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eyes of those they led. 
They are leaders who 
motivate ordinary 
people into achieving 
extraordinary results 
through the power of 
articulation of a clear 
vision. That they are 
persuasive speakers 
helps a great deal, too.

W h a t ' s  a l s o  
common between 
D r .  K a l a m  a n d  
Dr. Mashelkar is that 
they truly believe that 
India has what it takes 
to become the giant in 
knowledge economy. 

What's more, they have great respect for 
indigenous culture and systems. Dr. 
Mashelkar successfully fought against 
patenting of basmati rice and turmeric in 
the US courts while Dr. Kalam led the 
supercomputer project, PARAM, which 
made the US look silly for denying it 
to India. 

Innovation Economy
But unlike Dr. Kalam who was 

predominantly associated with defence 
projects, Mashelkar has given a business 
and management focus to 38 CSIR labs 

h e n  D r .  
Mashelkar, WI n d i a ' s  

foremost innovation 
evangelist, technocrat 
and an inspiring leader, 
steps down from the top 
job at CSIR on January 
1, 2007, his birth date, it 
w i l l  s imp ly  be  a  
formality. He will 
continue to lead India's 
march into technology 
and knowledge space.    

With their simple 
living, high thinking 
l i festyle and with 
dreamy eyes, Kalam 
and Mashelkar have managed to get 
thousands of well educated but 
demotivated scientists, stiff bureaucracy 
and the political establishment, to walk 
their path of excellence to achieve 
breakthrough results. They did this not 
with the help of power or big funds 
but with a terrific combination of 
in sp i r a t iona l  and  a sp i r a t iona l  
leadership skills. 

Both have come from very poor 
families but strived hard to reach the 
pinnacle. This heady mix of denial and 
aspiration gave them credibility in the 

The Mashelkar Magic
What President Dr. Abdul Kalam did to Defence Research 
& Development Organization (DRDO), Dr. R. A. Mashelkar 
has done to CSIR. Both transformed these organizations 
inside out and have made them world class 

By Benedict Paramanand
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Friedman's new 'middle class'
ontinuing to report on his 
story one year after his Cfirst book's release, 

Thomas Friedman updates his 
original version with 100 more 
pages and calls it The World Is 
Flat [Updated and Expanded]: 
A  B r i e f  H i s t o r y  o f  t h e  
Twenty-first Century.

Some of the sections that opened eyes in the first edition-on 
China and India, for example, and the global supply chain-are 
largely unaltered. Instead, Friedman has more to say about what 
he now calls "uploading," the direct-from-the-bottom creation 
of culture, knowledge and innovation through blogging, 
podcasts and open-source software.

In response to the pleas of many of his readers about how to 
survive the new flat world, he makes specific recommendations 
about the technical and creative training, he thinks, will be 
required to compete in the "New Middle" class. As before, 
Friedman tells his story with catchy slogans and globe-hopping 
anecdotes that readers of his earlier books and his New York 
Times columns know well, and he holds to a stern sort of 
optimism. He wants to tell us how exciting this New world is, but 
he also wants us to know we're going to be trampled if we don't 
keep up with it. A year later, one can sense his rising impatience 
that our popular culture and our political leaders are not helping 
us keep pace.

French leave on the rise
he growing work pressure and long hours are resulting in 
rise in French leaves. According to a recent survey from Tjob site CareerBuilder, 32% of workers admitted to 

calling in sick when they felt well at least once last year. And 
10% did so three times or more. 

The study found that the most popular motivator for missing 
work was the need to relax, as chosen by 48% of workers. About 
a quarter wanted to catch up on sleep, while 20% needed the time 
to complete personal errands. Other popular reasons included 
doctor's appointments (17%), plans with family and friends 
(16%) and housework (16%). CareerBuilder's "Out of the 
Office" report is based on responses from 1,650 workers and 
1,150 hiring managers.

Women were more likely to take a sick day when they weren't 
ill, as shown by the 37% of women who called in sick with bogus 
excuses compared to 26% of men. However, male bosses were 
likely to be less forgiving for unexcused sick days. A full 35% of 
men have fired an employee for calling in sick without a 
legitimate reason, as compared to 15% of women. The overall 
average for both sexes combined showed that 27% of managers 
have taken such action. 

Some experts have advised cutting down on excessive 
absences by promoting stress management, offering flexible 
work schedules and telecommuting, and encouraging the use of 
employee assistance programs among the staff.

Be business executive first, 
CIO next: IBM study

IOs in India need to be a business executive first and a 
technologist second, suggests the IBM India CIO Study. CIBM India, in its recently launched India CIO Study, has 

stressed on deep business model innovation for creating new and 
differing value for an organisation. The `India CIO Study' is a 
part of the Global CEO Study that the company announced in 
September 2006.

The study, a result of personal interactions with over 
44 leaders based in India, is aimed at bridging the gap between 
business and IT, besides enhancing the innovative agility 
amongst CIOs in India. The study suggests that innovation can 
be ignited by business and technology integration.

According to the report, nearly 86 per cent of the CEOs in 
India interviewed rated business and technology integration to 
be of great importance, and only 52 per cent felt their 
organisations to be integrated enough.

Besides, the study reveals that external collaboration is 
indispensable as collaboration among employee and internal 
organisations is just one consideration, and partnering outside 
the organisation results in higher revenue growth and innovation 
solutions.

Emphasising the need for CIOs in India to play an integral 
role in innovation initiatives, Nipun Mehrotra, director, 
IBM Global Technology Services, India, said, "The role of the 
CIO should be focused on establishing the right infrastructure, 
culture and climate for business model innovation. CIOs should 
lead by example and make the IT department a role model for the 
rest of the organisation."

