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By searching the title, publisher, or authors of guide you in point of fact want, you can discover them rapidly. In the house, workplace,
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Pandey Piyush Pandeymonium, it is very simple then, since currently we extend the partner to buy and make bargains to download
and install Advertising Pandey Piyush Pandeymonium so simple!
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PANDEYMONIUM
PIYUSH PANDEY ON ADVERTISING
PANDEYMONIUM
Penguin UK What makes Piyush Pandey an extraordinary advertising man, friend, partner and leader of men? How does he manage to
exude childlike enthusiasm, and bring such deep commitment to his work? You’ve seen most of the things that Piyush Pandey has
seen in his life. You’ve seen cobblers, carpenters, cricketers, trains, villages, towns and cities. What makes Piyush diﬀerent is the
perspective from which he views the same things you’ve seen, his ability to store all that he sees into some recesses of his brain and
then retrieve them at short notice when he needs to. That ability combined with his love, passion and understanding of advertising
and of consumers make him the master storyteller that he is. In Pandeymonium, Piyush talks about his inﬂuences, right from his
childhood in Jaipur and being a Ranji cricketer, to his philosophy, failures and lessons in advertising in particular and life in general.
Lucid, inspiring and unputdownable, this memoir gives you an inside peek into the mind and creative genius of the man who deﬁnes
advertising in India.
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WE ARE LIKE THAT ONLY
UNDERSTANDING THE LOGIC OF CONSUMER INDIA
Penguin Books India Taking cues from economics, demography, history, culture, philosophy and good old common sense, Rama
Bijapurkar makes sense of the complex and inscrutable Indian market-the many Consumer Indias, their diverse and schizophrenic
consumer behaviour and the way to make your company's fortune in this billion-plus market. Irreverent and insightful, this book
answers the questions to twelve key facets of Consumer India. Bijapurkar explains why the Indian consumer market is 'like that only',
why it will not change in a hurry, and what it takes to develop a winning 'made for India' business strategy. 'Rama has developed a
very strong case for learning about India on its own terms before investing. This book is a critical read for anyone considering building
a large presence for themselves in India.'-From the Foreword by C. K. Prahalad, author of The Fortune at the Bottom of the Pyramid

30 SECOND THRILLERS
Bloomsbury Publishing The book will be a landmark in itself because it will be the ﬁrst to cover behind the scenes of every loved ad,
right from the Doordarshan days to today's YouTube; right from 'Chal meri luna' to 'Airtel smartphone ads'. It will cover interviews of
creative heads and directors of all generations, right from vintage to new age. Author has handpicked each ad based on their
popularity among viewers and met its creators and talked to them about the entire process. He had left out the marketing jargons and
advertising sham, and just weaved stories using wonderful stories. The book will feature legendary ad-creators like Alyque Padamsee,
Piyush Pandey, Prahlad Kakkar, R Balki, Prasoon Joshi, Prasoon Pandey, Agnello Dias, KS Chakravarty, Prakash Varma, Nitesh Tiwari,
Preeti Nair, Ram Madhvani, Kailash Surendranath, Amit Sharma, Ashish Khajanji, Parshuraman, AG Krishnamurthy, Shantanu Sheorey
and many more. One unique aspect about this book is the coming together of virtually the entire ad industry.

CHUP
BREAKING THE SILENCE ABOUT INDIA'S WOMEN
Juggernaut Books

STORM THE NORM
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UNTOLD STORIES OF 20 BRANDS THAT DID IT BEST
Rupa Publications India Storm the Norm is a ﬁrst-of-its-kind collection of contemporary stories of truly inspiring businesses and brands
from India that either wrote or rewrote the norms of their respective industries and brought in unprecedented change and vibrancy.
This book features twenty such stories from an exciting mix of categories - telecommunications (Idea), foods and beverages (Sprite,
Tata Tea, Kissan, Kurkure), personal care (Fiama Di Wills, Sensodyne), automobiles (Honda Motors, Ford and Mahindra), ﬁnancial
services (Axis Bank), entertainment (PVR), travel (MakeMyTrip) and media (The Times of India). Some of these are brands that have
come from nowhere and created new categories, some have challenged the hegemony of long-standing leaders, and some are
decades-old brands which have continuously reinvented themselves to stay on top. Drawing from her rich experience with brands in
India, Anisha Motwani has created a powerful package of inspiration and methodology. With a Foreword by insights specialist Santosh
Desai and an Afterword by innovation specialist Ranjan Malik, Storm the Norm will leave you altered. This book is replete with crucial
untold secrets of businesses that made all the diﬀerence.

