not only the best at
what they do, but that are also operating
in the strongest countries. Our operation
in India is a good example. By the end of
this August, it was growing its top line
by well over 20%, as compared to GNP
growth in India of about 10%. Theres
an iron law that in these faster-growing
markets advertising and marketing sales
typically grow at about twice the level of
GNP grewrh—«and our India business is
living up to that expectation.

When foreign multinationals come
into a new country, they often feel more
comfortable having expatriate managers
oversee and develop the business. But my
own view is that expatriates are not the
answer; they are not part of a viable long-
term strategy. At the risk of sounding a bit
callous, the Asian recession in 1997 gave
us an opportunity to take out a number
of expatriate posts not just in India, but in
Asia as a whole. And while that was clearly
good from a cost point of view, it had the

more important benefit of sending a clear
signal to the locals and nationals that the
opportunities inside the company were
totally open.

Ultimately, the growth and success of
our businesses in those countries—in the
BRICs and in countries like Indonesia,
Vietnam, and Pakistan—have depended
on our having national staff to run and
develop them. The growing complexity
of businesses at a local level means that
important local and national functions
must be fulfilled by national management.
And besides staffing with nationals, the
success of multinationals also depends on
their ability to provide their most talented
local managers with opportunities to man-
age outside their own countries.

Bur if business has become more local
in this sense, we have also seen a significant
trend in our multinational clients toward
an emphasis on glnba] branding, toward
the creation of so-called “billion dollar”
brands. And this means that country man-
agers must focus not only on building the
local business, but on matters that could
affect the global reputation of the entire
firm. Corporate social responsibility ini-
tiatives are a good example. Government
relations, relations with educational institu-
tions, and development of R&D programs
are other examples where global and local
concerns will come into play and have to
be balanced. Like all things in life, it's not a
matter of black and white, but discriminat-
ing amongst shades of gray. If you go too
far to either the global extreme or the local
extreme, you can be penalized.

So, again, multinationals are increas-
ingly finding themselves faced with
balancing global and local imperatives.
And, frankly, market conditions will
demand that you pull a little bit more one
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way at some times and a little bit more

the opposite way in others. And 1 would
predict that some of the functions now
exercised by regional managers will be
transferred to headquarters, thereby reduc-
ing overhead. My prediction is based in
part on the fact thart the technology repre-
sented by Nandan’s and Arun’s companies
is giving us the opportunity to enlarge our
span of control, to run at least parts of our
business in a more centralized way.

Heyward: Nandan, can you give us some
perspective on this? Is Infosys increas-
ingly working in other countries and
really spreading its foorprint around the
world?

Nilekani: As you said, Andrew, the rise
of I'T companies like Infosys and TCS is
one of the big success stories in India. This
was an industry that had only about $50
million in revenue during that make-or-
break year of 1991. But it’s now a $30
billion industry, accounting for 3% of
India’s GDP and employing 1.6 million
people. And given the current growth
rates, we see no reason why the industry
won't double to $60 billion in the next
four ro five years.

The success of these companies has
played a huge role in building the India
brand and demonstrating the quality of
India’s human capital. So [ think our chal-
lenge today is to build on this brand—or to
build within this broad umbrella brand of
technology savvy companies. A big part of
this challenge, however, is to transform our
current brand, which is based mainly on
our successes in outsourcing, into one that
stands for the capability of doing what we
call business “transformations.” That's the
goal we are all working roward now.

And in working toward that goal, we
face the task of demonstrating to the global
business community that we are not just
an Inudian company, but a company that
is truly global in our operations and in
our work force. We have recently started
hiring American college graduates and
training them in India, and then sending
them back to work for us in the U.S. And
our friends at TCS now have employees
in a variety of countries all over the world.
This is the wave of the future for the most
successful Indian companies. As Arun said
earlier, we will become truly multinational
corporations, with local operations and
t'mp|nyees all over the world, and a multi-
cultural work force.

