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It’s not every day that you get to sell something more meaningful than 
soaps, shampoos, cosmetics, toiletries and credit cards in advertising. 

It’s not every day that you get to stir the collective consciousness of an 
entire nation through a piece of advertising copy. 

It’s not every day that you can dare to run a parallel democracy in the 
worlds largest democracy, through an idea. 

This is a story of the Changing Times of India, a story that gives fresh 
meaning to what is referred to as THE BIG IDEA. 
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Campaign Summary
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• Launched on India’s 60th

Independence day

•The search for a new ‘BOLD’ leader

•Citizens aged between 25-45 can 

participate in a three stage contest

•Winners were deemed worthy of 

standing for election,  bagged a seat 

on leadership and politics courses in 

Harvard University and  corpus of 

Rs. 50 lakh for a public welfare 

project of choice



Marketing Challenge and Objective

• Break the inertia of acceptance and 

tolerance 

• Elevate a newspaper from being a mere 

social mouth-piece to becoming a 

catalyst for social change



The Target Market

What they said:

• Was described as ‘The 

common man who was 

tired of bureaucracy, 

corruption and political 

inefficiency and wanted 

to bring about change

What we analyzed:

• The Target Market 

was:

• Urban

• Young-ish

• Well-educated

• Socially-Aware citizens



Execution: A beginning

• An inspiring passage 
carried on the front page of 
the newspaper on the first 
stage of the new year

• The single piece then 
converted itself into a film 
spot with Amitabh Bachan
volunteering to do it at no 
cost

• The piece was uploaded 
and shared by millions on 
the internet 





Execution: Launch

• So overwhelming was the feedback that on

August 15, Independence Day, The Times of

India rolled out another single front page

advertisement, that launched what could

possibly become the most audacious and

ambitious initiative in modern thought

marketing.

• This time, the man to lead the charge was

India’s reigning Bollywood heartthrob

Shahrukh Khan. The compelling message

was summed up in two simple letters -DO
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Post Launch

• On October 2, the birth anniversary of
Mahatma Gandhi, the campaign moved
into its final phase.

• Sixty four applicants were short-listed and
eight courageous, unflinching Indians
thereafter. Star One, part of India’s largest
television network joined the movement
and over the next ten weeks, this group of
eight took on the cynics and pessimists on
a prime time television reality show.

• The choice was whittled down to R.K.Misra
from Bangalore and Devang Nanavati
from Ahmedabad - with the former
eventually being declared the winner.
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Lead India triggered off an avalanche of responses: 

• Over 37,000 Indians raised their hands in response to this initiative. 

• The campaign website had registered more than 1.3 million hits at last count. 

• 874,000 Youtube views

• 138,000 blogs, online reportage and search results

• Over 50,000 column centimeters of editorial write-ups and massive TV coverage

• The British High Commission also volunteered to sponsor a Chevening Leadership 

course at the London School of Economics for the Lead India finalists. 

• The campaign earned JWT India, plenty of awards in 2008, including the multiple Cannes 

Lions and the Grand Prix, an. 

• INMA award for the world's best newspaper marketing campaign, an ABBY Award for the 

Best Integrated Campaign, and the 'Best of Show' award for community service
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Drawbacks

• Not everyone was impressed

• Considered more a marketing initiative

• Publicity stunt to increase the sales and ad revenue

• Only urban centric and rural India was pushed into the 

world of oblivion

• Language barrier

• Seemed more like a reality TV show, shouldn’t depend 

only on voting



Did it WORK as a CSR campaign?

Partially….

Yes because:

• It achieved it’s goal of acting as a platform for next gen leaders 
to herald change

• It led to the discussion of various ‘issues worth discussing’

No because:

• There has been absolutely no follow-up with the lead India 
contestants

• Campaign was a failure in the long-run, only achieved short 
term objective

• This has inversely created fresh cynicism among public