NAWABS, NUDES, NOODLES
INDIA THROUGH 50 YEARS OF ADVERTISING
Pan Macmillan This is as much the story of Indian advertising as it is about India. Ad veteran Ambi Parameswaran looks at how
advertising has evolved, reﬂecting the country's culture, politics and economy in the last ﬁfty years. From sartorial taste and food
habits to marriage and old age, music and language to celebrities and censorship, Ambi examines over a hundred ads to study how
the Indian consumer has changed in the past ﬁve decades and how advertising and society have shaped each other. Combining
anecdote and analyses to give us a slice of modern history, Ambi evaluates the relationship between aﬄuence, aspiration and desire
in India. Exploring trends and impacts, he covers the ads that captured the imagination of the entire country. From 'Only Vimal' and
'Jai Jawan Jai Kisan' to 'Jo biwi se kare pyaar' and the controversial Tuﬀs shoes campaign, the book is a memorable journey through
brands, consumers and the world of advertising.

THE UNPUBLISHED DAVID OGILVY
Proﬁle Books First collected by his devoted family and colleagues as a 75th birthday present, The Unpublished David Ogilvy collects a
career's worth of public and private communications - memos, letters, speeches, notes and interviews - from the 'Father of
Advertising' and founder of Ogilvy & Mather. Still ﬁzzing with energy and freshness more than 25 years after it was ﬁrst published, its
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success outside the private circle of friends and colleagues it was created for was, in the words of one of its editors: 'because so often
he spoke out on important matters long before the crowd caught up to him; because all of what he says, he says so well; because so
little of what he says in the book had ever before appeared in print'. It includes The Theory and Practice of Selling the AGA Cooker,
described by Fortune magazine as 'the ﬁnest sales instruction manual ever written', and an interview in which he makes disclosures
that even long-standing associates had never heard before. This is a business book unlike any other: a straightforward and incisive
look at subjects such as salesmanship, management and creativity, presented in his trademark crisp prose. Whether carefully
prepared for a lecture or as a private joke to a friend, his writing always underlines the importance of the rule, 'it pays an agency to be
imaginative and unorthodox'.

THE ADVERTISING CONCEPT BOOK
THINK NOW, DESIGN LATER : A COMPLETE GUIDE TO CREATIVE IDEAS, STRATEGIES AND CAMPAIGNS
Now thoroughly revised and updated, this systematically presented coursebook tells you everything you need to know about
advertising, from how to write copy and choose a typeface, to how agencies work and the diﬀerent strategies used for print, TV or
cinema and other media, including interactive. Exercises throughout help the reader judge their own work and that of others. By
getting to the heart of the creative process in a way that other guides dont, the book can help anyone produce better advertising. This
new edition features a thoroughly revised and updated chapter on interactive advertising, with new exercises and some thirty new
illustrations. 'Invaluable' Creative Review 'Enormously encouraging, practical and entertaining. If this book could stand in front of a
class (of creative students) and talk, I'd be out of a job.' Tony Cullingham, Course Director, The Watford Creative Advertising Course,
West Herts College

WHEN I WAS 25
THE LEADERS LOOK BACK
Random House India Adi Godrej • Shashi Tharoor • Rajdeep Sardesai K.P. Singh • Zia Mody • Dimple Kapadia • Jay Panda P.
Chidambaram • Kalpana Morparia • Sadhguru Sandeep Khosla • Uday Shankar • Vikram Talwar What do you dream about when you
envisage your future? In When I Was 25, Shaili Chopra traces the youth of eminent personalities like Adi Godrej, K.P. Singh, P.
Chidambaram and Dimple Kapadia. These successful people open up about the challenges they faced and the choices they made to
reach where they are today. They also part with invaluable advice to the young, based on what they have learned in their careers.
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Honest and refreshing, this book will inspire you and point you to the path of greater glory.

