
 

Radha   

Welcome to Mrigashira - a podcast that communicates with communicators. It is brought to you in 

association with Digitales. I am Radha Radhakrishnan, let's begin.  

 

The book she co-authors – What’s Your Story – an essential business storytelling handbook became a 

bestseller within days of its launch. Anjana Menon, co author of the book and founder of Content Pixies, 

guides global companies on content strategy. She is a consultant to CEOs and policymakers, a 

speaker at global conferences, and a columnist. She worked for Bloomberg News in financial centers 

across two continents managed an anchored or national TV channel, and is a founder editor of mint. 

We speak to her about her book, and content listening.  

 

Hi, and welcome to Mrigashira. It's so great to have you again. And congratulations on your book 

launch. What made you write this book? 

 

Anjana   

Thanks so much Radha for having me. It's wonderful speaking to you again. And I think the main 

reason that we wrote the book is because as you know, we've been in journalism, we've been in 

content strategy and communications between the three of us. And so in some ways, we've had a 

ringside view of it all. And one of the things that we felt was that people do struggle a lot to get the 

basics right. Now, whether you are a journalist, whether you're in corporate communications, or 

whether you're looking at strategy for your company, once you get the basics, right, it acts as a building 

block. So the constant learning that you have to do in your career to stay relevant, a lot of the scope of 

the book is something that cater to you, whether you're a journalist, whether you are a communications 

professional, or you are in the marketing department, because it's quite wide.  

 

As you know, the book is divided into three portions, there is a portion which tells you what the 

elements of storytelling, it tells you then, in a second part, what the channels of storytelling. And the 

third part helps you put it all together. So I think it's a book is a result of A- our own experiences and the 

struggles that we've seen in others, with storytelling, and everyone has a story inside them. And 

everyone is an innate storyteller. But I think to be able to articulate that, and to be able to do it in a way 

in which they stand out from the clutter is where most of them struggle. And the book kind of takes you 

through all the paces, and helps you overcome that struggle. Also, more, more importantly, in, you 

know, we're living in a very unforgiving age, if you make a mistake, a communications mistake, it more 

or less lives on forever, in the digital medium, we've already seen that recently, there was a hashtag 

was trending about Myntra saying, you know, boycott Myntra, because it was based on a Twitter post 

that people perceive to be, you know, anti Hindu. But the truth is, the post is not recent at all, that post 

goes back several years, but it was revived found a new life, and it's come back to bite the company. 

So um, you know, the book, for example, tells you what works and what doesn't, and how you should 

avoid these kinds of gaps and mistakes, how you should be sensitive to the cultural environment, that 

you're in the social political environment that you're in. And when these mistakes stay, and they 

reappear, then, of course, there is a cost to it. It does cost the company its image, it costs the agency 

that created the work business. So it's not really a win win situation when it comes to storytelling, 

 



Radha   

How did you go about the whole process of writing, because it can be quite a tedious and rigorous and 

a discipline? 

 

Anjana   

So I'd say that the path where, you know, we are all journalists, both me and my co authors, all three of 

us at one point in time worked for Bloomberg News in Europe. And that was a really hyper disciplined 

environment in which there was no room for error virtually you have to think on your feet and you had a 

very impatient audience and a very demanding audience at the end, which is the financial community. 

So that taught us a lot of discipline in our early days. It taught us the importance of writing accurately 

the importance of researching facts, which all of which was really useful in writing this book. And 

because we experienced that kind of discipline in, in what I'd say, is a fairly early stages of our career. 

It's something that stayed with us. And the way I personally approach the book is that I set myself a 

deadline every day saying, Well, I'm going to do X number of words today around the right section, or a 

chapter or half a chapter. And of course, I mean, you know, we're all human, there'll be days when you 

kind of get out of bed and you think, no, I really can't bring myself to write, write today. And Gosh, I 

have writer's block, or I'm turning out stuff, you know, copy, which isn't great. But what I think, 

personally helped me stay the course was to just get up and write, because writing is something that 

can be revised, you could go back another day, look at your writing and say, hey, there's a better way 

to do it and rewrite it. And there are times when I did that with some of the chapters that I wrote, where I 

went back and said, Gosh, did I really write this? You know, I'm sure there's a better way to write it, and 

I got down to fixing it. So the way to get to the end of the journey of book writing is to get up every day, 

right every day, you know, write a certain amount every week. And every month, and then, you know, 

give yourself a reasonable deadline, to finish the book. And stick to the idea of the book that you had,  

 

Radha   

How much should a brand talk? And are we in an information overload game? 