BPO Projects in Sri Lanka

A well-established Sri Lankan BPO, with 
200 seat capacity in Colombo, is on the look 
out for new projects involving:

 Data Conversion
 Data Entry

 Quality Checking
 Auditing

Interested companies
Call 080-25343404 or 09880602275
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that he led since 1995. He is India's foremost champion of 'Innovation'. He 
firmly believes that India should become an 'Innovation Economy' and can 
get to the next level, mainly through Value arbitrage, since cost arbitrage 
will soon disappear.  "It is true that profitability is linked to innovation; if 
you innovate, there are profits to be made."

Six to seven years ago, CSIR hardly got half-a-dozen US patents a year. 
Two years ago it had 142, which is 40 per cent of all the patents that have 
been granted to CSIR. “It is not just important to be aware of patents or to 
file for and get them; it is equally important to validate them,” he had said.

“Now, I cannot export knowledge to American companies by copying 
their product; I had to be ahead of them. That's how we started creating a 
culture of patenting. It helped enormously since we raised the bar on 
innovation,” he said. 

Dr Mashelkar focused on bringing the products from the labs to the 
markets, protecting India's intellectual property rights and making 
scientists aware of the need to be self-supporting, instead of relying on 
government handouts.

He believes that enterprises will have to make a fundamental change in 
their management structures. “The shift will have to be from the rigid 
strategy-structure-systems model to the purpose-process-people model.” 

Dr. Mashelkar helped set up the National Innovation Foundation to 
acknowledge and reward grass root innovators. This has become a major 
movement spreading to other developing countries as well.

“We have done well in large system innovation; our programs in 
strategic areas, Green Revolution and White Revolution are indicative of 
our successes. We need an innovative mind to spot accidents, when they 
happen. After all, eyes do not see what the mind does not know. With the 
new innovation movement, we hope, we will increasingly see such radical 
breakthroughs come from India.” 

One of Dr. Mashelkar's biggest contributions is to firmly establish 
public-private networks where the excellence of the network, rather than 
individual institutions, is emphasized. He launched what is called 'the New-
Millennium Indian Technology Leadership Initiative'. Under this, the 
government gives soft loans at 3 per cent interest, which are written off if 
the project does not succeed. “We bring public and private partners together 
and look at areas where we can lead and have a sustainable comparative 
advantage,” he said.

Within two-and-a-half years of the program being launched, more 
than150 private institutions have been networked. It's the biggest public-
private partnership or knowledge partnership this country has seen. For 
example, TCS was involved in a major effort to develop new software in 
biotechnology and a product called Biosuite. TCS and 20 other institutions 
worked together to create this new product. 

At 52, Dr. Mashelkar was the youngest head to take charge of CSIR in 
1995. Even at 64 today, he packs enough ammunition to fire on all 
cylinders. Like Dr. Kalam, who at 77, is ready for a second term as 
President of India, Dr. Mashelkar has the stuff to carry on what he started 30 
years ago, with renewed zeal.
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Companies who can produce significantly better 
performance per R&D dollar over a sustained period are only 10 
percent. They distinguish themselves not by the money they 
spend, but by the capabilities they demonstrate in ideation, 
project selection, development or commercialization. 

If these high achievers have one thing in common, it seems to 
be a focus on building multifunctional, company-wide 
capabilities that can provide them with sustainable competitive 
advantage. They design their innovation investment for the long 
run, and create superior growth and profitability over time.

Lessons from the Roman Empire 
for businesses

ortune columnist 
Bing (Sun-Tzu FWas a Sissy) 

condenses the 1,200-
year history of Rome 
into a slim, wildly 
entertaining satire for 
businessmen t i t led 
Rome, Inc.: The Rise 
and Fall of the First 
M u l t i n a t i o n a l  
Corporation  (W. W. 
Norton (February 2007). Irreverent without ever slipping into 
logical anarchy, the volume is known to render epic history in 
corporate-speak. 

Bing notes that much of Roman history consists of "wars, 
wars and more wars," and he skips most of them. Instead, he 
focuses on the decisions and personalities of the colorful leaders, 
from Romulus to Caligula. Most interesting are the author's 
discourses on why Rome's "corporate strategy" worked so well 
for so long ("corporations willing to kill people do better than 
those which are not") and why its "corporate culture" was 
sufficiently strong to rally its citizens/soldiers/employees for an 
endless series of battles.

He acknowledges that the Romans' use of "murder as a 
business tool" may be excessive in today's environment, but 
many of their strategies, Bing says, were sound: "In any 
corporate transformation, a good housecleaning is absolutely 
called for." Word to the wise: if the guy in the next cubicle is 
reading Rome, Inc., watch your back.

Business-like approach to 
ecology
Policy makers and businesses have seldom seen eye-to-eye on 
environmental issues. However, a new approach, which looks at 
environmental assets from a business angle, may bridge this gap.

The U.S. Air Force has created one such rigorous process and 
calls it the natural infrastructure management (NIM) 
framework. NIM goes beyond merely gathering environmental 
experts to figure out better ways to use resources. 
The framework introduces creative problem solving and 
meaningful analysis about issues such as the value of wetlands 
for water filtration, flood control and recreation in the region 
around each base. 

Some worry about taking such a businesslike approach to 
natural resource management. One may feel uncomfortable 
placing a monetary value or price on a waterfall or forest or an 
eagle habitat for fear of misusing them. 

But there is no apparent cause for concern since the valuation 
approach has actually been shown to strengthen conservation 
efforts. That's because the valuation of resources reframes 
environmental costs as incentives for minimizing waste, 
pollution and environmentally harmful activities. 

In addition, this approach enables organizations to make 
better decisions about investments because they understand 
the true cost benefit trade-offs of their activities. Experience 
has shown that this approach provides a framework 
for collaboration, rather than confrontation, among 
organizations that traditionally have disagreed over 
environmental policy, such as manufacturing plants and 
regional environmental groups. 

