
Host 

Hi, Rahul, thank you for making the time to talk to us on Mrigashira. 

Rahul Sharma 

Thank you so much. Charu, really looking forward to interacting with you on this subject. 

Host 

You had a very interesting journey being a journalist yourself and doing whole lot of things and then 

making a career in public policy. So, my first question to you is, with the communication landscape 

becoming increasingly complex, and dialogue and public policy, you know, issues are generating 

much wider interest. Do you think government affairs and corporate communication requires far 

greater collaboration within organizations today? 

Rahul Sharma 

Absolutely Charu, I think that over the last decade, with the explosion in the platforms that provide 

information to citizens, as well as strive dialogue on host of issues, any organization today needs to 

look at multi stakeholder engagement, being at the core of it's not just corporate reputation, but 

also its issues surrounding public policy and that's something that has changed and today there quite 

a few organizations who understand the importance of it, earlier most of the government relations 

functions typically would be driving the issues on policy, and most of it was behind closed doors. But 

one big change that we have seen is that over the years, the government has also become much 

more open in its conversation. And today, because those issues are being discussed at various 

forums, you cannot have, approach or a program, where what you're communicating externally to 

wider audiences is different, because they are also interested in knowing your position on those 

issues. So, in that sense, the government relations, as well as the corporate communications 

department need to work much more closely together than ever before now than ever before. 

Host 

Right and while this was true even earlier, but especially now, organizations which continue to work 

in silos, they really are not going to be able to work in a more efficient and a more effective way. So, 

yes, completely makes sense. As an industry, we've been talking about integrated communications 

for the last few years and as we continue to battle with the uncertainties around us somewhere we 

need to sit up and question the ways of working. So, you know, my question to you is that as the 

lines blur between PR and advocacy, how can organizations build an integrated approach, merging 

both traditional and modern ways of both policy advocacy and building corporate reputation? 

Rahul Sharma 

You know, Charu it's, something which in a recent conversation with a client, that I was having the 

field of public affairs and advocacy, and one of the things that we were talking about was that how 

today even, is the engagements with those, you know, in the policy making arena, are driven a lot 

more by knowledge and insights than it was earlier. How do you build that closer collaboration 

between the two units, it largely meets right from the beginning, where you're, you're identifying 

the priorities for a business both from a business standpoint, reputation standpoint, as well as a 

policy standpoint, because all these three positions are inter-linked and let me add that in addition, 

if you're a multinational corporation, which is operating in multiple geographies, you cannot have 

positions which are a position A in one geography and a diametrically opposite position in geography 

B. So how do you ensure that your organization is being seen as authentic and credible is only 



through a closer collaboration? How can you build that is by is developing plans, and also making 

sure that both the departments are in sync with developments? So, for instance, when you're 

looking at any change, there are pathways to process pathways to a particular change.  

So now when you're moving from, if your stated goal then there will be a process pathway and as 

part of that process pathway, see where the government relations team can drive and where the 

corporate communication teams can supplement the narrative. Now, there are two important things 

which are, which are necessary for this. The first is that today, there is an information overload, you 

have, it's not just about what you understand from the meetings that person may have with 1,2,3,4 

stakeholders, but it's also about what is the position of various people. So, there is an information, 

there are viewpoints, and the ability to decode that information in viewpoint. And one of the most 

important determinants is that you're not just when you're looking at any information analysis, 

you're not just looking at what is the popular view, because sometimes when we often see 

narratives on media or on social media, they may be heavily skewed in one, direction and therefore, 

if you're only not digging deep enough, you will not get the other point of view. So therefore, that 

becomes a very, very important part. The other part of this closer collaboration is an understanding 

that both side needs to develop. So, for instance, when you're looking at, at communications, I think 

the understanding of policies and regulations, because if you don't understand policies and 

regulations, how will you be able to communicate that to the wider audiences, and some of it is not 

just the top level, you know, developments, but actually going through some of those regulations in 

detail and thinking about how does it impact the business and for the government relations, the you 

know, aspect to look at, what is it? How can I use some of those, you know, narratives as well as, 

how can I communicate more effectively because let me tell you, even if we look at the government 

of, governments across the world, they understand the importance, communication calls for public 

policies, so in that sense those are the some of the prerequisites I would say of building building a 

closer collaboration between the two departments, towards the objectives of the organization. 

Host 

Very well said, and this has always been a big challenge understanding the policies, if we, as 

practitioners do not, make an effort to sink our teeth deeper into the policies and understand that, 

we will just be talking on superficial level, you very interestingly talked about knowledge and 

insights, and I'm really glad you made that point, because somewhere, I feel India still needs to catch 

up when it comes to building campaign architects, which are completely backed by data and so, 

what can we do to change that? 