OPEN HOUSE WITH PIYUSH PANDEY
Penguin Random House India Private Limited In Open House, Piyush Pandey takes the readers on a journey into his mind-his work,
thoughts and experiences. He answers questions posed to him by people over the decades. Serious questions, incisive questions and
frivolous questions. Is advertising a good career option? Should ad agencies work for political parties? Why does Ogilvy work for the
BJP? Should citizens take the law into their own hands if they don't like the advertising? Is Ogilvy a lala company? What is the future of
advertising? Is Piyush Pandey too old to be in this business? Honest, irreverent and informative, this is a roller-coaster ride with Piyush
Pandey and Anant Rangaswami who has skilfully curated the book. With its practical wisdom and deep insights, Open House will both
entertain and enlighten you.

THE INDIAN MEDIA BUSINESS
SAGE Publications Pvt. Limited With Its Many Unusual Insights And Comprehensive Coverage, This Unique Book Will Attract A Wide
Readership. Besides Students Of Mass Communication, Media Business And Advertising, It Will Be Of Equal Interest To Analysts, Media
Professionals, Investment Bankers, Advertising And Pr Professionals, And Anyone Interested In India`S Vibrant Media Industry.

OGILVY ON ADVERTISING
Vintage A candid and indispensable primer on all aspects of advertising from the man Time has called "the most sought after wizard in
the business." Told with brutal candor and prodigal generosity, David Ogilvy reveals: • How to get a job in advertising • How to choose
an agency for your product • The secrets behind advertising that works • How to write successful copy—and get people to read it •
Eighteen miracles of research • What advertising can do for charities And much, much more.

SWAMI VIVEKANANDA
A CONTEMPORARY READER
Routledge Swami Vivekananda (1863–1902) popularised Vedanta in the West and reformed Hinduism in India. He also inspired the
mass movement that made India a modern nation. In showcasing his life and work, this Reader balances the two main aspects of his
life: the religious and the secular, the spiritual and the practical, the devotional and the rational. Included here are the most signiﬁcant
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and representative texts from every major genre and phase — selections from his speeches, essays, letters, poems, translations,
conversations, and interviews — arranged for easy reading and reference. With a scholarly Introduction highlighting his contemporary
relevance, separate section introductions and a detailed biographical Chronology, this volume provides a rare insight into one of
India’s greatest minds. This volume will interest scholars and students of modern Indian history, religion, literature, and philosophy as
well as general readers.

THROUGH THE EYES OF A CINEMATOGRAPHER
A BIOGRAPHY OF SOUMENDU ROY
HarperCollins Soumendu Roy today is widely known for his long association with Satyajit Ray. He was Ray's cinematographer for a
generation of ﬁlms that is celebrated the world around even now. Witness to a great genius, Roy also carved a niche for himself in his
own right, working with other stalwarts of Bengali cinema like Tapan Sinha and Buddhadeb Dasgupta, among others. Through the
Eyes of a Cinematographer is the behind-the-scenes story of one of the ﬁnest cameramen India has known, his childhood experiences,
his love of the 'moving picture', the many intricacies of ﬁlm-making, and the painstaking toil and unexpected turn of luck that are
required in equal measure to succeed. This book is a must-read for all ﬁlm aﬁcionados.