How to spend less and earn more
id you know what's common between Cadbury 
Schweppes, Tata Motors, Google, Caterpillar, Apple, DAdidas, Toyota and Christian Dior? 

All these companies have a higher bang for their R&D bucks; 
they spend less than their competitors on research and 
development, yet outpace their industries across a wide range of 
performance metrics. 

Booz Allen Hamilton Global Innovation 1000 study 
(reported in strategy+business (Dec 2006) has found a subset of 
94 companies, called 'high leverage companies', who get more 
from their R&D spends than do their highly innovative peers. 
And they manage to do so consistently.  

The study for the second time (last year and this year) has 
demonstrated that there is no simple relationship between the 
level of R&D spending and corporate performance. This is true 
for number of patents controlled and financial performance too.

January  2007

A Booz Allen Hamilton's annual study, of the 
world's 1,000 largest corporate R&D 
budgets, uncovers hard  truths  about R&D 
spends and corporate performance
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Welcome women 
interim managers

f the trend about more and more women joining business is 
true all over the world, the trend about women 'opting out' of 
business is also true. I
In the US, women have been fleeing the confines of the 

corporation in droves, unwilling to make it in the big leagues. 
Where are all these smart, experienced women going?  Well, 
they aren't 'retiring' from corporate life but striking out on their 
own, launching companies at a higher rate than any other group 
or taking up part-time assignments. 

In India, a major part of this segment lies idle, although with 
talent, experience, capability and willingness to work. What 
they cannot do is work fulltime like the mainstream corporate 
workforce does.

Some smart companies who are exploring alternative 
resourcing strategies are increasingly recognizing this huge pool 
as their potential resourcing base, have started drawing from it 
and are discovering the merits of it. They are coming up with 
several modes of employing such women - flexitime, term time, 
short assignments, project-based work etc.- and are happy to see 
their attrition rates falling.

Avtar Career Creators, a recruitment consulting firm with 
presence in Bangalore and Chennai, specialises in women 
interim managers and targets such talent at senior, middle and 
junior levels.  

January  2007

Can competitor's 
innovation help you?
New findings suggest that you not only gain from 
innovating within your firm but also when your 
competitor innovates

 company's “Tobin's Q” - the ratio of its financial market 
value (think stock market capitalization plus 
outstanding debt) to the replacement value of its assets  A

- tends to increase when its competitor files for a patent and 
announces it!  Anita M. McGahan and Brian S. Silverman 
(Sloan Management Review, Fall 2006) have found evidence for 
investor sentiments strengthening for a company in the context 
of competitor innovation.

Expectations about a breakthrough by a competitor leading 
to lucrative new market segments for the company play a role 
behind this phenomenon. But this effect cannot be assumed in all 
conditions. When innovation is introduced into an industry from 
outside its circle of recognized competitors, it sends an entirely 
different message.  Investors are usually not upbeat when an 
outsider, say, a university scholar or an independent research lab, 
comes up with a piece of a new breakthrough, for they have the 
potential of upsetting the dynamics of the existing industry.

But outsider innovators don't always have the upper hand. 
“Industry structure is critically important to who wins from 
innovation,” says McGahan. “The relationship among industry 
structure, market power and innovation is to be understood 
better.”

The effect varies depending on the degree of patent- 
protection of the industries involved. In an industry with weak 
protection such as manufacturing, an outside innovation can be 
reverse-engineered or effectively replicated without infringing 
on the original patent , and hence the industry seems to benefit 
even from an outside innovation. The idea is that newcomers 
will not be able to leverage their new patents to take business 
away from industry insiders without the insiders themselves 
benefiting. The same does not hold good for industries like 
semiconductors or pharmaceuticals, for example, which have 
strong patent regimes.

The effect of an outside innovation on an industry also varies 
according to the importance of the complementary assets, viz., 
sales and service. In industries where sales and service are 
crucial, important innovation by outside inventors is a positive 
for industry insiders. In other words, when a sales or service 
force is vital in getting products to customers, incumbents 
benefit from innovations because new entrants will need to 
leverage the incumbent's complementary assets in order to 
exploit their patents' commercial value.

Saundarya Rajesh, the founder of the consultancy believes 
that the trend of interim women managers is picking up rapidly. 
A study by her company put the number of inactive but potential 
women interim managers in Bangalore alone at 15,000. Avtar, 
having started placing such professionals in various companies, 
has found evidence of falling attrition. One banking client of the 
firm is reported to have acknowledged a drop of 35 percent in its 
attrition rate in its call center, owing to such a strategy. Women 
interim managers seems to be a growing trend in the corporate 
recruitment strategies. 

In the US, one in 18 adult women is a business owner. 
Women-owned companies generated $2.5 trillion in annual 
sales and employ nearly 20 million people, according to Fast 
Company, May 2005. According to the Center for Women's 
Business Research, from 1997 to 2004, the number of women-
owned businesses grew twice as fast as all businesses in the 
United States. 
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arketers have long felt the need to go beyond the 
consumer's conscious and rational thoughts. The 
application of projective techniques in research has M

partially fulfilled that need. Albeit indirectly, these techniques 
allow us access to the consumer's subconscious. Instead of 
articulating their experiences directly, consumers project their 
feelings on to other people / objects thereby circumvent some of 
their rational defenses. This indirect approach still leaves a gap 
in understanding which a segment of marketers is attempting to 
bridge, by directly accessing the consumer's subconscious - 
through hypnosis. 

Hypnosis involves creating 'an artificially induced state in 
which the layer of the conscious controlling apparatus in the 
individual is cleared away, which opens up the subconscious 
world of the person'. Imagine a see-saw - with the two planks 
representing the two streams of consciousness. When the 
conscious stream is lying low, the subconscious stream comes to 
the fore. 