 

Anjana   

Well, yes, of course, it's definitely the information overload game going on. And my personal opinion is 

that the biggest reason for that is FOMO, or fear of missing out because brands think that if they're not 

at every single platform making noise, they're doing something wrong, actually, it's quite the opposite. 

You should be only on platforms where your audiences, so you have to talk to your audience. And there 

is a chapter on this in the book about how to stick to your target audience and stick to those platforms 

where your target audience is seeking you out or seeking out your services and brands, which, which is 

similar. This is just to give you, you know, an example, I do get clients often will come and say, can you 

create a strategy for us to be on all platforms? And the short answer to that is No. Because that's 

probably not the best strategy. So for example, if you are, you know, an industrial maker of industrial 

goods, there's really a very, very slim chance that your audience is sitting on Instagram, or Facebook, 

but your audience is likely sitting on LinkedIn, your audience is probably there, in attending special 

events, in newsletters, in trade journals and magazines. And that's really where you should be 

spending your marketing budget. If you know sounds great. And to an extent it sounds sexy to say, Oh, 

you know, we've, we're on like every social media platform. But the truth is, you don't need to be on 

every social media platform, what you need to do is be where your audiences and engage with them 



consistently. And to the best of your ability, give them the information that they need in a way that is 

clear and concise. Because people also don't have so much time, we're living in a world of instant 

information, to try to find a way to condense your information and put it put the process in place. And 

the book does have a lot of chapters, which will help you do that 

 

Radha   

In a way it is a case of herd mentality, right? 

 

Anjana   

Yeah, it's the same as the stock markets, right? When the market starts going up, everyone gets 

excited, and they want to get in because they think, oh, gosh, I'm going to miss out. I'm not going to 

make money. But the same thing happens when the market starts to bleed. And I say this from years of 

being a business journalist, and having covered markets. It falls because of herd instinct. And it, you 

know, goes up because of herd instinct in many cases, because you're just following the leader or a 

bunch of leaders. But the truth is, they've gone in at a different point than you and so your realities are 

somewhat different from their reality. So I think to an extent, content works on the same principle, 

what's good for someone else may not necessarily be good for you. And so stick to what works for you, 

what you know what you're comfortable with, and try and build your trust. You know, in to try and build 

the trust of the audience in you in that particular medium. 

 

Radha   

I'm just wondering, considering what we were discussing right now in terms of both FOMO and herd 

mentality, doesn't it make it even more difficult that, you know, the story that one is telling actually 

needs to stand out. 

 

Mrigashira Podcast   

So one of the things that I've noticed is that companies still engage a lot with traditional advertising 

agency, but the way content is consumed has changed because people want content, which is more 

authentic from other people like them, stuff which is more believable, because it's just the girl next door 

or the boy next door. And that's your average influencer today. And that kind of specialized storytelling 

is really more of content marketing, content, strategy space. And some of the companies do 

storytelling, which does, you know, does feel authentic. And there are some companies that struggle 

with it. Mostly, I think companies fail to find brand ambassadors or storytellers within organizations. You 

know, often, oftentimes, companies are not looking deep enough for storytellers within the organization, 

I'm sure there are a lot of companies who have very shy office workers by day for social media animals 

by night.  

 

So companies pay enough attention to the resources that they have. Because at the end of the day, the 

most compelling message about an organization has to come from its people. And we've got a whole 

chapter in the book on this tells you about how people relate to each other, and how you can build 

stories around people, people within your organization tells you about how people relate to each other, 

and how you can build stories around people, people within your organization that will help carry 

forward a message of your organization, make the mission of your organization, you know, clear 

through the messaging, and where you can actually breathe life into your storytelling. By using people 



across the board. It doesn't matter whether that's the CXO level, or whether it is a middle level manager 

or even an intern that's just joined, join the company. But the problem is that not a lot of brands are 

making that transition successfully. And they still tend to go towards traditional advertising agencies 

who do serve a purpose, but they don't really fit in that well into this space, the way content is now 

consumed in a constant, constantly changing Insta world.  

