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IN THE NEWS

Upen P?tel in Perc.ept PERCEPT
Picture's action trilogy rerorecomrany

N . : Percept Picture Company (PPC) is taking talent management to
LEEC NI G EREHRENUECUE  hew arenas. Upen Patel will star in a Rs 25 crore yet-untitled

CICHIRURLGERVIEVEVAC LSRR  project produced by Percept Picture Company. He will be doing
Advanced Cinematics organised EEEPNasteRilli Xl dl en

its 24 FPS Animation Awards at the
Ballroom in JW Marriott on Apr 21,
2006. The show felicitated fresh
talent as well as professionals in
the field of animation. ’ . .
Mr Shailendra Singh, Jt Managing Ramu’s EnghSh pat]ence

D)ot (o] A =TT MR O G [Ty i1 sM  Experimental filmmaker, Ram Gopal Varma is making his first-
N ES = i = s TR ever English film for Percept.

(I OIS I EV MR EL T EMRWEREWE GV E R S A three-film deal has already been struck with Ram Gopal
2006 Power Personality of the Year'. Varma who was in Manhattan with Mr Shailendra Singh recently.
LNV SEVEGREVRLEMENEYCEHEI R RUTELENSLRUEE  “We have fantastic scripts,” said Mr Singh, "and our idea is to
T PR RRREI DI CTe RV G ERE U T RN IAEUR LI Rl take our Indian entertainment industry to the international
[ RN TR Ty T (Ve Cle I RN LGRS IR INIUCTHIINEY  (evel.” This would entail Indian directors using Indian ideas and

QEUEVENRINES I GRINET TR VRN R E LU AN IGESE  international actors to create cinema for a global market.
Khurana, Nicholas Camecho, Sanjiv Waeerkar, Virendra

Chauhan, Nina Sabnani, Shelley Page, Sesha Prasad and Joe
M Aguilar of Dream Works and the mastermind behind
blockbusters like Shrek. Also present were Ketan Mehta and
Deepa Sahi.

Mr. Shailendra Singh awarded 24 FPS
2006 Power Personality of the Year”

Said Mr Shailendra Singh, "We have identified Upen as the future
action hero. He comes in with lots of style, panache and
attitude.”

Percept Picture Company (PPC) in a
creative partnership with ace Writer/
Director Anubhav Sinha for 6 films

Percept/H Delhi, commences PERCEPT

multimedia campaign for DLF Group - ad
spend pegged at Rs 50 crore plus

Percept/H Delhi, has begun work on a huge multimedia
campaign for the corporate building of the DLF Group. The
group, which has been more prominent in Delhi and North

India, is now going national. The ad Percenpt / I
spend is upwards of Rs 50 crore. pe

A supernatural journey

Promising to take film lovers on a supernatural journey are
first-time directors, Abhiyaan Rajhans and Abhigyan Jha.

The duo's first film, "Sacred Evil", based on a true story by
Indian witchcraft practitioner Ipsita Roy Chakraverti, this
English film for a change will move away from the question of
identities or ethnic and cultural clashes.

The story is based on real incidents and yet deals with Wicca
and the supernatural is what makes it unique.

Produced by Percept Picture Company, the film's cast includes
London-based actress Lynsey Pow and French actor Frederic
Andrau. Talented Indian actress Sarika, who has been away
from the limelight for some time now, is finally making a
comeback to the silver screen.
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Yet another award for

Two firsts for Imageads' 'Pegasus’ at ABClI Awards
Imageads
‘Pegasus’, the house magazine of the UB Group, designed and

executed by Imageads Services, bagged two firsts at the 45th ABCI Close on the heels of the two gold awards
Annual Awards Night held in bagged at the ABCl's Annual Awards

Mumbai in October, 2005. L o .
/ . Competition in Mumbai, ‘Pegasus’ (the house
‘Pegasus’ won the first prize in

the categories it had entered-
the external magazines category, and best
magazine design category.
The ABCI or Association of Business
Communicators of India is the apex body
of professionals for business
communications. ABCI received over
500 entries in different categories for
excellence in print publications.

magazine of the UB Group, designed and
executed by Imageads Services) won yet

another honour. 'Pegasus’ received the
award for 'Best layout and design’ at the All
India Competition of House Journal Awards
2006, conducted on the occasion of the 9th
Andhra Pradesh Public Relations Conference
in Hyderabad in Feb 2006.

-

-

Mother Earth needs the birth of a green revolution.
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Wills India Fashion Week hits a high with PDM

Wills India Fashion Week (April 5-9, 2006),
organized by the Fashion Design Council of
India (FDCI) and executed by event
partners, PDM India, at The Grand, New
Delhi, was bigger, better and different in
many respects this year. With nearly 80
designers from over 12 countries, 90
domestic buyers and two runways, this was
one of India's biggest fashion events in the
Capital.

Key Highlights

« This annual B-2-B fashion trade event
goes bi-annual this year

» Almost 80 Designers

« Season specific collections i.e. Autumn-
winter & spring-summer

« Five days full of fashion & trade twice
a year

» Two ramps, a more dynamic set-up,
greater participation

» More shows & more Indian talent on the
ramp

» More opportunities for young designers
to showcase talent at exhibition stalls

» More Accessory Designers participating

« More Models, so more new faces & fresh

talent on the ramp

PDM's 'Nomarks
Mrs. India World 2006’
draws to a close

“In the lines of the Paris and London
fashion weeks where two-three ramps are

2 . set, the two ramps at India Fashion Week
' = » | have”, according to Preeta Singh, CEO,

PDM India, "made buyers happy with more
shows fitted in less time".

