
Host 

Recently, I came across this news, that Advertising Standards Council of India, ASCI, it's popularly 

called hired Pitchfork Partners as its communication agency. I was curious to know why ASCI thought 

that it needed PR now. So, we caught up with Jaideep Shergil of Pitchfork Partners. I just wanted to 

understand what's the thought behind, you know, getting into any kind of communication initiative 

as such. 

Jaideep 

So, I think there are two or three things I mean, ASCI is not a new body, it's been around for 35 

years. And in fact, I think, complete 35 years, this month, or next month. So the reason for being a 

little bit more proactive with communication, I think, is that the times have changed now, one of the 

things that's happened is that there's a lot more attention that consumers have on the kind of 

advertising that is being created or consumed. To give you an example, during this whole COVID 

crisis itself, there have been so many brands or companies, including Baba Ramdev, and so on who 

been claiming all kinds of remedies and problems that can be fixed through all kinds of strange 

products, medication and you know, and it's not just one company, there are all kinds of companies 

that are launching, you know, new products or services. And then there's advertising that 

accompanies those launches. Now, a lot of that is irresponsible, because you're actually playing with 

people's lives. The COVID is a very serious sort of medical, you know, sort of crisis. And if at times 

like this, people are going to put out ads, which are, you know, either misleading or do not 

communicate the right messages, then there's obviously going to be a lot of risk.  

Host 

It is said that ASCI is going to be more and more proactive in terms of setting better standards in 

advertising industry. 

Jaideep 

I think the proactivity will, will come now over time, because we've also just come on board. It's 

been only a month. So, we're also in the process of working out the right kind of messaging and 

what we need to say and all of that, but I guess it's also going to happen over time with a lot of the 

actions that are taken, rather than being a reactive body. How do you become a more proactive 

body? 

Host 

All the best to you, Jay, thank you. It was a pleasure talking to you and thanks for your time.  

She pivoted very early in her career, and today manages all things communication and more at Quikr 

India. I have known her for more than a decade and I have seen her play multiple roles as a behind 

the scenes, influencer, startup mentor, hard worker, storyteller and customer centric leader. One 

thing I caught early on, was her power dressing in beautiful six yards that she carried with a lot of 

finish. I speak to Sonali Madhavi and ask her about her fetish for saris.  

Host 

Okay, so I just want to ask you, when you do develop this fetish for sarees 

Sonali 



Sure Radha, first of all, thank you for having me over, I had never imagined that I'll be discussing 

saris on a PR podcast but here we are. So, thank you for having me. I guess going back to your 

question on, you know, when did I develop it and what happened? Honestly, somebody who had 

moved back to India after working as a programmer in the US, and believed in jeans as a way of life, 

story behind how I was initiated into wearing a sari is rather interesting. So, in my second PR job in 

Bangalore, I got an opportunity to work with a well-known leader in the apparel industry, when I 

walked up to him and I asked, so what do I do to look older? He looked rather puzzle, my question 

and, you know, he's like, often I'm asked like, you know, what do I do to look younger? He then 

asked me, what is your problem like, and you know why are you saying this and then I told him that I 

want my clients to take me seriously when I present my thoughts, ideas. And that's when he told me 

you may want to consider wearing saris. Well, that's how I discovered my new passion for this 

unstitched garment from the past called a Sari, I would say. 

Host 

That's interesting. That's very interesting. So, do you think that it's given you an advantage when you 

meet clients, particularly in India? 

Sonali 

Yes, so I would believe so. It definitely helped me break the entry barrier that I had earlier faced and 

felt that clients took a note of my presence and respected my views opinions early on.  

Host 

But you didn't think that it's going to typecast you in a particular?  

Sonali 

Typecast in what way? I mean, you know, if by typecasting you mean, this woman means business, 

then I'm all for it. Because I also believe that when you put in effort to dress up even while you work 

from home, or otherwise, you are a lot more productive. And I believe in any occasion, it's better to 

overdressed than underdressed, so, yes, I don't think that is a problem.  

Host 

But you are not, you are not looked at as somebody who is a bit, you know, conservative or a bit 

traditional. 

Sonali 

No, not at all, because I think it's as I said, right, it's also about just not wearing that garment, but 

when you wear something, how you actually, you know, accessorize it. Of course, you know, in a 

work environment, you know, you can't be blingy so it's also about those, you know, subtle things 

that you carry when you are walking into a meeting. And it's also about another kind of saris that 

you wear, because, you know, sari, is the most versatile fabric I would say origamis of garment. And 

it comes in different fabrics. So it's not like you know, on any occasions, probably I'll end up wearing 

a silk sari. But otherwise, if I'm going to work and go to the regular attire, I'm going to be in my 

linens, Cotton's or handloom saris.  

Host 

But now you work for a start-up. I mean, almost like, start-up is a wrong word, probably. But you 

work for Quikr, which is, you know, which is a new age digital, kind of company, and, and where you 



have a lot of youngsters being there, right? I mean, I do think that, you know, wearing a sari and 

walking into office is something that gets noticed, appreciated, liked. 