 

Radha   

Building thing have made that transition very well and you know, have gone into a mature mode in that 

sense. Which of those brands, maybe?  

 

Anjana   

You know, of course, I think biggest the biggest best example in the world is Red Bull, the drinks 

company, which in some ways is now more of a media company. And the whole thing that they did 

many years ago of putting a person, you know, on a plane and dropping them from the stratosphere 

and filming it, that got them millions of views. And it had such an exponential effect on their branding 

and their presence that for me, that's like the Holy Grail. The classic turning point where companies 

started thinking very differently about storytelling and relatable storytelling. So I would say that Red Bull 

probably pulls it off really well. And they started they were the first to start and they've constantly been 

building on that start and I would say their head and shoulders above the rest. But there are a lot of 

other brands who are responsive, who sort of you know, tackle difficult situations with humor. One of 

the lovely examples that we have in the book is about KFC and how it countered all this negative 

perception that had built up because they weren't getting enough supplies of chicken now you know at 

the end of the day you are Kentucky Fried Chicken customers turn up to buy fried chicken and eat 

chicken at your outlets and what happens when you sort of have a supply problem? So in I think it was 

this was in the US, UK and Ireland they plaster their buckets with F two With ck person, it kind of 

diffused the situation. And they've got a lot of traction on social media. But if you were to look at brands 

in, say, India, one of my all time favorites is Amul, it's, it's a brand that we all grew up with. And it's a 

brand that has stood the test of time, you know, when it comes to their messaging and their storytelling, 

and we are all images iconic. It's it's outlived all forms of communication that have, you know, that that's 

sort of come in and gone and been popular and not popular Amul is really up there when it comes to 

brilliant messaging that cuts through the clutter and is memorable and is memorable pretty much every 

single day.  

 

Radha   

So if I were to ask you about that book, and what one can expect, post reading that book? Would it be 

fair to say it will also in some ways, explain how to? Or is it something that is more from the point of 

view of like a case study or different kind of brands and experiences and storytelling format? 

Somewhere evaluating and seeing what's more than what what was also? What kind of genre would 

that be? 

 

Anjana   

So definitely there is ‘how to’ part in the book, which is, which is really there to walk the book. And in 

the first part, we talk about various elements of storytelling, which teaches you how to get the 

fundamentals right, because there is really no point in writing a book, saying, Well, here are the multiple 



channels of storytelling without helping people get the basics right on how to tell that story. Because 

there there is a definite structure to storytelling, there is a method, there is a better way to do it. And 

that's what the book tells you whether it's a whole bunch of, you know, catchy headlines, which you 

could use in a press release as much as you can use it in an email. And how do you, for example, 

structure, a story or a presentation that gives a bird's eye view? How do you use data, which is 

believable? It's fairly irrefutable to drive home the point about your story, how do you make sure that 

you don't use so much of jargon, that the message is completely lost, and that you start to actually 

believe that jargon is good, and it improves your communication, it tells you why it actually fractures 

your communication, and why you should get rid of it. And what's the better way to do it. Also, 

importantly, the book has exercises at the end of each chapter. So you could go in and choose the 

chapter that you want, want to understand or an element or channel that you want to understand better. 

