2

The Economic Times 27 June, 2008

EYE FOR INNOVATION

The Game Changer

THE COMPANY MAY HAVE hogged the headlines for the Nano
over the last few months, but Tata Motors has many morefirsts toits
credit. In 1998, it launched the Tata Safari, the country’s first sports
utility vehicle, which was followed by the Indica, India’s first fully in-
digenouspassengercar. Ace,asub-onetonne commercial vehiclefol-
lowedin 2005, that created anew segment of its own.

“India can be the place for innovation,” said Ravi Kant, MD, Tata
Motors, at an ET- promoted event, adding that innovation is primari-
ly the implementation of a new idea that would give the company a
competitive edge, in all aspects of the value chain. Driving thisinno-
vation are the Seven Ps: product, price, promotion, place, purpose,
people and processes. While price was clearly the path breaking

\ Enter The Dragon

TATATEA MD PERCY SIGANPORIA has a simple motto: shed what you are good at
and move on. As a result, this plantation turned branded tea company has emerged as
among the mostinnovative companies within the group.From the way it structured its exit
from the plantations business by selling it to the estate employees to a more recent series
of measures which have resulted in the time taken for the tea-tasting process going down
toafourth of the original, most departments in the company have their own tale to tell.
“Whatwe do at Tata Tea is to create an atmosphere by which innovative behaviouris en-
couraged. Italsoformsanimportant part of the appraisal process,” says Siganporia.
The company has a systemin place, whereby employees can presentideas on any part of
the business that they feel can be done differently. While a lot of ideas get thrown up,
Siganporia says that the company is engineered in such a way, that only the truly inno-
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thought behind the Nano, the other aspects too were tackled un-
conventionallyfortheRs 1lakhcar.“The companywasfaced witha
dilemmawhenitcameto promoting the Nano, giventhatthe prod-
uctwasn'tevenready.Buttheyneedn‘thaveworried.”lcan’tthink
of any other product or service which has built up such a strong
brand without spending money,” laughs Kant. Within 24 hours of
thelaunch, the Nanowebsite had four million hits. Now that'sa hit.

Going Green

WHEN TATA CHEMICALS recently set up its first Innovation
Centre in Pune, MD Homi Khusrokhan ensured that the scientists
were notgovernedbythesamerulesastherestoftheorganisation.
This meant enough flexibility and time to spend on research along
with less complicated management processes . “People need to
have the right environmentto be able toinnovate,” he says. He is
alsoafirm believerin having an openand informal culture, where
peopleare given the freedom to experiment andfail.

The Innovation Centre has been set up with a view to dis-
covering a new set of “horizon three businesses” where the
company could have a presence in the future. “The one com-
mon thingallthese businesseshaveto havethoughisthatthey
must pass the ‘Green Screen’ and be sustainable,” says Khus-
rokhan. While the company hasalready started workon some
innovations like bio-fuels and using biology to create nano-
materials, there aremany othersstillin the pipe-line, somealso
being worked upon in collaboration with other group compa-
nies. The Centre currently houses 30 scientists and intends to
take this upto 300 over the next five years.

» [ he Technovator

BACKIN 1968, INTHEAGE of punch cardsand unitrecording
equipments, when the idea of 24x7 processes didn't exist, a small
‘computercompany’inthe TataGroup cameinto being. Thiscom-
pany, Tata Consultancy Services (TCS) actually introduced the
concept of business process outsourcing a few decades before the
restofthe country—andtheworld-caughtontotheidea. Thenext
big step for TCSwas to set up thefirstinnovation centrein Punein
1981, which was followed up by labs across the world, with the
twentieth one comingupinthe USshortly. Tomake the shiftfrom
beinginventivetoinnovative, TCSbrought Clayton Christensen,
anoted innovation consultant, ontoits board.

K Ananth Krishnan, chief technology officer, TCS says that
therearealot of interactive initiatives to take innovation to the
next levelin the company. These include various initiatives in-
cluding Technovator’,anopenonlineforumforideationandthe
launch of company blogs where employees can share ideas. TCS
alsohasitsowninnovationawardsforthe bestlab, teamsandin-
dividualinnovators.

vation led ideas tend to get firmed up.

Tetley, UK, a subsidiary of the company, has set up what it calls the ‘Dragon’s Den’,
where ideas put forth by the employees are discussed. The ‘dragons’ act like venture
capitalistsand based on the strength of the ideas, the employees are provided the fund-
ingto seeitthrough. “We tell the youngsters not to focus on the financial model but to
be open to taking the risk. We will back them- but at the same time, there are enough
checksin place to ensure that we don'tinvest blindly either,” says Siganporia.