Sonali 

In fact, you know, it's interesting that you say that, as we, as you rightly said that, you know, Quikr is 

no more a start-up, we are probably an overgrown start-up now. And there are a lot of, you know, 

my female colleagues who have walked up to me and who have, in fact asked me if I have a stylist, 

and you know, how do I wear saris to work? Because even today, right, and I've kept the back my 

practice of wearing a sari at least once a week. And, you know, I've never, you know, as I said, you 

know, these people have come up to me, these female colleagues have gotten inspired, that, you 

know, oh, okay, she wear Sarees so should be also wear and, you know, people have made those, 

you know, attempts, I guess, in the role that I've made where, you know, I have to communicate 

what multiple people when I wear a sari, I, you know, present my views to anybody, I think, you 

know, you also come across as more authoritative than, you know, somebody who is just, you know, 

going in, you know, a regular jeans or, you know, some other attire, I guess. So, from that 

perspective, it does, you know, give you the kind of authority that, your job would need, you know, 

in my position and it has always been an advantage. You know, to me. 

Host 

Nice talking to you, pleasure talking to you. Thanks for coming on the show. 

Sonali 

Thanks again. I appreciate it. Radha. 

Host 

He says his company is India's largest regional press distribution network, is the easiest way to share 

your voice with Bharat. I asked Anshul Sushil of Wizikey what his company is all about and what they 

plan to do in future.  

Hi Anshul, good to have you on Mrigashira. Welcome on board. I have the first question to ask you is 

that what is Wizikey all about and why the name Wizikey. 

Anshul 

It's a pleasure to be here Radha. And it's a very beautiful initiative that you have taken up, it's very 

well needed. Coming to Wizikey the name is kind of a moto in itself, is something that reminds us 

how important visibility actually is. And we are thinking of word. We started thinking that visibility is 

key for any business, right? And that's where visibility is key became Wizikey right for us. And Our 

vision actually is, we believe, whether you are a brand in New York, or in Nagpur or in New Delhi, 

right? You all need trust, trust is the basis of all the business deals that you do, right. And when we 

started looking at that press defensiveness in the ecosystem in the business environment, right? PR 

is that weapon, which has not been used well, right. So, we started to build Wizikey as that PR 

weapon, which can help a business from New York, Nagpur to Delhi, to build that trust. With that 

vision in mind. We have built Wizikey so far. And it's been about 15 to 16 months, we launched, we 

have come to a very interesting stage. And we have about close to 75, odd customers. Okay, the last 

six months, the last six months have been very instrumental. We have gained about 100% growth in 

terms of customer growth, and about 150% in revenue alone. And which is, which is what a great 

validation for a business model like Wizikey for I would say decades old industry leaders. 



Host 

So, tell me, how does this work? 

Anshul 

So Radha, the basis of Wizikey is its position to be like a Salesforce, or Google AdWords for a PR 

professional sitting in a company, right? So, let's say if Radha heads up corporate communication for 

Wipro, Infosys, kind of a company, right? We did at least 50 customer research to understand what 

are the problems that Radha as a marketing corp comm professional has to go through, right. And 

before we started a single line of code, we first tried to bucket these problems. So ultimately, they 

were three problems that Radha had, right. So, first problem was the entire strategy to understand 

what should a brand do, that is very, very difficult for Radha to figure out on a real time basis on to 

the next month. So most of these strategy was driven by gut, right. Radha, it was extremely difficult 

to keep track of what's happening and competition space, what's happening in the industry, 

landscapes, etc etc right. We wanted to solve that we think we have solved that. The second thing is, 

once you have figured out the narrative, which is the strategy part, then reaching out to the right, 

journalists, right, and what we figured out most of the professional’s, PR professionals in companies, 

they were either reaching out to handful of shortlisted 10, 15, 20 max, right or they were leaving the 

entire thing to an intermediary that they had, it could be a freelancer, could be agency, it could be a 

freelancer could be anybody. Right. Which is where we figured this is also very, very interesting 

problem that who is the right media press folk to reach out to? Right, okay. And the third thing, 

which I think is something which I jumped on my seat when I heard a customer, telling me is why is 

entire PR like a black box. Why don't I know what's happening? Right? Why we have to call why do I 

have to wait for next morning to know, who did we reach out to? Why don't they get the journalist 

list? So, when I was hearing all these interviews, when I was doing all these interviews, I figured out, 

transparency is extremely critical. And when you're building something which stands for trust, I think 

transparency is one step towards trust, right? So, the challenge that I threw to my product team and 

tech team, you have to do the entire job, from pitching to journalist engagement to journalist 

reporting, everything has to be inclusive, right, everybody, whether it's a one-year PR professional, 

sitting at an agency or an intermediary that you've hired or whether its Radha, whether the CEO, 

everybody should be looking collaboratively as compared to inbox right. These three problems is 

something which we have been nailing for the last 15 months. We are still on the journey of building 

ourselves, but that's what we wanted to solve. 

Host 

It was pleasure talking to you. Thanks for your time. 

 

 