Contrary to what people believe, hypnosis is a natural and 
safe experience that we often encounter without awareness. For 
instance, a person walking on the road, listening to his iPod may 
not be aware of the time / distance he has covered, yet, he would 
be conscious of road safety, traffic rules and his destination. The 
difference between that and the hypnotic trance is  that the 
former is a natural trance, whereas the latter is induced 
deliberately - by deep relaxation and focusing that dilute the 
attention of the conscious mind. 

How does hypnosis add value to consumer research?
A woman in her early 40s recalls her first memory around a 

brand of tea. Tea is the first thing she learnt to make, and on this 
occasion, is serving it to her guests. The sense of pride she felt 30 
years ago is visible on her face as she relives the experience. 
Praise for her effort translates into a trust and connection she 
makes with this brand. Such narrations bring a whole new 
dimension to responses otherwise expressed in research as 'I 
cannot change the brand of tea that I have used for the past 20 
years since I'm used to it'. Through hypnosis, it is possible for 

consumers to be age-regressed in 
time, to recall their first encounters 
with brands and the associated 
emotions which help marketers get 
cues on the drivers for brand loyalty. 

Subjecting consumers to hypnosis 
does not mean they will unknowingly 
reveal details they don't intend to. 
Even while in hypnosis one cannot be 
forced to say or do anything that goes against their morals 
or sensibilities. 

In a conscious state an individual recalls an incident, 
whereas in hypnosis he relives the moment. Consumers have 
reported experiencing the same emotions they had once felt. 
“I felt I was actually there” is what one would hear after such 
an interview. This feeling of 'being there' also means that the 
amount of detail recalled or sensory perceptions felt during 
such interviews is unmatched. This is particularly useful 
while researching activities such as grocery shopping, 
brushing teeth or washing clothes which are low on 
involvement and monotonous or categories such as food or 
shampoos where sensorial cues matter and are otherwise 
difficult to verbalize.

Besides bringing new dimensions to the content gathered, 
hypnosis aids the research process. Since the focus is driven 
inwards, a person under hypnosis is not distracted by external 
stimuli and not consciously aware of the time elapsed. Thus 
the quality of responses does not deteriorate with lengthy 
conversations. Moreover, it helps consumers understand 
their own thought process better and therefore can be an 
enriching experience for the consumer as well. 

A few caveats
Hypnosis is a powerful tool in the hands of a researcher, 

and the need for training cannot be overemphasized. 
Abreaction i.e. the involuntary release of a repressed 
negative emotion is a possibility that the hypnotist ought to 
handle discreetly. Also, a person under hypnosis is highly 
suggestible and this implies that the hypnotist use the tool 
ethically - only to understand the consumer's thoughts and 
not plant suggestions in his mind for commercial gain.

Reshma Anand is a freelance qualitative researcher
reshma.anand@gmail.com, www.reshmaanand.com 

in market research?

Hypnosis has come a long way from being 
perceived as a manipulative tool. Through 
it, it is possible for consumers and marketers 
to get cues on the drivers of brand loyalty
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Clickprint
A pattern of web surfing behavior that uniquely identifies the 
person doing the surfing. It's a unique pattern of Web-surfing 
behavior based on actions such as the number of pages viewed 
per session, the number of minutes spent on each Web page, the 
time or day of the week the page is visited and so on.

Wormhole effect
It's about the new skill of finding short cuts into great ideas. 
Wormholes in the universe are tunnels of energy that short-cut or 
fast forward into a new dimension. It's about exploring your 
personal genius for new ideas and implementing them at work to 
change your business effectively. One can find these wormholes 
when one operates from the area of his/her passions/talents.

Undercover marketing
Marketing in which actors promote a 
product in a real-world setting while 
posing as regular people. Appropriately, 
undercover marketing comes in various 
disguises. These include the lean over 
(when someone paid by a company leans 
over to you to extol the virtues of the 
company's product) and under-the-radar 
marketing (indirect marketing, such as 
leaving one of the company's boxes in an apartment lobby to make 
it appear as though someone purchased the company's product).

Drip marketing
A direct marketing strategy that involves sending out a number of 
promotional pieces over a period of time to a subset of sales leads. 
The phrase actually comes from the phrase "drip irrigation."This 
is an agricultural/gardening technique in which small amounts 
of water are fed to plants over long periods of time.

Multilevel marketing
A business that sells goods and services using a network of 
individuals ("distributors"). Each distributor is paid a 
commission on the sales they generate as well as the sales 
generated by distributors they recruit into the business. In 
multilevel marketing, all customers are potential distributors, 
and each level of distributor gets a cut of the earnings of the next 
level; the best-known example is Amway

Tunnel advertising
An advertisement consisting of a series of illuminated screens in 
a subway tunnel, each projecting one image from a sequence to 
create an animation effect as the train goes by. It is being tested 
on the MARTA system in Atlanta, the New York-New Jersey 
PATH trains and subways in Athens and Seoul.  

Dependency ratio
The dependency ratio is simply the ratio of unemployed to 
employed people, whether globally, nationally, or 
organizationally (where retirees are the unemployed). It is 
linked to such things as birth rates, employment trends and 
economic growth rates. But in business, it is also influenced 
strongly by the cost of retirees, which, in turn, is determined in 
large part by the outcomes of negotiations between management 
and labor.

Harvard economists David Bloom and David Canning attribute 
at least one-third of a nation's economic success to the 
dependency ratio, something that can be predicted years in 
advance based on what we know now about demographic trends.
India, on the other hand, with slower declines in the birth rate, 
will see its dependency ratio improve as larger numbers of 
children grow up and enter the work force, where they can 
support their elders and non-working children.

