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ntering through the door in to a spa-

1 cious room which bore unmistak-

-l ableevidence of severe book addic-
- —I tion stocked upon shelves and cof -
fee tables which have been fattening on
extensive reading for quite a considerable
amount of time, the propiticus feeling of
trampling experience rich grounds was
m utual for our team who entered the flair of
Mr Chrishantha Jayasinghe, Managing
Director of Sarva Integrated (Pvt) Ltd. Thus
began the journeyof Sunday Times in to the
very depths of this silent giant who boasts
o seven yearsdf fruitful existence cradled
in its bontiful lap of creativeef ficiency in
the constantlyf luctuating field of adverts-
ing.

The name 'Sarva' may not ring a bell in
the minds of some and ye;, advertisements
such as Stella, Kurukuruless, the Hutch
Tick Tick ads and the Union assurance
Kandyan dancer may toll a whole orchestra
o familiar bells in the heads of almost
every citizen of the Sri Lankan soil. "Sarva
doesn't come to mind when you speak of
advertising.W e are so intent on providing
ef fective solutions for our cherished cus-
tomers that we often do not have the time to
go about blowing our own trumpets" says
Mr Jayasinghe,better known as CJ among
his many acquaintances in the industry.lis
a classic case of a carpenter not having a
chair at hisown house, he says.

Sarva is a creative solutions provider who
makes recruitments in the account manage-
ment and creative cadres. "Advertising is
not something thatyou can surviveif you
do not love it" says CJ,also stating that ane
either gets addicted or end up hating the
industry. Sarva recruits people who have
had no prior experience in advertising and
experienced individuals alike as this unique
agency is constantly on the lockadt for that
streak of inbuilt talent and dedication that
is quite rare to fird. Sarva is indeed packed
with diverse talents acquired from dif ferent
w alks of life who share a common passion
for advertising in their midst, says CJ, the
mastermind behind this whole operatim.

Sarva also recruits management trainees
and theytry to hire school leavers ard fresh-
ers to the industry in whom they can incul -
cate the behaviour, attitudes and the values
o the agency as well as the industry CJ
said. Once recruited, the juniors are put to
work under the seniors in the company who
will take them under their richly furbished
wings to guide them through the many chal -
lenges that may spring up in this long and
dif ficult walk tow ards customer satisfac-
ti. In addition to the mentoring,every two
years, the new recruits will also be subject -
ed to the "uplift" programme which is a
training programme that is enriched with
the valuable insights and advice of many
prcfessionals and experts of the industry
for the benefit of those who arestill green in
this luscious tree of colorful talent.

At present, Sarva is comprised of eight
senior creative directors who are in charge
o leading four teams.Most of the creative
directors who work at Sarva now have
known Mr Jayasinghe for quite a long time
and it is them who have called and asked to
work at Sarva said CJ who is glad that he
has a team of loyal and dedicated individu-
als who he did not have togo in to the trou-
blecf buying."Most people who work here
has been with me for more than five yeargd'
CJ states, also mentioning that because of
the friendly and light culture that is unique
to Sarvg pecple tend to stay loyal to Sarva,
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regardless of the constantly fluctuating
nature of the advertising industry which
has seen the flidht of many an individual to
the bosom of other agencies which of fer
them higher compensations or better
rew ards.

Creativity camnot be taught. Therefore,
aiding the new recruits in channeling their
thoughts in the right direction is whatis
done at Sarva In addition to the right kind
& attitude, it isablend of right brain activi -
ty and business analytical thinking thatis
required from those who are interested in
being recruited by this rather vibrant insti -
tute .Being able to see things in an unusual
manner as well as the ability to understand
and view mattersfrom a business perspec-
tve is very much appreciated here.'"It isa
mix of brilliance and craziness that we are
locking for" CJ said, confessing that a little
craziness alw ays helps to bring ocut the dor-
mant creativity that lies inside.