FROM RED TO BLACK
A BUSINESS TURNAROUND
Roll Up Your Sleeves & Fix the Problem! ABC Hurricane Shutters, a Florida-based company, was on the verge of Chapter 11
bankruptcy, having recorded losses in each of the preceding three years. In From Red to Black: A Business Turnaround, Robert S.
Curry shares his thought process, action steps, and proﬁt improvement recommendations throughout his turnaround engagement at
the shutter company. After Bob's ﬁrst meeting with the owner, he developed a detailed plan for recovery and was engaged the next
day. Within four months, the company had made a complete turnaround with nearly every "must-do" completed. Thanks to Bob's
eﬀorts, ABC was well on its way to becoming the most proﬁtable hurricane shutter company in Florida. While every business in
distress is unique, Bob's philosophy is that everyone in the company has to roll up their sleeves and work hard to ﬁx the problems or
ﬁnd a new place to work. Eﬀective communication is paramount. He begins every engagement by listening and says of this particular
business turnaround, "I spent the ﬁrst two weeks listening to managers and staﬀ, all of whom had a perception of what was wrong
with the company. My father told me a long time ago, 'God gave you two ears and one mouth, so listen, and you will learn!' And so
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that's what I did-and always do." The takeaway lessons in this illustrative story are sure to spark your ideas on how to turn a troubled
company around and help you take proactive steps toward ﬁnancial stability and proﬁt. As Bob always says, there is no substitute for
a strong leader to make a company proﬁtable. Read From Red to Black, and you will learn how to be that leader.

YODDHA: THE DYNASTY OF SAMUDRAGUPTA
Jaico Publishing House

NEWSMAN
TRACKING INDIA IN THE MODI ERA
Rupa Publication The monk who mesmerized everyone with his nuanced and lucid thoughts, who galvanized Indians into realizing the
importance of their ancient religion and civilization and who made the entire world take notice of India-Swami Vivekananda continues
to live in the collective consciousness of a society even after more than a hundred years since his death.

LEAD WITH A STORY
A GUIDE TO CRAFTING BUSINESS NARRATIVES THAT CAPTIVATE, CONVINCE, AND INSPIRE
AMACOM Whether you’re trying to communicate a vision, sell an idea, or inspire commitment, storytelling is a powerful business tool
that can mean the diﬀerence between lackluster enthusiasm and a rallying cry. Addressing a wide variety of business challenges,
including speciﬁc stories to help you overcome twenty-one diﬃcult situations, Lead with a Story gives you theability to engage an
audience the way logic and bullet points alone never could. This how-to guidebook shows readers how powerful stories can help deﬁne
culture and values, engender creativity and innovation, foster collaboration, build relationships, provide coaching and feedback, and
lead change. Whether in a speech or a memo, communicated to one person or a thousand, storytelling is an essential skill for today’s
leaders. Many highly successful companies use storytelling as a leadership tool. At Nike, all senior executives are designated
“corporate storytellers.” 3M banned bullet points years ago and replaced them with a process of writing “strategic narratives.” Procter
& Gamble hired Hollywood directors to teach its executives storytelling techniques. Some forward-thinking business schools have
even added storytelling courses to their management curriculum. Complete with examples from these and many other high-proﬁle
companies, Lead with a Story gives readers the guidance they need to spin a narrative to stunning eﬀect.
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PRAGMARKETISM
PRAGMATIC MARKETING INSIGHTS FOR WINNING INDIAN CONSUMERS
Harper Collins WELCOME TO INDIA, THE LAND OF DIVERSITY, COMPLEXITY, CHALLENGES AND OPPORTUNITY! Understanding the
Indian consumer is a tricky business. In a country where language and culture vary every few kilometres, the conventional rules of
marketing and selling don't apply. It's a market where successful international brands had to shut shop while many smaller, lesserknown brands made fortunes by decoding the Indian consumer. So, what does it really take to succeed in the great Indian mela and
win consumers? In Pragmarketism, Trupti and Arvind Bhandari address this opportunity for all business builders, gleaned from their
collective experience of forty-ﬁve years of managing more than thirty brands across several blue-chip companies. Blending Western
theories with Eastern ethos, Pragmarketism oﬀers solutions for: Shaping an inspiring vision for your company. Building brands soaked
in Indian sociological realities. Framing desi segmentation, targeting and positioning. Modelling your digital strategy in a noisy,
dynamic environment. Implementing 'breakthrough innovation' frameworks. And ﬁnally, syncing all critical functions to deliver value
to consumers. Drawing from successful brands in FMCG, durables, media and other industries, the book oﬀers unprecedented insights
on succeeding in the world's most exciting market.