Challenges to Brand India
Heyward: Okay, we've now heard a lot
about the promise of Brand India. Let's
talk about the challenges that stand in the
way of realizing this promise. We have
heard several references to infrastructure
problems, and to the “bit of chaos” men-
tioned by Martin Sorrell. These are still
issues that have to be confronted. And
then there’s obviously the challenge of
addressing the poverty, the whole notion
of “two Indias” that has become something
of a cliché. How do we deal with that?

And let’s start again with Amitabh.
As somebody who has had such success
in your home state of Kerala, and also
nationally, with “upscale” markering, what
do you see as the main challenges? What
do you see as the contradicrions that have
to be resolved?

Kant: Well, in the long run, no brand will
succeed if the message and the perception
do not match the reality. The “God’s Own
Country” campaign ultimately worked in
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Kerala because the state was able to deliver
on its promises to tourists. Our social
indices were very high. We had 100% lit-
eracy, and the health standards were also
very high. It was the most advanced state
in India. Even if you were touring in the
back water, the person driving the boat
was probably reading three newspapers as
well as Arundhati Roy’s book “The God
of Small Things.” So, most international
tourists who came into Kerala had an
amazing experience,

But now let’s take the question of infra-
structure, In India roday, there is increased
focus on infrastructure. And much of the
work is being carried out and funded by
partnerships between the states and the
private sector. Airports, for example, have
been privatized in Mumbai and Delhi. And
there are now 35 provincial airports that
are being developed or expanded. There is
also a lot of investment in improving roads
and highways. So there’s a huge amount of
work going on.

But let me point to one impediment to
progress in this area. As India has changed
from being a more centralized democracy
to a highly decentralized form of gov-
ernance by the states, much of the real
decision-making authority has moved to
the states. And for the branding of India
to move forward, the states themselves
must play a more active role. The political

and civic leaders of each state—and even,

in some cases, the panchayats—must take
ownership of their brand and drive it for-
ward. And when that happens—when
there are good roads and effective civic

governance in each state—then we will

have realized the promise of Brand India.
For Brand India, as I said earlier, is the
just the aggregation of the brands of its
individual states.
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Heyward: Nandan, do you have a perspec-
tive on this?

Nilekani: I think chere is an important
difference between building a corporate
brand and a country brand. In the cor-
porate case, if you're launching a product,
you can design it, price it, and distribute it,
You have complete control over that brand
launch. But when you are dealing with
a country brand, you have absolutely no
means of ensuring that the brand delivers
on its promises, If you're creating a brand
for India, you can’t guarantee that the taxi
driver will be nice to the guy who lands at
Delhi Airport. And because there are so
many uncontrollables, we have to be very
careful that the promise does not get ahead
of the reality. Because if that happens, you
have a backlash—and then you're farther
hf]’lind thiln Whtl‘t‘ you Stﬂrted.

But having said that, we still need to
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Andrew Heyward

We've now heard a lot about the promise of
Brand India. Let’s talk about the challenges

that stand in the way of realizing this promise.
We have heard several references to infrastructure
problems, and to the “bit of chaos” mentioned by
Martin Sorrell. These are still issues that have to
be confronted. And then there’s obviously the
challenge of addressing the poverty, the whole
notion of “two Indias” that has become something
of a cliché. How do we deal with that?

go forward with our brand-building. We
need brand-building to bring in foreign
investors and companies, which in turn
creates jOb.‘i and fax revenues ﬂl'ld. Uthﬁr
benefits. So, I think for the people run-
ning the Brand India campaign, managing
this potential gap between reality and per-
ception is a delicate, and very important,
task. But at the same time, you have to
keep pushing the brand; it’s an essential,
a strategic, requirement.

Sorrell: | agree with that completely. But
let me raise this question of infrastructure
because 1 think it’s the main advantage
that China has over India at the moment.
China is investing $45 billion in one way
or another in the Beijing Olympics. And
when [ say “in one way or another,” 'm
talking, among other things, about its
airports. Anyone who's landed at Beijing
Airport and seen Terminal 5, the Dragon

or Foster design terminal, will have seen
what I'm talking about.