Sarva also recognizes the need to localize
their work according to the tastes and the
familiarity of the marke.. Thereore, Sarva
employees need to be able to tap in to the
pulse of the people, thereby playing the role
o a psychologist in order to get their mes-
sage across to the public. The ability to
understand as well as the willingness to
understand the psyche of the people is an
important quality that is sought in a Sarva
employee.In addition to this, the ability to
steer the thoughts and needs of the client
w ho usually does not have any clue of their
advertising requirement is an essential tal -
ent that isexpected of those who hold man-
agement positions in the company."W e have
creative directors who have cars but they
<11 go by bus fram time to time just to be in
touch with the people" states the good
Managing Director, obviously pleased with
the kind of dedication and the commitment
that his team puts in tow ards the success of
the organizatim.

Sarva has an easy going culture which
lets its employees loosen up and practice
their creativity at full throttle without any
constraints.They have no hierarchies and
they call themselves the "machan agency"
because of this factor.Employees are very
w ell laked after with regards to their safety
as when working afterhours, Sarva makes
sure thattransport isprovided right to the
doorsteps of both male and female employ-
ees after a gpecific time during the night.
Sarva also takes the responsibility of keep-
ing their employees wellfed very seriously
as they believe that their enployees should
be comfortableat all times while they work
and takes extra pains to provide them with
copious meals when they happen to be work -
ing extra hours in to the night. How ever,
Sarva does believe in practicing certain con-
straints when it comes to managing the
organization structurally. "Many people
think that advertising is a wild and crazy
industry.But no alcchol whereyou earn has
alw ays been our policy which is quite
unheardof in the industry" CJ says,empha-
sizing upon the importance of respect to
ae's prdession and practicing etiquette in

fective i
rirg at Sarva I
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Mr Chrishantha Jayasinghe, Managing
Director of Sarva Integrated (Pvt) Ltd.

ae's respective place of work

Sarvacf fers a quite a generous re munera-
tion package which is on par with the indus-
try as well as an interest free loan scheme
for employees who have stayed loyal to the
organizatim for many years,with the aim of
lending them a hand to achieve their dojec-
tives in life.And unlike many other organi -
zations, Sarva also does not sign any bonds
when an employee happens to go abroad.
" We kelieve personally thatyou can't force
an employee to stay. ¥ he does not want to
workfor you, he's not going to do his best"
states the Managing Director of Sarvg
emphasizing the fact that it is a happy
employee which makes an ef ficient employ-
ee in a workplace.

According to CJ, advertising is not all
about creativity. It is about providing the
client the results that he or she anticipates.
"Ef fectiveness and creativity are two dif fer-
ent things.You can have beautiful, creative
ads but if they cannot be understood, there
is no use" CJ said, also stating that pecple
w atch advertisements as entertainment and
not with the aim of analyzing them as one
would analyze a painting or a piece of art
" Wetry to keep our work as less superficial
as possible" he reveals, also stating that
understanding the market and localizing
the promotions are what they, as an ad
agency concentrate on doing.

Commenting upon the aw ard that Sarva
brought home from the recent Pecple's
Awards for "Thembili", an advertisement
that was created for their client ILanka Bell,
CJ believes that this aw ard of fered for the
most popular advertisement of the year is
proof E the ef fectiveness that they strive to
achieve in their creations."You cammot force
feed campaigns and concepts that have been
created abroad to the local people.You have
to create something which appeals to the
local people with things that they arefamil -
iar with" he says, stressing upon the impor-
tance of going local and the incredible
pow er of that krand building possesses in
today's world

CJ describes the relationship between a
client and the ad agency as a husband-wife

relationship.For him, it is not merdy a sup-
pliereliet relationship, it is based an a
deeper, more prdfound foundatim. Each
person should be happy and thriving in
order for the other person and the relation-
chip itself to prosper."Our clients are just
over pyed to see us prospering because they
in turn have prospered along with us" he
reveals, commenting upon the incredible
bonds that they maintain with some of their
loyal customers who have remained with
them since the very begiming itself.