HEGARTY ON CREATIVITY
THERE ARE NO RULES
Thames & Hudson We're all creative, but only some of us will be lucky enough to earn our living by it. Creativity isn't an occupation.
It's a preoccupation. It invents, perfects and deﬁnes our world. It explains and entertains us. But what drives creativity? Inspires it?
Sustains it? Written and delightfully illustrated by one of the leaders in creative thinking, 'Hegarty on Creativity' is insightful,
stimulating, amusing and radical. This is one of the few books that can change your life.

INDIA RELOADED
INSIDE INDIA’S RESURGENT CONSUMER MARKET
Springer Brands and businesses from across the globe have tried to leverage the India opportunity, based upon simplistic and widelyheld assumptions. This book takes a critical look at these myths and contradictions from an inside perspective, presenting a fresh and
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nuanced perspective on the opportunities that the Indian market oﬀers. It draws upon a wealth of data, from consumer research,
market data, macroeconomic research, popular culture and case studies, to provide a thorough and compelling insight into what
makes for success in the complex Indian market, based upon two decades of experience.

GOOMICS
GOOGLE'S CORPORATE CULTURE REVEALED THROUGH INTERNAL COMICS
"Google is very often in the spotlight, and while its products are widely used, its internal corporate culture is still fairly obscure to
most. The purpose of this book is to restore some of the original humour and playfulness of what I believe to be the Google spirit and
to contribute to demystifying the company. It tries to show that Googlers are capable of not taking themselves too seriously, of
making mistakes and trying their best to ﬁx them, of voicing their opinion of the company's position, positive or negative, and
sometimes of just being a little silly."--Goomics.com.

HOW TO WRITE BETTER COPY
Pan Macmillan Whether you're an agency writer in need of inspiration, a one-woman-band drumming up work from new clients, an
established business trying to get more from that mysterious thing called 'content', or you simply want to persuade your colleagues to
adopt your point of view, How To Write better Copy by Steve Harrison will help you write better copy. It starts with the thinking before
the writing, and how to create the all-important Brief. Then it takes you step-by-step from how to write a headline to how to get the
response you want from your reader. With examples at every stage, and explanations based on both the author's twenty-ﬁve years'
experience and recent scientiﬁc research, this book will help hone your skills - whether you're writing websites or press ads, e-zines or
direct mail, brochures or blogs, posters or landing pages, emails or white papers.

CINNAMON CLUB
INDIAN CUISINE REINVENTED
Random House India Here is food that is reﬁned, inventive, and full of startling ﬂavours: sandalwood infused tandoori chicken breast,
king prawns with saﬀron almond sauce, clove smoked roast rump of lamb with corn, asparagus, curried avocado and beetroot salad,
Hyderabadi style aubergine steaks with coconut rice, roganjosh pie, pan seared Kolkata betki with bottle gourd stir fry and fenugreek
sauce, steamed mango idlis with wild berry sorbet, saﬀron poached pear with cinnamon ice cream. A fresh, glamourous, and utterly
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creative approach, Cinnamon Club blends western techniques and presentation with the best of traditional Indian cuisine. Beautifully
designed and photographed, it will become an instant classic and a book that will inspire many extraordinary meals.

HEY, WHIPPLE, SQUEEZE THIS
A GUIDE TO CREATING GREAT ADVERTISING
John Wiley & Sons

DREAMING BIG
MY JOURNEY TO CONNECT INDIA
Penguin UK A young man from Titilagarh, Orissa, buoyed by nothing but dreams, boards a boat to America in 1964. There, in the land
of opportunity, Satanarayan Gangaram Pitroda strikes gold in the burgeoning tech space to become the American millionaire Sam
Pitroda. Armed with global patents and a vision supported by Prime Minister Rajiv Gandhi, he vows to return home and ﬁx India’s
telephone troubles. Sam Pitroda became synonymous with the bright-yellow PCO/STD booths that sprang up across the country, and
was dynamo in the Congress machinery in the 1980s. But his world came crashing down when he was dealt one blow after the
other—a heart attack, false corruption charges and the assassination of his dear friend Rajiv Gandhi. To make matters worse, he
realized that he had run out of money. This is the astonishing and heart-warming story of how one man at the top hits rock
bottom—only to rise again and make a bigger dent in the world.