Now, I'm far from suggesting that
India’s lack of infrastructure will prevent
it from attracting foreign investment.
Anyone running a multinational will not
choose between China and India. You will
do both. You will choose to invest in the
faster-growing economies rather than the
slow-growth economies of, say, Western
Europe—economies like the U.K., France,
Germany, and ltaly—though Spain and
[reland may be exceptions here.

So, again, it's not a question of cither
China or India. But, at the margin, I
think infrastructure can be a critical issue
for, say, investment decisions by overseas
companies. For example, India is seeing
significant development of its airports.
But our own experience in working with
the development of those airports sug-
gests that things are, if not chaotic—and
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that’s much too strong a word—rthen a
bit disorganized. And I do think there is
considerable room, and good reason, to
improve this sitcuation.

In this respect, Amitabh’s emphasis
on the role of the 27 states is helpful in
one sense, but unhelpful in another. If
you want to have a national network of
highways and airports, you have to have
a national plan. And that kind of central
planning is, of course, the strength of the
Chinese system. It’s state-controlled capi-
talism. They're trying to harness the best
of both systems, central planning and
decentralized markets.

But [ also think thar Nandan’s theme
for Davos—the promotion of India as the
world’s fastest growing democracy—is a
good one. It’s the right strategic line for
India. But let me also suggest that a bit
more central coordination of some infra-
structure initiatives might help India
attract even more foreign investment.
WPP now has some 5,500 employ-
ees in India. And there are all kinds of
businesses, from manufacturing to the
different types of services business, that
rely on infrastructure in various ways
and to varying degrees. And I think the
dependability of that infrastructure—in
the sense that Arun identified as one of
the three main contributors to Voda-
fone’s brand—is pretty important. It's
important for India to have a reliable
infrastructure.

Sarin: | just want to underscore Martin's
point that investing in India and China is
not an either/or proposition. In addition
to our $11 billion investment in India,
we have a minority position—a 3.27%,
stake—in a very large company in China
thar has 350 million customers. In India,

by comparison, our company has 35
million customers, though that num-
ber is growing at 1.7 million customers
a month.

So the point here, as Martin said, is
to invest in growth, in profitable growth.
You take the opportunities wherever you
can find them,

The Problem of Two Indias
Sanghvi: 1 want to respond to Andrew's
comment about “two Indias,” which, 1
agree with him, is a cliché. Nevertheless,
it is a cliché that seems to have a lot of
credibility. There is very little evidence
to suggest that the economic reforms |
cited as initiating India’s progress have
much popular or political support. The
last government went to the elections with
the slogan “India shining,” and describ-
ing India’s economy as the envy of the
world. Bur that government went down
to a sharp defeat.

Since then, all Indian politicians have
been very careful about emphasizing eco-
nomic growth. There is a greater, vaster
India—the one that elects the politi-
cians—that doesn’t necessarily buy into
Brand India. And unless we find a way
to get that buy-in, this growth may not
be sustainable.

One approach might be to emphasize
the benefits that can be traced to the eco-
nomic reforms—for example, the ability
of the Indian economy to keep growing in
spite of agricultural disasters and the huge
oil price increases. We could also point
to India’s five-year plan to invest a record
$25 billion in education, all made pos-
sible by robust economic growth and rax
revenues. But I don't hear these arguments
being made. There are some fairly direct
links between higher economic growth
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and the potential for social change, social
progress. But these links have not been
well articulated—in part perhaps because
of our past tendency to be reticent in pro-
Moting our successes.

Sorrell: One way to make the case for
growth is to focus on the alternative—that
is, what happens to countries that fail to
grow. Why is it that Latin American coun-
tries like Brazil and Mexico have always
promised, but never really delivered? Its
because the populist argument has always
prevailed in their politics. The leaders of
Brazil and Mexico have been unwilling
to discipline their unions and cur their
government programs and bureaucracy
because it is not a popular thing to do.

So the clear alternative to Brand India
is a slow-growth India. That's what you get
if the populist and protectionist politicians
win. But as | said earlier, [ think the big-
gest spur to Indian growth has been the
development of China. The liberalization
of the economy in 1991 might have been
a necessary condition for this, but I think
the biggest stimulus to growth in India
has been neighborhood envy. The Indians
looked at what was happening in China,
and they recognized they could do it, too.
And as long as China continues to grow,
I think that will be a big political, social,
and economic stimulus.

