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kyoorius about designyatra
Convergence was the theme at Kyoorius 
Designyatra 2008. It signalled the changing 
paradigms in the communications industry 
today. With design and branding agencies 
often crossing over into traditional agency 
domains and the latter getting involved in areas 
of corporate design and identity, the lines that 
defined the two are getting increasingly blurred.  
Campaign India’s Bindu Nair Maitra and Payal 
Khandelwal spent two days in Goa, speaking 
to experts on the challenges before the 
industry today. 

Founder of the London based digital agency Poke, Nicolas Roope, was 
at Kyoorius Designyatra 2008 to share his ideas on the role of the 
Internet in the design space. We caught up with him to get some 
interesting insights on digital advertising and his hobby- product 
designing.

What is the business insight that you got out of your visit 
to India?

In UK, the consumer is ahead of the industry and the industry is ahead of the clients. In India, 
it seems that the industry is definitely ahead of the consumers and the clients are trailing 
somewhere in the background. I am speaking from a digital perspective. Here the people are 
world class so there is nothing preventing the best work in the world from happening here. In 
India, people need to open up to new ideas and start placing more value in design and a 
broader sense of the work and follow it up with investment. People in the industry should 
bring design into their practices in a broader sense. In a nutshell, the business is really trailing 
behind, and the biggest job that needs to be done is (which magazines like Campaign India 
can do) is to really develop that picture for everyone.

What are your thoughts on convergence?
Coming from the digital world, convergence has been talked about for a very long time. One 
thing that struck me very clearly about the market here is that it lacks sophistication. This 
has two sides to it; one ,that it’s a disadvantage as it is too limiting but the other side is that 
there is an opportunity here. If you start now, you can start developing it much more 
aggressively and there is an opportunity to do it right. The Indian market contrasts the 
London and American markets to some extent. Actually, the problems are reverse in those 
markets,  where it’s very developed but kind of outmoded and not efficient in many places. 
It’s a system built so that people don’t really have to question or think and it’s developed so 
that people go through a process. But now when things change, this system faces 
difficulties. There is an interesting see-saw contrast between our problems and the 
problems faced by designers in India.

What is your advice to India in terms of digital advertising?
I have been working for the digital medium right from the beginning. People consistently 
make mistakes when they are dealing with technology. Technology can be very seductive 
and can quickly draw you away from the issues that you really need to tackle. In digital, you 
need to be very direct, clear and single-minded most of the times to be able to communicate 
right. One piece of advice is to keep it really simple and always make sure it’s delivering and 
doing the job. 

How has been your experience in product design so far?
It’s more of a hobby. It’s a kind of boutique business. However, we are trying to raise some 
money in the beginning of the next year if the financial market picks up a bit. The idea is to 
deliver it at a domestic level. Though it will be an exciting business, for the time being it is a 
hobby and a tester for a lot of ideas. 
In product development, word of mouth is the driver. Once the media strength disappears, 
word of mouth can carry things. This has to happen at the product level. We need to 
innovate in a way that the product creates noise, discussion and a community around itself.

Nicolas Roope, Poke, London

Eric Kessels, Kesselskramer, Amsterdam
Most people in advertising are familiar with Kesselskramer, the 
Netherlands based agency known for its provocative and 
controversial campaigns and is also famous for being housed in an 
old dilapidated church. Eric Kessels, one of the founding partners of 
Kesselskramer spoke to Campaign India on the sidelines of 
Kyoorius Designyatra 2008 about what defines the culture at his 
agency.

What’s the value that you see in coming all the way to India for Kyoorius 
Design Yatra? What’s in it for you? 
 I get to meet interesting people here. I was able to meet some design agencies from 
Mumbai, and some interesting things came out of these meetings. If I were to restrict myself 
to places like Amsterdam and London, it would be limiting. 

How would you define the culture at your agency?
At Kesselskramer, we try to be as authentic as possible. Sometimes we could have taken 
on clients which would have been good for the agency to grow but not very good for our 
creative output. There was this time when we decided to not work with a client whose 
contribution to our revenue would have been close to 60%. We didn’t take it. Those kind of 
things are very important. 

Would you say your reputation of being a creative hot shop helps in being 
able to stand up for your ideas, however radical they may be. Or would you 
say it’s easier because a client who comes to you is already looking for 
something off center and provocative?  
With some clients, yes, it gets filtered. They know they won’t be taken out for lunch every 
week and it’s only about the work. There are also clients who come and say, can you give me 
something like so and so. That’s not the kind of work that we do.  As for being provocative or 
being attractive, that’s never the starting point. To be effective with the communication, that 
should be the starting point. 