AMUL'S INDIA 3.0: BASED ON 50 YEARS OF AMUL ADVERTISING
HarperCollins When a butter brand becomes the barometer of a nation. Chronicling the kaleidoscopic stories of India, one ad at a time,
the Amul girl, with her wry wit, is both mascot and mapper of the history of contemporary India for over half a century. This edition is
her third excursion into the minds of our ﬁnest writers and social commentators, many of them new contributors to the Amul's India
series. Their essays and interviews oﬀer the most interesting angles on the freshness as well as lasting impact of the world's longestrunning outdoor advertising campaign. The writers look at how the Amul girl has over the years covered the nation's concerns and
obsessions, specially politics, Bollywood and cricket. They marvel at how, even in these times of intolerance, the Amul girl retains her
sense of innocence and fun, and continues to hold a mirror to our high hopes and troubling lows. Amul's India 3.0 is an archival
celebration that will engage brand gurus and media pundits, as well as regular fans and admirers of Amul.
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HEY, WHIPPLE, SQUEEZE THIS
THE CLASSIC GUIDE TO CREATING GREAT ADS
John Wiley & Sons Revised edition of the author's Hey Whipple squeeze this!, 2012.

WHY SHE BUYS
THE NEW STRATEGY FOR REACHING THE WORLD'S MOST POWERFUL CONSUMERS
Currency If the consumer economy had a sex, it would be female. If the business world had a sex, it would be male. And therein lies
the pickle. Women are the engine of the global economy, driving 80 percent of consumer spending in the United States alone. They
hold the purse strings, and when they’ve got a tight grip on them as they do now, companies must be shrewder than ever to win them
over. Just when executives have mastered becoming technology literate, they ﬁnd there’s another skill they need: becoming female
literate. This isn’t always easy. Gender is the most powerful determinant of how a person views the world and everything in it. It’s
stronger than age, income, or race. While there are mountains of research done every year segmenting consumers and analyzing why
they buy, more often than not it doesn’t factor in the one piece of information that trumps them all: the sex of the buyer. It’s stunning
how many companies overlook the psychology of gender when we all know that men and women look at the world so diﬀerently.
Bridget Brennan’s Why She Buys shows decision makers how to bridge this divide and capture the business of the world’s most
powerful consumers just when they need it most. • No Matter Where You Live, Women Are a Foreign Country: You’ll discover the value
in studying women with the same intensity that you would a foreign market. Women grow up within a culture of their own gender,
which is often invisible to men. Brennan dissects this female culture and explains the important brain diﬀerences between men and
women that may cause your female customers to notice things about your products, marketing campaigns, or sales environment that
you might have overlooked. • The High Fives: There are ﬁve major trends driving the global female population that are key to
determining their wants and needs. These global shifts are just beginning to be tapped by businesses, and learning about them can
provide you with an invaluable blueprint for long-range planning. • The Good, the Bad, and the Ugly: Find out how the best and
brightest companies have cracked the female code, and hear horror stories about those that haven’t. Through instructive case studies
and interviews, Why She Buys provides practical, ﬁeld-proven techniques that you can apply to your business immediately, from
giants like Procter & Gamble and Toyota to upstarts like Method home-care products and lululemon athletica apparel. At a time when
every company is looking for a competitive advantage, Bridget Brennan oﬀers a new and eﬀective lens for capturing market share.
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INSIDE COCA-COLA
A CEO'S LIFE STORY OF BUILDING THE WORLD'S MOST POPULAR BRAND
St. Martin's Press The ﬁrst book by a Coca-Cola CEO tells the remarkable story of the company's revival Neville Isdell was a key player
at Coca-Cola for more than 30 years, retiring in 2009 as CEO after regilding the tarnished brand image of the world's leading soft-drink
company. This ﬁrst book by a Coca-Cola CEO tells an extraordinary personal and professional world-wide story, ranging from Northern
Ireland to South Africa to Australia, the Philippines, Russia, Germany, India, South Africa and Turkey. Isdell helped put out huge public
relations ﬁres (India and Turkey), opened markets(Russia, Eastern Europe, Philippines and Africa), championed Muhtar Kent, the
current Turkish-American CEO, all while living the ideal of corporate responsibility. Isdell's, and Coke's, story is newsy without being
gossipy; principled without being preachy. Inside Coca-Cola is ﬁlled with stories and lessons appealing to anybody who has ever taken
"the pause that refreshes." It's also a readable and important look at how companies can market and govern themselves moreethically and to great success.