Steely Resolve

FOR TATA STEEL, INNOVATION can range from the deployment of in-
ventionto using the best thatisavailableinamannerthat makesitmost prof-
itabletothe enterprise.B.Muthuraman, MD, Tata Steelisastrongadvocate of
‘nurturing’ innovation, not managing it. He is known to have said that the
word ‘manage’ connotessystem, structure, hierarchy and procedure —each of
which is an opposition to innovation. The managing, he feels, should be re-
stricted to the culture and ambience of the organisation.

Itis by implementing a series of small but significantinnovationsin every
step of themanufacturing processthatthe company hasemergedasoneofthe
lowest cost producers of steel in the world. For instance, one of the biggest
competitiveadvantages Tata Steel had wasits captive supply ofiron-ore. How-
ever,once it started supplying to sectors like white goods and automobiles, it
realised thatthe 0.80% phosphorus contentwasa problemassomewanted it
aslowat025-0.10%.Sothe company wentaboutgradually changing parts of
the manufacturing process and has brought the level down to 0.12% and is
now working atbringingitfurther down to 0.10%.

What has made all this possible is that the senior management of the com-
panyencourages maverickthinkingandallows peopleto havetheirown take
oninnovation.
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WHENTHE OPENINGWORDS ofacompa-
ny’s vision statement read, To be Innova-
tive...’, youknowthatittakesinnovation seri-
ously. As the first company to pioneer organ-
ised watch retail and then branded jewellery
retailinIndia, Titan hasalways had a history of
doing things differently.

The best known example of innovation
from this relatively young company is the
Edge, the slimmest watch in the world.B. Na-
garaj,head-Innovedgedivision, Titan men-
tions that a few years ago, the company
wentthrougharough patchasproductslike
mobile phones started eating into wrist-
watch sales. “Ata time like this, innovation
was the key to the growth of the segment,”
he says.Sothe company setupaspecial cell,
Innovedge, whichwould workon marrying

technology and stylein watches.
According to Harish Bhat, COO, Titan
innovation isa matter of culture. “We try

watches,” he says. Afew months ago, the
rope who spentafew weeks in Baseland

at the Louvre in Paris to soak in atmos-
phereandideas.

ally excite the company. “We are work-
ing on installing RFID chips within

cardsin offices, or could store informa-

Harish Bhat

endless,” saysBhat.

toempowerpeopletogooutandresearch
a new world, both inside and outside of

company senta team of designers to Eu-

The possibilities of what can be
achieved using technology are what re-

watches which could work as access

tionaboutaperson. The possibilities are
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“WE ARE NOW building partnerships
with institutes of excellence such as the
Indian Institute of Science and Cam-
bridge University. Group companies such
as TCS and Tata Motors already have es-
tablished partners,and nowwe are doing
more workshops so that people can un-
derstand how to invest in research and
development and partner with acade-
mia,” explains Sinha. TCS, forinstance, is
collaborating with Stanford on software
developmentfor data privacy.

A proud achievement for the top Tata
managers has been that the innovation
culture is spreading its tentacles. Some
like Percy Siganporia, MD, Tata Tea even
sticktheirneckouttosayit'sall pervasive.
Hesays, “We don'thaveaspecialinnova-
tion cellin Tata Tea as we believe innova-
tion is happening in all spheres of our
company.” Not surprisingly, two of the
company’s recent innovations have
reached thefinalroundsoftheTatalnno-
vation Awards. Theawards, presented on
the TataInnovation Day, were set up two
years ago to bring into the spotlight the
differentkinds ofinnovation taking place
inthegroup, bothinIndiaaswellasover-
seas. Interestingly, it's not only successful
innovation thatisawarded, buteventhe
ideas that have failed are duly recognised
under the ‘Dare to Try’ category. The
award winnerwho makes a presentation
also details why and how the idea failed
and what is being done to fix and re-
launchit.“InIndia, most peopleareafraid
offailure but to be innovative, itis essen-
tialto beabletotake thatriskwithout the
fear offailing,” says Gopalakrishnan.

Renowned innovation guru V Govin-
drajan, Professor at Tuck School of Busi-
ness and chief innovation consultant at
GeneralElectricisconvincedthattheTata
Groupis well poised to be at the forefront
of innovation in the country in future.
“The Tatas understand the Indian con-
sumerand havea passionforgrowingIn-
dia. Also, the Tata Group hasalways been
professionally run and has paid attention
to building very high intellectual capital
and has the financial strength to mount
big, audacious and innovative projects,”
hesays.

Despite the hullabaloo around suc-
cesses like Nano, Tata executives are go-
ingaboutassimilatinginnovationin their
daily scheme of things in a silent, unas-
suming Tata sort of way. Siganporia re-
counts how last month, at the northern
region finals for the Innovation Awards,
when Gopalakrishnan asked the finalists
present if they thought they were really
innovative, only six or seven hands went
up. “That is the thing about the Tata
Group - we don't believe that what we
are doing isinnovative. Itis just a part of
the day’s work,” he says. Watch out for
the unassuming innovators; more Nanos
areworkin progress.

priyanka.sangani@timesgroup.c

MDANDCEO

WEP PERIPHERALS
Inordertohelpits channelfra-
ternity and customers, WeP
Peripheralslaunched asales
process automation system,
includingan automated
Reseller Payout systemto
reach600towns,anautoalert
systemfor billing to customers
andaCRM package, BizTrack
forimproving sales processes.
Now, the timeframe forthe
reseller cheque payments has
comedownfromanaverage
60daysto 20 working days.
Customershavefoundthee-
mail invoice generation benefi-
cialand have beenreleasing
paymentsontime.The
increasein collections has
boosted business profitability.