Kant: [ agree that the underlying premise
of Brand India is that the only way to erad-
icate poverty is through free markets and
economic growth. But there is definitely
a failure of communication at work here.
The polls will tell you, for instance, that
despite all our efforts to promote the ben-
efits of privatization, even the vast majority
of Indian middle-class people are opposed
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to the privatization of nationalized indus-
try. So, I agree with Vir that there just isnt
the kind of popular support for economic
reform and growth that one would have
liked. And I too think it is the result of our
failure to communicate our successes.

Think about what India was like 60
years ago when we first became indepen-
dent. There were strong doubts about the
very survival of the country. Sixty years
ago 72% of the people were below the
poverty line. Today the number is down
to about 24% —a number that, although
still too high, represents very real prog-
ress. And the country has moved forward
dramatically in terms of education, health
standards, and infrastructure. Now, if
we want to continue our policy of higher
government outlays on education and
health care, we will need strong economic
growth to provide the tax revenue needed
to fund them. In the private sector, Arun
has been able to invest heavily in growth
because he’s succeeded in providing high
returns for his shareholders—and, as a
result, they’re confident and happy to
let him invest their capital. By the same
token, those Indian states like Kerala that
have achieved higher levels of growth also
have the highest levels of local govern-
ment expenditures and the highest health
and living standards.

So 1 think the message is a straight-
forward one: where you have economic
growth, things like primary education
and health care improve with them.
My vision—and my goal—is to engage
not just the Indian middle class but our
other 800 million people in this process
of brand-building. To the extent we suc-
ceed, our private sector will prosper—and
its success will mean higher government
spending and better lives for all.
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Heyward: So you're saying that Indian pol-
iticians have been unable ro persuade the
people of the benefits of these economic

reforms. What advice could we give the
political party in India that wishes to win
and stay in power?

Nilekani: Although we all talk about the
benefits of economic growth and believe
that only growth can alleviate poverty, it's
important to keep in mind that elections
in much of India are still decided on the
basis of community and caste. There was
a time in the 1970s when we had these
great mandates that cut across caste and
communal lines, when people voted not
as Hindus or Muslims or Brahmans, but
as Indians. But there are divisions in—in
fact, I would say there has been a frag-
mentation of—our society that | think
has been clearly reflected in our election
outcomes.

As Amitabh said earlier, it’s impor-
tant to think of India as an aggregation of
different states, each with its own people
and interests. You can ralk about growth
all the time in New York. But if a politi-
cian in Rajasthan really wants to build a
shopping mall next to the Taj Mahal—as
one nearly did—it’s not easy to prevent
it. Regional politicians are not respon-
Sil}lt‘ to ‘.ln}’(}nt' ()th(fr th:‘!l‘l. tl‘l(: rﬂgi(}na]
electorates. And, unfortunately, elecror-
ates rarely vote politicians in or out on
the basis of economic performance. The
vote on the basis of caste. And unless we
solve this conundrum, unless we find a
way of making the electorate vote on the
basis of growth or on economic issucs, |
think we have a problem.

Sorrell: This may not be the most politi-
cally correct way to make this point, bur let

me draw some parallels to France. When
the French government decided to have a
35-hour week, people who were working
40 hours went to 35. And in government
establishments, they went from 35 hours
to 30 hours a week. Friday has become a
slack day and people have started to have
three-day weekends.

Now, if you choose to do that, that's
fine. But you have to make people under-
stand the implications of that choice.
Many people may, and probably will,
be happier with the 35-hour week. But
companies are going to make less money,
people are going to earn less money, and
governments are going to have less to
spend on the public services that we all
claim to want.

My point is that if you pass these mea-
sures, you may please some people, but
you have to live with the consequences.
[ think our challenge is to show people
that, unless there’s free trade and strong
economic growth as a result, there will
not be an increase in living standards.
In 1991, communism disappeared as an
alternative to capitalism; it’s gone. But if
the current democratic system is going to
continue to prosper and deliver, you have
to show people the consequences of elect-
ing politicians who pass measures that
interfere with free markets and reduce
economic growth.