A casual glance around the room and one
is sure toget a wisp of the insatiablereader
that urks within this advertising persona.
CJ confirms our theories by stating that he
avoids bookstores far the fear of "going
crazy". Reading is a habit that he has inher-
ited from his father and then carried along
from childhood itself .He carries a bock with
him every where he goes he says ard it is not
such a big deal as he already has a rather
interesting collection of books stored up in
his mobile phone which he likes to read
w hile travelling, attending to functions and
events which does not interest him and etc.
How ever, he describes himself as being the
black sheepof the family and an "utter dis-
aster" who has broken everyrule in his par-
ents' books. He has always been fond of
English Literature,drama and such subjects
over other more serious subjects and he
claims that advertising is just a matural
extension of his lovefor the arts.

Venturing on to advertising has happened
as a complete accident to CJ. "You might
dream of becoming a doctor,a law yer or an
engineer but nobody really dreams of
becoming an advertising executive" he says,
stating that he too had never even dreamt of
becoming an advertising person. How ever,
now that he has become one,he claims that
he will never be happy doing anything else
as well

Starting his career at JWT as an account
management executive purdy by chance,CJ
has gained experience in working with dif -
ferent brands and individuals before he ini -
tiated Sarva with Jjust five people. He
believes himself to ke a very lucky individ-
ual as the agency has seen profits and
growth within its very first quarter itself.
Today, Sarva integrated has an impressive
portfolio of clients as a result of its quality,
localized services and the excellent relation-
ship that it maintains with its rather vast
customer base."It's a win-win situatim for
all" CJ says,beaming.

This sagacious persona describes himself
as being a happy-go-lucky person who does
not have a lot of ambitions."One does not
have to be aggressive to achieve things in
Iife" he says, stating that although he does
have plans and things that he wants to
achieve, it was never to be the biggest or the
brightest as most people in the society
grives to be.CJ claims himself as a person
w ho has alw ays floated about happily, going
along with the flow .He has been lucky and
blessed he claims, to have achieved so much
within a short amount of time.

Speaking about the goals that he has for
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the future, CJ aims to set up an agency
w hich works in promoting the SME sector of
the country free of charge. According to
him, what the SVE sector lacks is good qual -
ity communication which will aid in pro-
moting their work "Multinational compa-
nies are o strong in Sri Lanka because they
have very good, planned communication
strategies" says he,also stating that his next
step will be setting u such a company
w hich strives to urge the SMEs to strength-
en their business via communicatim. "k'sa
very Asian thing" he says "We still lak at
nuts, bolts and factories and the manufac-
turing process of things. ¥ you look at
worldclass brands like Nike and Coke, they
do not own a singlefactory.All they own are
the brands and the design" states CJ,empha-
sizing upon the importance of brand promo-
tion and the weight of the ef fort that should
be put in to the building of a brand in the
current society.

Mr Chrishantha Jayasinghe who prefers
to ke referred to as CJ, is a person who likes
to incorporate religion ard spirituality in to
his life, thereby making them an essential
part  his journey in life. He believes in
Jesus Christ and that he will alw ays guide
him in the right direction. QJ is also a firm
believer of the law of attraction and the
pow er of the subconscious mind as he con-
stantly strives to gain contral of his
thoughts, avoiding negative thoughts to the
est of his abilities and alw ays trying to
inculcate positive thoughts in his mind. He
thoroughly bkelieves that being a good man
and alw ays trying to do what is ridht is what
has gotten him the help and the blessings of
the divine pow ers up above in accomplish-
ing the goals that he himself has never even
thought as possiblk.

Aspiring youngsters of today can gain
many a valuable lessm from the lifecf this
formidable persona of the advertising arena
who believes that problems are God's
devices to help strengthen one's will and
ability. " Whatever your circumstances are,
you can make it happen" says CJ also stating
that as long as one does not give up and
think positive thoughts, one is very much
able to create ae's own path to success."Do
ot let problems become obstacles" he says
with a confident smile. He believes that
everything happens for a reason as he is
very much convinced thatif he had worked
for another agency instead of setting up
Sarva seven years ago, he would not have
achieved such success or the happiness that
Te is experiencing today. "Advertising is not
the fun and crazy thing that pecple often
imagine it to ke. It is all about strategic
thinking, business thinking as it is more
like consultancy. W e like to think of our-
selves as a business partner instead of a cre-
ative partner" CJ said, concluding the inter-
view with plentiful insights in to an indus-
try of which the creations and not the cre-
ators have managed to become names that
resound through thousands of households
islandwide.