Human Capital Leverage
In April 1999, Investment Bank Goldman Sachs launched an 
initial public offering (IPO) that drew a market value of $36 
billion in its opening, a value four times that of its hard assets. If 
we subtracted the book value from the $36 billion and divided 
that by the number of employees at the time of the IPO, we would 
see a dramatic example of the market's appreciation for Human 
Capital Leverage.

Crowdsourcing
It is the new internet-based business technique where you enlist 
a whole community to solve your problems. A good example is 
Innocentive , a site where companies can post tough chemistry or 
biology challenges and top scientists from around the world can 
earn serious money by solving them.

Alpha Male Syndrome
The business world swarms with alpha males competitive, 
belligerent and impatient, these hard-charging leaders can run 
roughshod over colleagues and employees, to the detriment of 
their careers and the bottom line. In Alpha Male Syndrome, Kate 
Ludeman and Eddie Erlandson build on their Harvard Business 
Review article "Coaching the Alpha Male"sounding a wake-up 
call to all alphas and the companies for which they work.

Fallen angel
A company whose once-sky-high stock price has come down 
to earth

Religion stock
Stock from a company that investors believe will continue to 
show increased revenues and profits for many years to come.

Moon rocket
A company with a stock price that rises dramatically following 
an initial public offering.

Corpocracy
A society in which corporations have substantial economic and 
political power.

Corridor cruiser
A worker who spends a lot of time walking through office 
corridors, usually en route from one meeting to another.

Adhocracy
An organization with little or no structure; the opposite of a 
bureaucracy

Advertecture
Advertisements painted on the walls of buildings

On-hold advertising 
Telephone-based advertising directed at consumers while they 
are waiting on hold.
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Failure should be forgiven, forgotten: Premji
ailure is an essential part of the innovative process, Azim 
Premji, chairman of the Indian outsourcing giant Wipro FTechnologies, told an audience at the Stanford Business 

School recently. 

"It is impossible to generate a few good ideas without a lot of 
bad ideas. Failure should be forgiven and forgotten quickly," 
Premji's said as part of the School's "View from the Top" 
speaker series.

Premji, who, over the course of a 40-year career helped 
transform Wipro from a family-owned vegetable oil business 
(Western India Vegetable Products Ltd.) into one of the largest 
outsourcing companies in the world, said, failure is a critical 
ingredient in innovation. He added that innovation is what 
enables young startups to upset the existing balance of power.

To that end, companies must deliberately design a culture of 
innovation to actively seek feedback from customers, celebrate 
all kinds of diversity in their workforces and foster an 
environment in which workers feel safe taking risks, even when 
they fail.

"In every market, at every juncture, there are significant scale 
advantages that make the largest companies appear invincible. 
Yet time and again, upstart technologies create disruptions and 
they change the rules of the game," Premji said. 

Premji is one of India's foremost innovators. A graduate of 
Stanford's School of Engineering, Premji said that real progress 
comes as much from changing behavior as it does from 
inventing new products. "Creativity is about making new things. 
Innovation is about doing new things," he said.

Flushable diaper
It's not enough to have ideas, for innovation to work, it has to 

be laced with solutions, Larry Huston, VP of Knowledge and 
Innovation, P & G, said. P&G is a leader in the field of Open 
Innovation  collaborating with thousands in their Connect and 
Develop program.

Huston is very clear that Connect + Develop is not an idea 
factory. "The reality," he says, "is that the world is filled with 
great ideas. We want ideas filled with solutions, we want a 
solutions factory" According to Huston, reported in Innovation 
Tools, a website devoted to innovation, it's rare for a consumer to 
come up with a product idea that P&G's research and 
development team haven't already considered. So the value of 
the external network is not in coming up with a new idea it's 
about solving our important consumer problems. 

"Most parents love the idea of a flushable diaper," says 
Huston. "There aren't too many people out there who can create 
one." To address the 'solving problem' P&G builds solution- 
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based networks rather than brainstorming networks. The onus is 
on P&G to be exceedingly clear about the conditions and 
parameters of a particular problem so their network of problem 
solvers can get to work. 

To do that, the company collaborates with organizations and 
individuals around the world, systematically searching for 
proven technologies, packages and products they can improve, 
scale up, and get to market fast. "When you get the right people, 
working on the right problem, at the right time, magic happens," 
explains Huston. "You just need to know how to stimulate that 
latent capability within a given network. Smart people will 
swarm to a given problem."

Best 2006 innovation books
Innovation may be the new buzz as chief executives 

everywhere get their PR writers to script them speeches that 
embrace it. But beyond the blah-blah, building effective 
innovation procedures and processes remains the single most 
important challenge for top managers. A selection of five books 
provide serious, insightful advice: Payback by James Andrew 
and Harold Sirkin, Juicing the Orange by Pat Fallon and Fred 
Senn, Mavericks at Work by William Taylor and Polly LaBarre, 
Zag by Marty Neumeier and Open Business Models: How to 
Thrive in the New Innovation Landscape by Berkeley professor, 
Henry Chesbrough.
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echnology has got people to communicate more efficiently and 
has created a maze of communication devices and channels and Thas set an expectation of implied collaboration  e.g. email, fax, 

phone, reports, mobile, blogs, social networks, instant messaging, 
chat, video conferencing. To fulfill our task obligations, we depend on 
other technology-based systems that are either designed as 
information collectors, processors, messengers  which we commonly 
know as ERP, CRM and BPM. 

The current system has far too many linkages for it to be effective to 
the end user and has actually created more confusion rather than 
simplifying the human work environment. This article discusses the 
current debate on 'Human Interaction Management Systems' (HIMS) 
and a couple of technology leaders who are trying to change the way 
people interact, using technology.