PDM, roped in the services of Wolter

..
'ﬂ’"" Dammers' British event designer-producer,
& \ S2 Events, ensuring

the beautiful and
smooth execution of the event. "In all", felt Dammers, P“M

"this fashion week is designed to be business oriented,
apart from fashion's glamour."

Cricket great Brian Lara catwalking for designer Deepika Gehani made for an
impressive start, along with other starry steps on the ramp like Shilpa Shetty
for the Tarun Tahiliani show and Bipasha Basu for the grand finale by Monisha
Jaisingh.

Wills India Fashion Week (WIFW) was conceived by FDCI,
the apex body representing the
Indian Fashion Design Industry
with the primary goal of
facilitating business relationships &
and promoting a dialogue among
designers, buyers and media from
India and abroad.



With Mr Prabhakar Mundkur,

Have you always been an advertising man?

Yes, always been an advertising man. | flirted with the idea of
joining a marketing company when | was young since it was a
popular move to make. But | finally gave it a miss. | think | am
essentially a creative person and | am not sure | would have
enjoyed any other job more than advertising.

What has been the biggest highlight of your
career?

Well my experience overseas was my biggest highlight. In East
Africa | did a start up for J Walter Thompson. It meant starting
with just a desk in a small room and building an agency from
scratch! My first experience of a developed advertising
market was South Africa. They do great advertising. Any copy
writer you interview has a few Cannes awards under his belt.
It is a very western market, though it also did have its
complexities just like India. But my most fascinating
experience was when | went to work in China. | lived in
Shanghai for 2 years and | really enjoyed the place. It was
tough because Mandarin is a difficult language and | decided
to take Mandarin lessons on a Saturday morning, in a city that
party big time on Friday nights. Most people return home
after breakfast on a Saturday morning. Only Beunos Aires
parties harder!

But China is a really big advertising market. After the US and
Japan, China is the third largest market in the world. When |
lived in Shanghai, | discovered an amazing fact -
that 17% of the world's cranes were
parked in that one city. So
much construction you
can't believe it. Pudong
the Navi Mumbai
version of Shanghai
looked a lot like
Gotham City in the
Batman comics!

What | value most
of that
experience is
that | learnt to
work with
international
teams on a number
of projects. And of

COO, Percept/H

understand
different cultures
and what makes
each culture tick.

Another significant |
experience or
highlight of my career
was presenting to Sir
Michael Perry, the global Chairman of Unilever. | was just a
client service director when | did it and my bosses had the
confidence that | would do well!

How has it been being a Perceptite?

It's been pretty good really. | think the people here are very
friendly. It feels like one big family. Most multinationals have
stopped having annual days like the ones we do. When we met
on the P2 terrace as a company a few months ago, it reminded
me of the old days in advertising. Getting staff together in large
numbers is almost a rarity in the old multinational agency.
Budgets for training got slashed a long time ago. EBITDA,
NASDAQ and the Sarbanes Oxley Act rule their lives. People in
corporate America still have nightmares of Enron and
Worldcom.

You were recently seen at the AAAl organized
"Jazzvertising”. Have you always been a keen music
enthusiast?

Yes, music was my first profession. |started with the tabla and
Indian music when | was just five years old. My mother was a
Hindustani classical singer of the Kirana Gharana. | then moved
on to the harmonica, before taking up the guitar and then later
classical piano in my teenage years. | finally dropped out of
college to play music professionally to form a band called 'The
Savages'. We used to earn more than what bands get paid today
for a night at 'Jazz By the Bay'! At one pointin time, when | was
16 years old, | was earning more money than my dad who was a
Commander in the Indian Navy. We became India’s first rock
band to cut records.

‘Jazzvertising' was a workshop | created with some of my
musician friends. Essentially we used the metaphor of music to
demonstrate creativity and advertising ideas. We then took the
workshop to many countries in Asia. We got invited all over the
world. But unfortunately, a regular job does not give you the
luxury of taking long annual leaves to do workshops all over the
world.




What do you do during your free time?

Your family?

We are an advertising family. My wife is also an advertising
person. She works with Ambience Publicis. My elder daughter
works in London with a branding and consultancy firm. | am
hoping that my youngest daughter doesn't take up advertising!
If you were a fictional character, who would you want to be?

I would love to be Sherlock Holmes actually.

If you were a fictional character, who would you
want to be?
I would love to be Sherlock Holmes actually.

Why?

I am quite analytical and a pretty good detective. | like to dig
up facts. | use my intuition to solve problems. And | love
solving problems. | get hooked on to them. People might think
Sherlock Holmes was boring. But he was always ahead of his
time. He is the only fictional character | know who used to
snort coke long before it became fashionable!

Any favorite sport or hobby?

| broke a finger while playing cricket many years ago, so | quit
because | need my fingers to play my guitar. | didn't want to
break any more fingers. | love cycling. | just assembled a bike
recently which | custom made for myself. Taiwanese frame,
Japanese gears, etc but it got stolen. | love modifying cars and
motorcycles. | have just started modifying my Skoda. | am also
deeply into yoga, more as a mental discipline than just a
physical one.

The content of this publication has been created with inputs from Percept Holdings and its Group Companies. Percept Holdings is
the strategic holding company that promotes, owns and manages, a spectrum of marketing communication companies. The
contents of this document may not be reproduced or circulated without prior consent from the Corporate Communications
Department, Percept Holdings.
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