DIFFERENTIATE OR DIE
SURVIVAL IN OUR ERA OF KILLER COMPETITION
John Wiley & Sons Now that product diﬀerences are rapidly and easily copied, or are perceived to be minimal, diﬀerentiating a
company's products and services from the competition has become key to corporate survival. Marketing guru Jack Trout delivers a
practical guide for businesses on developing powerful diﬀerentiation strategies.

LOVE STORIES FROM PUNJAB
Hay House, Inc Here is an enthralling new book with heart-rending, poignant and engrossing stories of immortal love, unfettered
emotions and everlasting appeal that have stood the test of time… This volume comprises a collection of mystical stories from Punjab
that forces the now ordinary and practical meaning of love to change into its illogical and irrational self it once used to be. An
exposition of Suﬁ philosophy, each story possesses both the calm and the storm of true love – a love that consumes the body and the
heart; a love that goes beyond all common sense; a love better known as junoon (intense passion), that ﬁnally culminates in ibaadat
(worship) and the love of God. From Sohni-Mahiwal to Heer-Ranjha, Sassi-Punnu to Mirza-Sahiban, Harish Dhillon succinctly
encapsulates the rich cultural and literary heritage Punjab is so famously synonymous with. Love Stories from Punjab brings alive the
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forgotten magic of folklore that will tug at all the right strings of the heart, once again. Drama, romance, tragedy and history are
interwoven in the form of an exquisite tapestry.

HEGARTY ON ADVERTISING
TURNING INTELLIGENCE INTO MAGIC
Thames & Hudson First published by Thames & Hudson in 2011, this is a book that no creative professional should be without. Written
by one of the worlds leading advertising men, it contains over four decades of wisdom and insight from the man who put Nick Kamen
into a laundrette for Levi Strauss and gave Audi the immortal Vorsprung durch Technik, among many, many other highly successful
campaigns for major brands. This revised and expanded edition discusses the changes that have taken place in the advertising
industry and Hegartys own career since the original book was ﬁrst published in 2011. One new section Why Im now parking my ideas
in a garage discusses Hegartys new company, The Garage. In the other new section From Unilever to the UN via a llama Hegarty talks
predominantly about the ad he did for the UNs Global Goals for their Sustainable Development campaign. Note: Best viewed on a
colour device

SMITA PATIL
A BRIEF INCANDESCENCE
Harper Collins In the three decades since Smita Patil died-at the impossibly young age of thirty-one-she has unwaveringly been one of
Indian cinema's biggest icons. That is unusual enough for a 'parallel cinema' actor, rendered more remarkable in a career that
spanned a mere ten years. Patil, one of the leading lights of the New Indian Cinema of the mid-1970s, has a body of work that would
make veterans proud. Smita Patil: A Brief Incandescence tells her remarkable story, tracing it from her childhood to stardom,
controversial marriage and untimely death. Her close friends remember 'Smi' as outspoken and bindaas, not beyond hurling abuses or
taking oﬀ on bikes for impromptu joyrides. Film-makers like Shyam Benegal and Jabbar Patel, and co-stars Om Puri and Shabana Azmi
talk about Patil's dedication to her craft and her intuitive pursuit of that perfect take. From the diﬃcult equation she shared with her
mother to her propensity for 'wrong' relationships, about which she was always open unlike other stars of the time, this is a complex
and honest exploration of Patil's life. The book also includes a sharp critique of the ﬁlms that deﬁned her. They read like a roster of the
best of New Indian Cinema: Bhumika, Mandi, Manthan, Umbartha, Bhavni Bhavai, Akaler Sandhane, Chakra, Chidambaram and Mirch
Masala among them. Maithili Rao also examines Patil's many unfortunate forays into mainstream commercial cinema. Incisive and
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insightful, Smita Patil: A Brief Incandescence is an invaluable addition to ﬁlm studies in India, bringing alive an entire era when cinema
in India was truly diﬀerent. It is also the deﬁnitive biography of a rare talent and a haunting life.