-Jayani C.Senanayake

Motivation ard solvarg office aoflicts

THE CONSCIENTIOUS ard well-

mesnitg oner of a srall husiness
carct seam to et his wark faree
motiveted, despite a good berefits
redace ad pleasant workdrng ewi -
ranet. "I an conirg to the caxlu -
sion thet it doem't y to ke riice to
exple, " fe says. 'Vepke if T fireda
fiew of them I'd ot better reguilts."

Tre sypervisar of a 100- enploye
division of a larce copay says his
aployes are dararalized; he vants to
know ways to increase their nociva -
tan

In office mareger is stured to fird
at thet two of her best eployes tald
acder spevisy de did it 1ike
tham. "They are both top perfamers,
ad I can never rarenter beirg dis -
satisfied with tham in ay way ," de
says. "Wet's hagoening?"

These neregers are discovering
that menaging means nenaging peo -
ple. In tte corse of comiltirgad cl -
um writing I have foud the two
mejar prdolem aress far merecers are
how to motivate ard how to rediuce
arflict.

Tke the oner wo is aatenplat -
irg firirg sare of his enploes. Ik is
by givirg tham a herdsare baefits
e is Just it doirg ench. If youare
inhis sihetion you doild ask yarself
these questians: Do your erployes
perticipate in decision mekirg? o
they have pramction gooortinities? Do

they think you have mede pramises
yau heve ot fulfilled? Do you reward
them for initHative ad sperdar per -
formence?

Paple will wark far maey , bt
exogot in extrare ciramstancess,
ad qartinity . There is, accodirgly,
a sinple solution for the spervisar of
those 100 danaralized erployes: Td
tham "therk yau."

Tt ishmnrenre to like paise ad
to ke ntivated towork for it. T often
tell ny cliats, "o youwart toneke
$1,000 in five mintes? G ad give an
aploye a word of praise. His wark
rate will drcresse, his nocivetiasl
leel will rige, adhewill ess alay

his good mood to adhers. " feranoes disaussirg all the aployes.
Id youmust be avere thet all e 'This gy is bat an clinkirg to the tp
good wark ard good feslilg you build . over aur bodies. Wet should we do?"

W cn ke destroyed in ways yau little
epect. Tke the supervisor wo was
avezed to fird art thet her two best

Tt enbggoen Like this: Tre marecer
is worried doaut a proararet prd -
len Frak, the eploe, pesses the
merecer in the aardidor ad grests her
with a snile. The marecer, aeprossd
Inher prdolan, lacks wo ldefly ad
mables a reply Frak's nood drops.
He wadkers wy she is angry with
him, whet he did, whether he is doirg
a good jdo.

The rext day, the prooraret
prdolem takes a tum for the warse.
Frark tries agpin. This tine the men -
acEr does 1ot even regpad. Frak's
warst fears are anfimed. Ad the
merecer coes 1ot even realize it.

Wy does this hapgpen? Fhployes
are aastatly cagirg their jdo seau -
rity ad their eploer's satisfadtian
with their perfamence by the exores -
sin they see an the marecer's face.

CFFICE GNFLICT at its warst is
caused by a celiberate trodblameker.
Here is a typical case:

"T work with a nmeneger wo aan -
statly criticizes e ad the dder
merecers. He likes to show my boss
how knowledgesble he is and how he
is the aily gy wo can 'oet aythirg
dore arard here. ! Tre boss 1aps it wp,
ad the two of them have laghty an -

Trese professiarvl anflict mekas
creste male prdolars, aredilkility
rdolams ad eventuel prodactivity
praolans. They can be auming ard
viciass, kot they flarish ally were
the boss is a willing particiat.