Human Interaction Management refers to 
a set of methods that combines disciplines 
such as role activity theory, social systems 
theory, learning theory and several computer 
science disciplines into a common approach 
for human collaborative work covering both 
human resource utilization and managing 
any human driven business process. 
Contextually, HIM is being currently 
positioned as an extension of business 
process management or BPM from a 
technology perspective.

HIM is based on five main features of human working activity that 
can be described briefly as follows:

Connection visibility - Refers to meaningful collaboration between 
people whose skills, responsibility, authority and resources are unique 
rather than  focus on the 'data rationalization' approach that is currently 
followed. HIM uses Role Activity Diagrams to depict processes 
graphically that can be understood by anyone.

Structured messaging - Email management today is the simplest 
example of how unstructured messaging can get. HIM uses structured 
messaging to imposing structures that help people communicate 
across processes  in a sense messaging is not discreet but a part of the 
processes, which is, how people do it naturally when they interact face 
to face.

Support for mental work - A large part of the work people do often does 
not have concrete output that is easily measured, and thus, managing 
knowledge workers can be a challenge. Yet, the time and material 
involved by a knowledge worker to research, compare, consider, decide 
and respond to information. HIM allows for such complex tasks to be 
managed as smaller discrete groups and measured more accurately.

Supportive rather than prescriptive activity management - Humans 
do not sequence their activities like a procedural computer program  
they respond to the tasks on hand based on the resources and 

information that they possess. HIM supports this in a simple way by 
defining pre and post conditions for a process as per set business rules 
so that the process does not gets derailed.

Processes change processes - Human activities often relate to 
problem solving or initiating an action. A process therefore leads to 
another process and can influence and change the next process since 
tasks are typically event driven. HIM distinguishes management control 
(related to the task) from executive control (related to the policy) thus 
allowing for better consensus.

The discussion on HIMS was triggered off by BPM companies 
including large organizations like IBM and SAP which published a paper 
called BPEL4People, addressing a people-and-task concept. Microsoft 
and Oracle also mention similar concepts in their recent research. A 

good way to understand HIMS is to study the 
concepts of HIM brought into a set of tools by 
the organization called www.humanedj.com. 
Other relevant examples to look at include 
www.procession.com, a UK based company 
that talks about Task Oriented Architecture 
(TOA) as against SOA. Another good example 
is www.zoho.com. It is still early days yet  
however, there are technologies that are 
clearly demonstrating HIMS in a practical 
sense.

Challenges going forward….

Knowledge management has always 
been an intriguing subject and HIMS takes the whole subject to a new 
level where there is a definitive push from transaction to tacit 
interactions. While BPM has traditionally focused on process 
management alone, looking at processes from a human perspective 
lends a new dimension to the thinking. The HIMS approach focuses on 
bringing the human interaction into sharper focus as the basis for 
technology deployment rather than the older approach that focused on 
making organizations less people dependent. This has happened 
primarily because technologies have evolved faster to create more 
channels of communications for human interaction than ever before 
and traditional IT frameworks have been relegated to either decision 
support or information warehouses.

Visibly, one can see the focus of organizations in the Internet 2.0 era 
as seeking to bring more clarity and order and empower human 
interactions. Increasingly, technologies are going to follow human 
interaction and one can see it in new generation devices such as mobile 
messengers, push email, wireless handheld devices, on demand 
productivity tools and optimization of communication technologies to 
make larger data sets to move faster. So, maybe, extending George 
Orwell, we could say that the Big Brother is not only watching us but 
also following us!

Technology is getting human again
Business process management has traditionally focused on process management 
alone. Looking at processes from a human perspective lends a new dimension to it
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r. G M Molier, Dean of Rotterdam Business School, has 
seen it all. The beauty of the Polder Model transformed 
an unsure nation after the World War II into one of D

Europe's most vibrant countries. But today, he is unsure how the 
Dutch will cope with the new rules of the game. This is because 
the game itself has changed. 

The Dutch Polder Model is characterized by the tri-partite 
cooperation between employers, labor unions and the 
government. These talks are embodied in the Social Economic 
Council (Dutch: Sociaal-Economische Raad, SER). The SER 
serves as the central forum to discuss labor issues and has a long 
tradition of consensus, often defusing labor conflicts and 
avoiding strikes. This model worked wonders in a 
predominantly manufacturing economy. 

But in the knowledge economy where the output is 
knowledge and in a corporate world where shareholder value is 
more important than the job security or the employees, the 
consensus model does not work. Dutch corporate giants such as 
Shell, ABN Amro and Philips are less Dutch and more 
international. They have been so for decades even before the 
Polder system influenced them.

The name Polder Model and especially the verb "polderen" 
(English: to polder) has been used pejoratively to describe the 
slow decision making process, where all parties have to be 
heard, which characterizes Dutch politics as well. But the fast 
world of today needs quick decisions. 

A polder is a low-lying tract of land that forms an artificial 
water body, enclosed by embankments known as dikes. The 
Polder Model came into being in the Middle Ages since it was 
necessary for farmers, noblemen, cities and others to cooperate 
in order to maintain the polders from getting flooded. Without 
unanimous agreement on shared responsibility for maintenance 
of the dikes, the polders would have flooded and everyone 
would have suffered.

Some critics have suggested that the economic wheels have 
come off the Polder Model. Many are unhappy over their 
country's reputation for excessive tolerance whether of 
immigrants, soft drugs, prostitutes or even gays.

Informality pays
Dr. Molier says that Dutch managers have been less formal 

compared to American or Germans. This has made them more 
acceptable in any work environment. “That shows up in the 
management style as well. Dutch companies are not top heavy, 
they are bottom up,” Molier says.

The Dutch system of compromise, Molier believes, has 
worked well in Asia too since they are non-confrontational. But 
he laments that the IT or the technology boom is passing by the 
Dutch in their own country although when they go out, they 
adjust to the local environment much better than the others. 