KEEPERS OF THE KALACHAKRA
HOW I ALMOST BLEW IT
INCREDIBLE LESSONS FROM INDIA'S MOST SUCCESSFUL DIGITAL ENTREPRENEURS
DIVYA
Penguin Books India His Ideas And His Contribution To Indian Literature Were . . . Revolutionary The Hindu Divya Leads A Blissful Life
Within The Secure Walls Of The Palace Even As The World Outside Rages With Caste Politics And Religious Strife, Until One Night Of
Pleasure Changes Her Entire World. She Gets Pregnant Only To Be Spurned By Her Lover. To Preserve Her High Born Family S Name
She Leaves Her Sheltered Existence And Trudges Through Life On Her Own, First As A Slave And Then As A Court Dancer. Adversity
Finally Opens Her Eyes To The Truth A Woman Of A High Family Is Not Free. Only A Prostitute Is Free. Divya Decides That, By
Enslaving Her Body, She Will Preserve The Freedom Of Her Mind. Set In The First Century Bc Against A Background Of The Conﬂict For
Supremacy Between Hindu And Buddhist Ideologies, Divya Is A Poignant Tale That Combines Vivid Imagination With Rich Historical
Details. Reminiscent Of George Orwell . . . Here Too Is The Biting Satire Of Society As Seen Through The Savage Eye Of An
Uncompromising Non-Conformist Dawn

OPEN HOUSE
Portfolio In Open House, Piyush Pandey takes the readers on a journey into his mind-his work, thoughts and experiences. He answers
questions posed to him by people over the decades. Serious questions, incisive questions and frivolous questions. Is advertising a
good career option? Should ad agencies work for political parties? Why does Ogilvy work for the BJP? Should citizens take the law into
their own hands if they don't like the advertising? Is Ogilvy a lala company? What is the future of advertising? Is Piyush Pandey too old
to be in this business? Honest, irreverent and informative, this is a roller-coaster ride with Piyush Pandey and Anant Rangaswami who
has skilfully curated the book. With its practical wisdom and deep insights, Open House will both entertain and enlighten you.
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ADVERTISING, BRANDS AND CONSUMER BEHAVIOUR
THE INDIAN CONTEXT
Sage Publications Pvt. Limited This textbook will be useful for students of MBA and PGDM courses. It will also be useful to attendees of
Executive and Management Development Programs.Advertising and branding are inseparable aspects of a brand's success and
understanding consumer behaviour acts as the key to achieve this. The textbook introduces the reader to diﬀerent concepts of
consumer behaviour through discussions on several leading brands and advertisements. It explains how the advertisements are
intricately linked to behavioural (psychological) dimensions of the consumer. The concepts used are drawn from classical and
contemporary literature on consumer behaviour. In order to keep the reader in sync with recent developments in the ﬁeld, the book
integrates social media and digital advertisements with traditional ones.Each chapter ends with suggested in-depth journal readings
that are relevant to the concepts explained in the respective chapter and a set of discussion points to aid classroom teaching and
learning process.Key Features:* Focuses on building a strong conceptual perspective that triggers critical thinking and detects
alternatives in a given context* Provides real-life examples of brands (creating theory-practice linkages)* Covers several well-known
Indian brands across product categories* Includes online resources explaining the use of the book for instructors of consumer
behaviour courses and related subjects
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