Rahul Sharma 

Absolutely Charu, when I look at the public affairs space in the last 10 years, there has been some 

significant changes and part of it is that you see a far more, greater share of, not just the companies, 

but also say the think tanks, which are working in the area, as well as I think the news and you know, 

some of the new age digital platforms are also driving far deeper discourse. So, how do you build 

that knowledge and insight, I think it requires both, one is that there is a, there is the, you know, 

there is the need of the specialist, you know, who have the understanding in public policy, in law, in 

fields such as economics, because or even aspects such as the, we were talking about, you know, 

behavioral sciences. So, I think understanding of these, these domains is something that is beneficial 

because that's the foundation on which you're going to do communication. And then the second 

part is, as you rightly pointed out that there is a need for even the senior professionals in the 

communications space to invest in understanding and building that knowledge. Because a lot, it has 

become very complex. So, if you look at the kind of discourse that is happening today you have to 



read and read and read, and that will be the big demand, because otherwise, as senior professionals, 

how will you mentor the younger professionals, and on the government relations side it is to 

understand, again, what is the discourse that is happening at different platforms. And I just want to 

add one more point that somewhere, it's important that when you're looking at any campaign, so in 

that sense, that campaign approach is perhaps needed more for any organization today, whether 

you're a government organization, or your private sector organization, or you're a multinational, or 

you're a non-profit, and what's very important in all of this is authentic communication, because let's 

not, let's not forget that each stakeholder has a role, role in that in that process, and that 

stakeholder has to be, you have to find that credible and authentic a partner, so, for example, an 

organization cannot be a think tank, because it is not, it is not the if it tries to be the think tank, it is 

not the it is not authentic, right, a think tank has a separate So, in that sense, you know, being 

authentic and credible. And I think, you know, even Charu to your point, that knowledge, I think 

even governments recognize it, which is why if you see that they are looking at ideas and knowledge 

and an evidence from different stakeholders towards the point that they, make. So, I would say that 

the dialog is definitely becoming richer and it will become more, you will need more knowledge and 

insights, because that's the only way it can create public policies that are for the larger good, and for 

the larger number of people. So absolutely necessary. 

Host 

Yeah, of course, that will build authenticity, we need to move away from causation towards 

evidence-based certainly. So, my one last question to you, how would you guide today's 

communicators to upskill, to design strategies and campaigns to reflect the changing expectations of 

stakeholders? 

Rahul Sharma 

So, I would say three things. The first is read while I started as a journalist, and you started as a 

communications professional, it was almost reel down that we would have to read the top, you 

know, dailies, like from in, like, from front to end. So, I think today, while there are digital platforms, 

and you know, like, I think both of us consume, information via social media platforms, but I would 

say still when you read, you know, whether you read an e-paper, whether you read a physical form 

of the paper, or you subscribe to specialize sectoral magazines, because some of those sectoral 

magazines and platforms offer a lot of information, that's very necessary. And that's also necessary 

because that gives a, when a when a publication or digital platform, places something on its front 

page there is a reason and a rationale for that becoming the headline because it's that important, I 

think somewhere when consumes information on social media the importance that we would talk 

about that why something makes for the front page and why something is inside or the opinions and 

all of that. So, I think reading is absolute, absolute essential. The second thing is, I think also 

understanding the communications landscape. So, there are different platforms which are available.  

So, for instance, today if I have to put my point of view forward, do I look at, would a Business Daily 

or general newspaper or a digital platform or a sectoral magazine, within that, what would be the 

right combination, because the universe has expanded. So therefore, what would be the most 

suitable platform for that and including some of the other avenues. And the third thing is, I think 

picking up if there are one or two areas, which are of interest to the younger professionals, then 

picking up and developing one or two areas and developing a very strong understanding of that, 

sector is something that will hold them in good stead as they move along. 

Host 



There never was and never can be any substitute for reading and especially now, like what you said, 

information overload, we still unfortunately, have to read far more. The day of specializations are 

somewhere, you know, the lines are blurred again, you need to still try and be king of all trades 

actually not even jack of all trades.  

Rahul Sharma 

Yeah, you need specialization, but you also need a very strong ability to connect the dots because 

otherwise, and that's where I think communicators, those who have a strong, you know, agent 

communication, you know, can play, you know, play a very meaningful role. So, I would say, yes, you 

need special and I think that's what, you know, the blurring of lines has moved from you need to be 

a specialist, but you also need to be able to take that message to a wider audience where, where 

needed. 

Host 

Public policy is a very exciting place and for us communicators to be able to marry communications 

with policy is even more exciting, and that's what the future is and thank you so much Rahul for 

talking to us and sharing some of your learnings.  

Rahul Sharma 

Thank you so much Charu. It was wonderful talking to you. 

 