I think that if India doesn't continue
on the path it’s established in the last few
years, it will suffer as a resule. And 1 think
other countries will take up the slack. The
world’s economies are becoming more and
more competitive. Look at the growth of
Russia, China, Brazil. Look at Central and
Eastern Europe as a whole, and the Mid-
dle East. Look at the growth of the Gulf
Stares and of Africa. The world is becom-
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ing increasingly competitive. And | think

you have to view it almost as a co rporate
race, if you like, ro attract F()rt:ign interest
and foreign investment. If you don't want
to compete in this way, if you don't really
want free markets, at least recognize the
implications of your choices, the tradeoffs
you're making,.

Nilekani: On this question of gerting
popular or political buy-in, I agree with
Virand Amitabh that all the data indicate
that people don't want privatization. Most
people, especially those at the lower eco-
nomic levels of society, want the state o
be the guarantor of goods and services—
which I think is a completely natural, and
reasonable, response. So, where we have
a big job ahead of us is in convincingly
demonstrating the link between this eco-
nomic growth and the resulting benefits
for the masses of people, for the 800 mil-
lion that Amitabh mentioned.

A big part of the problem here is that
economic growth will definitely cause
income inequalities to go up, art least ini-
tially. People who are educated and who
have access to the global marketplace
will do much better than those who
don’t
inequality. So, I think there’s a big job

and that will accentuare income

ahead to show how this kind of reform
process is actually good for everybody in
the long run. It certainly needs to be done
much better than it is now.

Sarin: Well, let me just point out that
when we were making our own decision
to invest in India, we were actually favor-
ably impressed by the way the incremental
GDP in India gets spread throughout
the different economic strata. Qur view
at Vodafone is that a cerrain degree of

wealth distribution within a country
is necessary to support a deep market
for mobile phones. And when making
a major investment in any country, the
extent to which wealch is distribured
throughout the society is one of the key
variables we look at. I will also tell you
that we have looked at a number of coun-
tries where wealth is created, but remains
highly concentrated in the upper classes.
And we have been very reluctant to invest
in countries where the wealth, because of
political or social barriers, doesn’t “trickle
down” readily. But, as | started by say-
ing, India appears to us to have the kind
of wealth distribution where, when the
economy prospers, people in all levels of
the economy seem to benefit.

Heyward: Arun, you spoke of the reverse
synergies, or murual learning, thac has
resulted from your $11-billion investment
in India, At the same time, you own 312%
of Mobile China. Do you believe that
India’s free-market democratic system
allows for greater reverse synergies than
China’s state-controlled capitalism?

Sarin: Not necessarily. We are now the
single largest foreign investor in Chi-
nese mobile telecom. A few years ago, we
invested $3 billion. As of yesterday, our
investment there was worth $10 billion.
And it has been very much a two-way,
mutually beneficial relationship. We think
we have brought a lot of valuable expertise
and insight to our Chinese partner. At the
same time, we have learned quite a bit from
our partner and just from operating in the
Chinese economy. | mentioned earlier that
our company in China has 350 million
customers. And we have learned a lot just
from watching how mobile telecom has
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penetrated the Chinese rural networks.
Bur we have also learned a lot from oper-
ating in other countries, countries such
as South Africa and Egypt, and Romania
and Turkey. We are continuously learning
from our operations all over the world.

And having acquired all this learn-
ing and experience, we then try to apply
it when we come to a new country like
India. For example, there’s a process
called “network sharing” that is allowing
us to share the spectrum and the electron-
ics in a way that is both cost-effective and
energy-conserving, or what people now
refer to as “green.” Because only about
40% of India’s population is covered by
telecom networks, we are now building
networks where there were none before.
In the United States, by comparison, coy-
erage is now at abour 98%—and in much
of Europe, we are almost at 100%.

As a result, | would describe our opera-
tion in India today as a kind of pioneering
venture, In a sense, we are leading the world
in how to build effectively. As we build out
these networks over the next few years, we
expect to learn more about how to make
things even more green and conserve more
energy. And when that happens, we will
take those ideas out of India and bring
them to the rest of the world.

