Brand Indi

Two first-generation
women entrepreneurs find
it pays to showcase India

Venkatesan Vembi. dong kong

Far a successful entreprencurial idea
tex he borm, i needs an enabling envi-
ronment that encourages the caleuw-
Lated risk-taker o s1ip the surly bomds
of eafoty and go in hot pursait of the
Big ldea. For Jyoti Ramesh and Anita
Garg. that Big Idea — of making a
business out of promoting Brand In-
dia — fll in place in the fertile entre
preneurial breeding grownd of Hong
Kongg, the world city at the doorstep of
the world's fa¥test growing dragon
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Afer fairly successful careers in
several world cities, oxoept for time-
oiLfs to stop onto the mommy rack,
Jyvoti and Anita met in Hong Bong's
“tandoori towers”, the upmarket
high-rises populated by Soufh Asian
investment bankers and software pro-
fessionals. “We woere Doth at a stgge
wheere wie wanied to take the ontre-
preneurial plunge.” recalls Jyeti.
“Therr's something about Hong Kong
that makes it very businessfriendly”

After some frenette ideation, they
realised there was an untapped mar-
ket in showeasing i this part of the
world evervthing that's good about In-
dia — from classical art to Bollywood
to the super-normal sconomic growth
of recent vears that's grabbed in
vestor interest the world over. And
thus was  born the Jade Group
Cowirfadegronphf.oom),  an ovent
managoment company committed to
showensing diverse Indian cultural
traditions, and investment opporeuni-
thes in India, for audienoes in the East.

Jvoti and Anita decided eardy on
that they would make Indian elassical
culture and art forms accessible to
non-Indian audiences az well, In o city
where audiences savour the best of
world art — indicatively Andrew
Lloyd Webber's production The Phan-
tomt af e Opera is currently running
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® Jyati Ramesh and Anita Garg decided that they would make Indian classical

eir business
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culture and art forms accessibie to non-indian audiences - o ke

“ Running your own busi-
ness is in itself an exhilarating
feeling. But to make a
husiness out of promoting
Brand India, in all its glory,

is doubly exciting.”
=Myotl Ramesh

to packed houses this decision
meant taking the rogd less travelled. A
lot of people felt we couldn’t sell Indian
classical traditions o non-Indians, bat
we proved them wrong,™ says Anita.
Their first major profisstonal as.
signment came when the Sri Shaktl
Academy the first Indian profiessional
vlassical dapce organisation in Hong
Kong, staged Panchabhools, o classical
dance performance  with  different
dareee traditions aml eloments of yoga.
“We orpanised everything from
the venue to marketing, logistics, and
the media,” savs Anita, The show, in
2000, was a resounding sueeess, (her
the pext few yoars, Jyoti and Anbta or

gontsed several shows by profession-
al artisis from India, meluding Ustad
Amjad Al Khan, Pandit Shiv Kumar
Sharma, Hema Malind and her daugh-
ters Esha and Ahana.

Many of them were shows they con-
cofved from begin to end for their
clients, typically financial institutions,
which want 1o organise premier events
forr their private banking customers,
They alse helped with some aspects of
prpanising the Shah Bukh Ehan show,
a =ell-out, where there was a bidding
war evien for tickeds priced at HESS,000,

“Funning vour own business is in
ftzelf an exhilarating fecling.” says
Jvoti. “But to make a business out of
promoting Brand India, in all its glo-
1, is doubly exclting.”
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