Your opinion about award shows?
When I was young, I was so desperate to win awards, that my father, made me a fake replica 
for my birthday when I was 22. I was really into it. After a while, when the quantity of awards 
grew over the next few years, it seemed so outdated in my head. We haven’t entered for 
years now. We don’t miss it. The award show comprises of an industry that is small and 
incestuous. It’s about tapping each other on their shoulders and saying, ‘Yes, You’ve done 
good work.’ I don’t believe in it anymore. If there were an awards show, where organisations 
donated the money that they received to students, I would enter. 

And finally, because we must ask, why a church?
That’s purely a coincidence. We wanted to work in one big room and churches happen to 
have that kind of space along with high ceilings. 

Paula Scher is one of America’s most well 
known graphic designers, responsible for 
some of the most recognizable corporate 
identity designs, including the rebranding of 
Citigroup. Most days Scher admits, she 
finds it tough to define what she really does 
for a living, ranging from packaging design, 
to corporate identity design and graphic 

design among others. She was inducted into the Art Director’s Hall 
of Fame in 1998 and has designed the identity for some of New 
York’s most prominent cultural landmarks including The Public 
Theater and Jazz at Lincoln Centre. Campaign India caught up 
with her at Kyoorius Designyatra 2008. 

What made you come all the way to India for Kyoorius 
Designyatra this year. What value did you see in doing 
so?
I came because it gave me the chance of coming to India, I’ve never 
been here before. I couldn’t think of a more exciting thing to do. 
From a design point of view? I don’t think like that because 
everything in my life is from a design point of view. I am a sponge 
and I absorb everything. Experiences shape my design ideas. 

In this day of convergence, where agencies are 
increasingly doing more than just solving the 
communication needs of clients, how would you 
describe what you do? 
I am a person who works with words. I am a typographer and I use 
words to convey all forms of messages and sometimes the 
messages are typical things that we understand like advertising 
and packaging. Sometimes I am creating my own messages. 
Sometimes I am shaping the way a city thinks about itself and 
makes itself accessible to people. I think what I try to do is be 
generous in spirit in communication so people can be engaged. 

You once said, “The thing that’s most to be feared is 
doing the same thing over and over again.” As a 
communication professional, how do you avoid 
feeling repetitive in what you create?
I try to not be qualified for the job because if I don’t know what I am 
doing, I am going to make a mistake. If I make a mistake, I am going 
to create something new. Anything that I’ve done two or three 
times, becomes repetitive. I know that. The trick is to find the 
project that will allow me the flexibility to grow and that’s difficult. I 
keep looking for such projects. 

Paula Scher, Pentagram, New York
Paul Belford is a partner at London based 
agency, This Is Real Art, the agency which 
attempts to blur the lines between advertising 
and design. He is a former creative director at 
AMV BBDO. At Kyoorius Designyatra, he spoke 
to Campaign India about his ideas on 
Convergence and the divide between design 
and advertising.

What is your advice for Indian designers in the context of 
the divide between advertising and design?
I don’t agree with this vast divide between advertising and design. I 
never really understood the division. It’s the same thing that we both 
do. You need specialised skills within each discipline. Increasingly, 
there is pressure compliance both in terms of the amount of synergy 
across the communication space and also the economies of scale. I 
think there is a trend towards the two coming together. 

You spoke about the how even some of the most iconic 
work (like The Economist’s campaign ) can become 
outdated after a point of time? Should it be changed 
radically?
They shouldn’t change it radically. They should evolve it. By definition, 
everything becomes slightly outdated eventually. The trick is to update 
and evolve it with the times and not radically change it. 

What are your thoughts on convergence?
This subject is very close to my heart. In fact, this is why we created 
This Is Real Art. We don’t like just being restricted to certain disciplines. 
We have to incorporate the theme of convergence in our everyday work 
environment. Either we must work on different projects ourselves or 
team up with other creative companies in all kinds of different 
disciplines depending on the projects. So we practise convergence in 
London. It is an important theme at this point of time in the business of 
communication.

You have often spoken about taking radical steps like 
removing the company’s logo from an ad. How difficult it 
is to convince the clients in such matters?
It’s often very difficult. You can only do it when you have a very good 
relationship with the clients. I think advertising can be just another 
form of branding content. If you can make an ad not look like an ad, 
that’s a very good thing to do, because people don’t want to see ads. It 
should be interesting to look at and read, without a big logo. But it’s 
hard to persuade clients. You can do that when you have their trust.

Paul Belford, This Is Real Art, London

Scher’s poster series for The Public Theatre has found a place at MoMA in New York 

Iconic work like The Economist should ‘evolve’ with time : Belford

A never ending web page for Orange’s unlimited offer is an example of a ‘good, simple idea’: Roope Kesselskramer’s campaign for the Hans Brinker hotel decided that ‘telling it like it is’ was a good creative route