Measuring Success

Heyward: Let me finish with one last
question: How will you know that Brand
[ndia has been a success? And how will
you measure the value of your brand once
you've finished your campaign?

Sanghvi: There are two basic ways to mea-
sure how Brand India unfolds in the next
five, ten, or 20 years. One is hard and the
other is soft. The hard way would be to
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look at what happens in the country in
both a macro and micro sense. Let’s see
if this nine or ten percent growth con-
tinues year after year. And let’s attempt
to measure whether the income increases
are distributed, with all groups benefiting
from economic reform. The soft measures
would have to do with how people think
about India today, as compared to how
they thought abourt India ten years ago.
And how will you think about India ten
years from now? We need to track both
types of measures for India to continue to
make progress.

Kant: I agree that we need sustained lev-
els of growth in the coming years. The
period of remarkable Indian growth has
been too short to have enough of an
impact for people to really buy into it as a
way of improving their lives. But it’s also
important, as Vir just suggested, that we
function as an effective and fairly stable
democracy system. Do we have elections
at the right intervals—or do we have too
many of them with too frequent changes
of power?

I also think that, since Brand India
is an aggregation of many local brands,
effective and stable civic governance at
the grassroots level is a key issue. And
municipal elections are a good indicator
of what’s going on. My experience has
been that wherever there has been good
civic and municipal governance—where
there is economic growth and investment
in health and education—the local gov-
ernments tend to remain in power.

Heyward: Vir, what are your thoughts on
how a free media plays a role in the brand-
ing of a nation, a role that is different in
India than in China?
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Sanghvi: [ think it’s very important in any
kind of branding for there to be free media.
And, as you suggest, that’s a major differ-
ence between India and China. India not
only has a free media, bur a vibrant media,

and a vibrant popular culture. Bollywood
is now bigger than Hollywood. Indian
television channels are on par with the
best in the world, and Indian newspapers
are winning awards. And all this suggests
to the world that India is a democratic
state committed to human rights.

Heyward: Martin, any last words on the
value of soft brands and how to value
them?

Sorrell: 1 thought you would never ask,
Andrew. At the risk of sounding com-
mercial, let me just mention that there
are at least two reasonable methods for
quantifying the value of brands that 'm
aware of. One, which is called Optimor,
has been developed by Millward Brown.
The other, which was developed by Young
& Rubicam in work with the New York
consulting firm Stern Stewart, is called
Brand Asset Valuator. These methods can
be used not just to value brands, but to
identify various sources of brand value and
ways of increasing it.

And as both of these valuation meth-
ods would tell you, the soft side is a major
contriburor to the value of Brand India.
Much of this has to do with Vir’s com-
ment about the importance of India’s
commitment to democratic values. And
I also agree strongly with Vir's point that
Bollywood and the Indian media play a
pivoral role in building Brand India, in
influencing what people perceive India to
stand for, and whar it could stand for even
more in the future.

Finally, I believe that India's media suc-
cesses are providing us with just a glimpse
of the creative capabilities of the 1.1 bil-
lion people in India. What we're seeing in
India today is just the beginning, and the
continued development of these capabili-
ties will end up permeating everything. It
will affect nor just our creative services
industry, but lead to innovations in mar-
keting and design—and to improvements
in business processes generally—in all
kinds of organizations, public as well as
private.

In terms of public organizations, we're
seeing a big emphasis on country brand-
ing, and on regional and city branding
as well. We're seeing presidents, prime
ministers, governors, and mayors all
focused on marketing their jurisdictions
in a world that, over the past 20 years, has
grown primarily thmugh free trade. So, if
you ask me, “What has been the biggest
driver of WPP’s growth?,” I will tell you
that it’s been the growth of free trade and
the absence of protectionism. And I fully
expect.this to continue,

Heyward: Well, let’s end on that note.
I want to thank all the panelists for an
entertaining and instructive discussion.
And, again, my congratulations to you
all on India’s 60 years of independence. It
will be exciting to see how things develop
from here.
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