Professianl anflic: nekers devote
somrh of their eergies to crticizirg
chers' perfamences thet their on
tasks are reglected. You can fird sib -
tle ways of pointirg thet at to their
Speriars.

W athrotirg is thet professiasl
anflict nek ers raely carfire their
wallsys to enployes. Their hidhly aritd -
@&l gaisals vaelly inchre dis -
peragirg renerks aoout the boss ard
his merecament style. At the agoro-
prdate time, yaumight wish to sere
with your boss yourr aaxems about
the darece being doe to the boss!
o imege in the gyes of the
enployes. By the way, lrirgalaga
witress ar two. Tt will edece yor
aedihility . Kesp your raverks digoes -
sicste, adyar boss will see the

Ahich leel of aploye motivetion
can meke a corparty grow ard flaur -
ish. Himen anflict can redxe pro-
drtivity ad increese titmover .
Business owners would be well
advised to regu larly notitar bath. Ry
alsiress they an el life ar desth.

-firdarticles.aan

Tre strategic plaming how-to
gestim strikes at the heart of Tow to
make darce of any kird hegoen in

aark a1 a strategic plamirg
process. Wat toke ae of the aomn -
izatias, in which enployess uder -
a1joy a 29 pereat grester reum then
cter fims. This seas 1ike a good
Tess to start strategic plarming to
me. How about you?

Keys to Strategic Plaming Suogess

Trese are the keys to effedttive stratagic plamirg
for yar husiress.

Full ad adcive eeative sy,

Effective camunication,

Eployee irvolvaratt,

Thoroch acpnizatiasl plamirg and carpetd -
thve aalysis, ad
plamirg .

If you are inplarertirg your strategic plamirg
in an acanizatiosl eviranat thet is alvesdy
enployee -adated, with a hich leel of tmet, you
start the strategic plamirg process with a hop
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noves fran beirg traditiaelly readtiaery to
srategic. S, o, learmirg to thirk sategically is
pert of the strategic plamirg leamirg are.

Full ard Active Beadtive Sygoort far Suocessful
Srategic Plamirg

Suessfull strategic plamirg reqiires a large
camitment fram executives and senior menegers,
wrether the soatagic planirg is coorrirg ina
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How to impleament strategic plarmirng

decertrert ar in a aarplete arganiza -
. tion. Beatives met leed, syport, fol -
lovp, ad liwe tte realdlts of e
strategic plamirg process. O, te
soategic plamrgpoes will f&il. k's
as sinple as thet.
Withour the full comitent of the
| aopiizetion's smiiar esatives, dn't
| e start strategic glamirg .
Participats will feel fodled ad misled.
Avision stataret ad a mission state -
mat, alagwith this vear's gals, filed,
winplenated in a cabiret ar coput -
e, isa s=rias soree of negptivity ad poor
arployee morale.
Saniar leaders can db the followirg to areste a
Es=hlish a dear vision for the stratagic plaming
process. Pairt a pidhre of were the acaiization
will ed v ad the anticipared astacares. Meke
certain the pidare is ae of reality ad ot wet
paple "wish" wauld occarr . Meke srekey enploy -
ess kow "wiy" the aganization is dargirg .
Iyoint an exeattive denpion ar lesder wo
"as!" the strategic plaming process ad nekes
certain cler seiar merecers, as well as other
Foqadate pagole in the aganization, are Irvalved.
Beative syt in stategic plamirg is ardtical
to its suaess. Beadttives must lesd, sygpot, fol -
lowp, ad live the resilts of the stategic plamirg
process. These are additicsl ways exeattive leed -
the first part o this artdcle fornoe ways thet lesd -
Pay attantion to the plamirg ccarrirg . Ask how
thirgs are goiryg . Foas o progress ad arvers for
cherce meregarent. Qe of the worst possible
soEErics is to have the lesders igare the process.
-humenresources . about . can