And then you can have these exercises where you can figure out what you really learned. And you 

know, what is the approach you should have? It also tells you how to do your storytelling better using 

things that are around you with you spoke a little earlier about people, using people, whether it's 

business leaders, whether it is the attitude of your employees towards customers, using everyday 

stories about these people around people to amplify your message. There's also a whole section which 

talks about how media works, oftentimes, communications departments, you know, especially those 

who are starting out, fail to understand exactly what a newsroom structure is, and how it's not good 

enough to know, just one reporter in a newsroom, and expect that it doesn't matter what beat the 

reporter is, the story will get carried or, you know, how do you sort of make the life of the newsroom 

easier if you're a company? What are the ways to approach it? It also tells the average reader who's 

curious about communication and content, the reality of things that people should think a little more 

deeply about, but don't for example, sponsored content. You know, what's an advertorial? What's an 

editorial? What are you really trying to do with your message? Is it possible to have really high quality 

sponsored content? Well, the answer is yes, it is because New York Times does it and it does pretty 

well. So the scope of the book, we would say is really wide. It's almost like I mean, I would position this 

of course selfishly because it is a book that we have written, but it is really a book that takes you 

through all aspects of storytelling and it covers all the basics for you, whether it is the elements of 

storytelling, the channels of storytelling, and even the future of storytelling, you know, what should you 

be prepared for, whereas storytelling drifting because storytelling is also shifting. So it is as much for 

someone who's in the early stages, and the middle stages, as well, as someone who is seasoned and 

senior, and is worried about how they're going to protect storytelling in the future. And, you know, we've 

got some chapters on crisis communications, because every company at some point in its life, will have 

to deal with their crisis. 

 

Radha   

Absolutely, absolutely unvisited by guests, they have to deal more with crises and issues than ever 

before, because of social media, and also, organizations wanting to go to the kind of marketing that 

they do. Right. So I guess that's a, that's a very important point. And, you know, you are also, you 

know, during during this conversation, you were also sort of talking about two parts to the book, right? I 

mean, how to, and also in terms of, what are some of the things that one can do, or one, you know, in 

terms of brands, per se, and, and, like a narrative or like a case study kind of a thing, right? Now, he 

says something, you know, I mean, I'm just trying to understand, is this something that is somewhere in 

between, because usually books are either like a to do kind of a thing, or it's a summation of one's 



experience around, you know, their work or, or their area of interest? So is it somewhere in between? 

How does one explain the book? 

 

Anjana   

So I don't think it's an in between book because it's got these three distinct portions, and, you know, the 

tools, techniques, how to deploy them, how to bring it all together, and so on. But it's really a very 

comprehensive book. And it's probably the only book of its kind out there right now. What we've also 

done is we've picked a lot of everyday examples and case studies in the book, right, which make it very 

easy for the reader to understand what companies and brands have done right, and what they've done 

wrong, and how these mistakes can be avoided, or how the good lessons can be learned. And you 

know, how they can apply those lessons to their own storytelling. So that could be you know, something 

as simple as a cultural difference. There's an example that we use in the book, which is the Electrolux 

example where Electrolux ran a campaign in the UK saying Nothing Sucks Like Electrolux. Now, that's 

a great campaign in the UK, but try using that in the US. And it would mean something completely 

different people would run away from the brand, right? So we've used interesting examples of people 

can relate to, you know, funny examples, examples, which, you know, we call the facepalm examples 

as well. One of the other points that I would like to make is that we have used a lot of women examples 

in the book, you know, women leaders, women, women who built these great businesses and brands 

for themselves, because all three of us are of, obviously women writers. And what we've experienced is 

as women, leaders and executives, you do have to shout a little more to get heard. And so this was our 

way of saying, you know, here's a shout out to all those women who've made it. And we've put a lot of 

thought into this, and used a lot of women as examples to showcase. This is how they've built brands, 

and they've got their messaging, right.  

 

Radha   

Thanks a lot Anjana, thanks for your time. It was great chatting with you. Once again, I do hope that we 

will have you on on Mrigashira. Once again, when you launch your second book, you know when that 

becomes a talking point for us, because by then, this book would have become a bestseller. We will 

probably be celebrating the first books success and second books launch.  

 

Anjana   

Thanks Radha, thank you so much for your time and for giving me an opportunity to talk about the 

book. It's been an absolute pleasure.  

 

Radha   

Hope you enjoy listening to Mrigashira a podcast for communication folks. Do share your suggestions 

and feedback on Mrigashira Digitale's dot co.io and have a great week ahead. Do not forget to tune in 

next week. Adios!  

 