MDANDCEO

MULTICOMMODITY
EXCHANGE OF INDIA
LIMITED (MCX)
Sinceitsinception, MCX has
beenworkingtodevelopthe
commodities marketthrough
extensivetraining
programmes. The company
hasenhanceditstraining
capabilitiesthrough the estab-
lishmentofa Centre of
Academia, which coversthe
entiregamut oftraining -from
identifying users/traineesand
developing the course content
todeliveryandevaluation.The
MCX Centre of Academia
offers classroom programmes
anddistance learningmodules
inpartnershipwithIndia’slead-
ingmanagementinstitutions
suchasthellMs,IRMAand
Symbiosis,among others.

Companies that deploy path-breaking business

practicesaretypically the onesthathavea
heritage and culture of innovationand
promote the sameatalllevels. Profiled
below are six companies (featured on
www.avayaglobalconnect.com/crpractices),
allleaders within their verticals that have
viewed challenges through a new eyeglass
and handled them with fresh approaches,
methodologies and business practices.

“USING THE POWER

of innovation, organisa-
tions need to invent new
business practices and
reinvent existing ones to
differentiate  themselves
and gain competitive ad-
vantage in the market.
Business lead-

alter the rules of the game.
In today’s world, we need
more conceptualisers and
ideators of business prac-
tices —practitioners who
can really make a differ-
ence by looking at old
problems with new eyes.
Business prac-

ersmustcreate tices are the
anenvironment crownjewels of
within their organisations,

L

companies
where employ-
ees freely and

but they must
be constantly
examined, im-

-—

fearlessly think proved  and
beyond the or- even replaced
dinary and by newonesso
come up with that compa-

nies can re-
main dynamic
and customer
responsive.”

practices that
will usher in
business trans-
formation and

Managing director and
vice-chairman, Avaya
GlobalConnect

MANAGINGDIRECTOR SVP, ALLIANCESAND
INTERLINEDISTRIBUTION
KOTAKSECURITIESLTD

JETAIRWAYSINDIALTD
Tomeettheeverincreasing
needs of its customers, Jet
Airwayswanted tounder-
standtheirflying patterns.
Thecompanylauncheda
loyalty (frequent flyer)
programme witha dynamic
software delivery platform,
tocapturethevarying
transaction/usage patterns of
flyersand build a customer-
centricvalue based
proposition. The practice has
helpedtheairline generatere-
peatbusiness,improve
customer loyalty scoresand
acquire new clients.

Recognising the need ofits
customers to remain updated
regularly on market moves
andtheir positions, Kotak Se-
curities decided tointroduce
M-Trade, aservice that
provided clients with live mar-
ketupdates on theirmobile
phones. Afirst-of-its kind
investment facility, M-rade
hasbeen designedtogivethe
customersaninstantaccess
tothe stockmarketthrough
the mobile. Furthermore,
clientscanmake investment
decisionsonthegoand place
aninstantorderthrough
Kotak's calland tradefacility.

DIRECTOR

PARLEAGRO

Parle Agrodecidedtotakea
fresh lookatits popular drink
Frootiand gobeyondthe
TetraPak.The company
introduced Frootiin PET
bottlestoaid staggered B I
consumption. ltalsomade

the beverage affordableforall .]'

bylaunching Frootiina65ml

TetraPak, pricedatRs 3.

Realising the damage that
out-of-stocksituations would ‘

dotoitscustomers, Parle

Agrotookthe backward inte-

grationroute by settingupa _r
PET preform manufacturing

unit. Thisinitiative has helped

boost Frootisales through \
PET bottles, penetrate Tierll

and lllmarkets, compete

across categoriesand devel-
opapan-Indiapresence.

RAHULSINGH
MDANDCEO

CITIGROUP GLOBAL
SERVICESLTD

Citigroup Global Services
(CGSL) wasdriven by the
growing maturity and expec-
tations of its customers togo
beyond costarbitrageand
improve delivery, quality and
productivity. The company
developed an ‘Operational |
Excellenceand Innovation
Framework’to captureand
deployideas pertaining to
improving Voice of Customer
(VOC), SLA Conformance,
Voice of Employee (VOE) and
Productivity etc. This has
helped CGSL reap cost
benefits, bag new business,
improve profitability and cus-
tomer satisfaction scores.
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