So what do business schools in Netherlands teach today? 
“Prepare them to work all over the world. You should be able to 
adjust to the local management style since there is no one 
approach today,” he said. 

Incidentally, the Rotterdam Business School faculty is going 
to teach Indian students in a Bangalore campus.  The faculty is 
multinational and multicultural and therefore, they will be able 
to offer an international perspective.

Dutch not sure of going 'dutch'
The Polder consensus model has served the Netherlands very well for long but the 

New Economy is forcing a different management philosophy, which is redefining the way 

its companies will be run in the future. But the transition period will be tough

January  2007

Some critics have suggested that the economic 

wheels have come off the polder model.

Many are unhappy over their country's reputation 

for excessive tolerance whether of immigrants,

soft drugs, prostitutes or even gays
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etworks, partnerships, convergence, business model 
innovation are sure-fire killer attributes of any 
successful enterprise. These are what Dr. Villoo N

Morawala  Patell, founder and CEO  Avestha Gengraine 
Technologies Pvt. Ltd, seem to have already sewn up in her eight 
year as a biotechnopreneur.

“Focusing on innovation right at the start,” she says is what 
gave her the head start and has helped her remain at the cutting-
edge of both technology and strategy. What's more Dr. Patell, 
also started with what most other IT and BT entrepreneurs think 
of doing at a later stage - go bang on with products rather than 
scrounging around doing services with the hope that it will fund 
their product development later. Dr. Patell is confident to launch 
eight products into the global market by 
2008.

Dr. Patell, 49, is also the Chairman of 
AQUAS, Hyderabad and Avgen Inc., 
USA. Owing to her pioneering work in the 
field of molecular biology, she has long-
standing professional relationships with a 
lot of people, institutions and corporates 
working in agri-biotechnology across the 
world. She is a key member of the Task 
Force and Vision for Biotechnology, 
instituted by the state government of 
Karnataka and founding member of the 
Association of Biotechnology Led 
Enterprises(ABLE). While Avesthagen 
won the Red Herring award for disruptive 
innovation, Dr. Patell won the 'entrepreneur of the year' award 
from BioSpectrum magazine, this year.

Avesthagen is an integrated biotechnology and 
bioinformatics company, focusing on the convergence between 
food, pharmaceuticals and clinical genomics leading to 
preventive personalized medicine. It has developed natural 
ingredients derived from plants used in traditional Indian 
medicine that have proven to be beneficial for conditions like 
diabetes, obesity, metabolic syndrome and bone loss. It has 
several international patents on technologies that render 
environmental tolerance, enhanced productivity and other 
genetically engineered traits to the plants.

With 200 people, it is primarily a healthcare technology 
group but with varied interests in biopharmaceuticals, food for 
medicine (nutraceuticals), seed for food (agribiotech) and 
science innovation. To make such diverse businesses work, Dr. 
Patell has gone aggressively on the partnership model. This 
model not only helps share risk but also gets the partners to offer 
their best.

Dr. Villoo Morawala - Patell is a global Indian who is sold on the India story. She can teach 
a lesson or two to budding entrepreneurs, especially in the biotechnology field, about how 
to put together an international team to pursue their goals

Avesthagen has ties at every stage in the value chain with 
appropriate partners, both public and private, for accessing and 
exchanging technology and overall commercial expertise to 
leverage the 'India advantage'. Its current partners are: 
BioMeriux of France; Cipla; Nestle; CCBR of Denmark; 
Sequenom of USA; AstraZeneca of UK; Imperial College of 
UK; TNO of the Netherlands; Novartis of Switzerland; Itochu of 
Japan and Limagrain of France.

Avesthagen has established a world class, state-of-the-art 
laboratory facilities at the International Tech Park in Bangalore. 
The company is about to start construction of its new facilities, 
which will include additional facilities for pilot and commercial 
scale manufacturing of bio-pharmaceuticals, pilot scale plant 

extraction facilities as well as facilities for 
animal trials.

The company works on an integrated 
systems biology approach to capabilities, 
infrastructure and technology that facilitate 
cross talk between numerous disciplines, 
leading to innovative solutions and 
flexibility. The business model of the 
company is to combine IP and product 
development for long term sustainable 
revenue generation and value addition, 
with R&D services and collaborative 
research programs for/with other parties to 
generate an early revenue stream and 
market focus.

When everyone is talking about going global, Dr. Patell has 
brought the world to India. Most of her function heads are 
expatriates who seem to enjoy working in Bangalore. She 
represents the new generation of enterprising Indians, who are 
highly educated in best of schools abroad, but are sold on the 
India story and are willing to risk their careers and money. 

India's share in the global biotech industry is still miniscule. 
To move up from $1.5 billion to a projected $40 billion industry 
by 2015, it needs companies such as Biocon and Avesthagen to 
launch breakthrough products. What the industry can learn from 
Dr. Patell is not just the enthusiasm for products but the way to 
go about developing them  innovatively.

Innovation First
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While Avesthagen won the 2006 Red Herring 
award for disruptive innovation, Dr. Patell 
won the 'entrepreneur of the year' award from 
BioSpectrum magazine this year
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 lecture in Europe every year and 
get paid of course. There have been Ioccasions when I was paid for my 

lectures when I was still there. There 
have also been occasions when I had to 
wait for the cheque till after my return. 
Though Europe is outrageously 
expensive for most Indians, I recall that 
I always enjoyed my trip more and 
spent more lavishly when I was paid 
before my return.

It is not that I did not enjoy my trips 
when the payment had to wait till after 
my return.  But I enjoyed those trips 
less than I did the ones when I was paid 
on the spot! This is because when I was 
not paid on the spot, I spent more 
gingerly, though there was never any 
risk of default! And this even on 
occasions when I received my 
corporate bonus just before I left for 
E u r o p e ,  a n d  t h e  b o n u s  w a s  
significantly larger than my fee from 
the lectures!  Clearly, in my mind the 
spending in Europe and the earning in 
Europe belong to one set of accounts, 
while money earned elsewhere 
belongs to a different set of accounts!

Ask yourself this. If you had an 
advance ticket of Rs. 500 for a long 
awaited play and upon reaching the 
venue you found you had lost the 
ticket, would you buy another ticket on 
the spot? A majority may respond in the 
negative, as in our mental account 
while the play may be worth Rs. 500, it 
may not be worth Rs. 1000! On the 
other hand, if you did not have an 
advance ticket and went to the venue 
with the idea of buying a spot ticket, 
and found that you had lost a Rs. 500 
bill from your wallet, will you buy the 
ticket for Rs 500?

A majority of us might say yes, since in 
our mental accounting the loss of Rs. 
500 note belongs to a different account 
from the expense of the play! 

Assume again that you go shopping 
and find some car-floor mats for on 
"sale" in large, medium and small 
sizes. Your car is a small one. The 
normal prices for the mats are Rs 400, 
300 and 200 respectively. On the "sale" 
however, all of them are priced at, say, 
Rs 150. Which of the mats are you most 
likely to buy? Most people faced with 
the situation are more likely to buy the 
large ones, even if it is a tad too wide 
for their narrow car! 

Clearly, in our mental accounts, there is 
a larger perceived "saving" in buying 
the large mat! Perhaps it's for the same 
reason that we stuff ourselves on paid 
buffets, even when we are on a diet!

Assume again that you are out to buy 
yourself a shirt (or a book).  You find 
the shirt (or the book) you want in a 
supermarket for Rs. 500 (or the book 
for Rs. 50). At the supermarket, the 
shirt (or the book) salesman informs 
you that in another branch of the same 
store, some 20 minutes drive away, the 
shirt (or the book) is on sale at Rs. 480 
(or Rs. 30). Will you make a trip to the 
other store?

More of us are likely to make that 20-
minute trip when the item costs Rs 50 
but not when it costs Rs 500. A Rs 20 
discount on an item worth Rs 50 looms 
larger than the same quantum of 
discount on an item worth Rs 500, even 

Mental Accounting and the Decision Maker
By V. Raghunathan

Marketers can learn from how a consumer behaves, given different situations but involving 
the same amount of money available for spending

though the savings and the effort involved in 
moving to another store is the same in the two 
cases. Mental accounting, unlike finance 
theory, does not always regard savings in 
absolute wealth terms. Clearly, our mind 
perceives a Rs 20 saving on a Rs 50 item 
[(value Rs -50) - (value Rs -30)] as being better 
than the same saving on a Rs 500 item [(value 
Rs -500) - (value Rs -480)].

How do consumers combine two or more 
financial outcomes? How do they make 
purchase options involving positive or 
negative outcomes? What drives their minds? 
The mental accounting processes perhaps 
work towards making the individual happier, 
if not "rational". For instance, who is happier? 
One who wins two small gifts of Rs 75 and 
Rs 50 or one who receives a single gift worth 
Rs 125? Most of us are likely to rate the double 
gift receiver as being happier, while finance 
theory will postulate equal degree of 
happiness for the two, since value of 75 + 50 
must equal 125! 

So, now, will you prefer to give a large 
discount on a single product that you sell or 
smaller discounts on two different products? 
Don't rush into an answer!

beyondEconomics

 The author is a  former Professor, IIM Ahmedabad 
and a Senior Director of GMR Group.

How do consumers combine two or 
more financial outcomes? How do 
they make purchase options 
involving positive or negative 
outcomes?
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ccording a recent research, a baby smiles 
400 times a day, an adolescent smiles 17 Atimes a day and an adult doesn't smile at 

all! The more successful one becomes the more 
stiff he gets. Is roughness a sign of success? Is 
being stressed, a sign of prosperity, growth or 
dignity?  I do not think it makes good economics 
to spend half the health in gaining wealth and half 
of the wealth in gaining back health!

You should smile more. Every day, every 
morning, when you wake up, look at the mirror 
and give a good smile to yourself. When you 
smile, all the muscles in your face get relaxed. The 
nerves in your brain get relaxation and you get the 
confidence, courage and energy to move on in life.

Life is not always a bed of roses. There are 
good things; pleasant and unpleasant events 
happen; different situations come. But we need the 
energy, enthusiasm and courage to get over the ups 
and downs of life and we have to create it 
ourselves.

We need to ponder on what is it that takes away 
the natural gifts of humanity - smile, friendliness, 
compassion, broad-mindedness. What really 
obstructs these values is stress. If you are tense, 
then your perception, observation and expression 
suffer. And you have only two ways to get rid of 
tension: either lessen your workload or increase 
the energy level. In today's world, it is not possible 
to lessen the workload; it will keep on growing 
day by day. The alternative is to increase our 
energy. Here I usually suggest that we can take a 
look at different sources of energy. The food is our 
first source of energy  proper food and right 
amount of food, neither too much, nor too little. 
Second is proper sleep. Third, that is the most 
important source of energy, is breath, which we 
have ignored or forgotten about.

Ninety per cent of the impurities in the body 
go out through the breath because we are 
breathing 24 hours a day. However, we are using 
only 30 percent of our lung capacity. We are not 
breathing enough.

We breathe nearly 16 to 17 times a minute. If 
you are upset, it may go up to 20, if you are 

Sri Sri Ravi Shankar's message for the New Year  - Smile More

The power of smile

extremely tense and angry, it could total 24 per 
minute. Ten if you are very calm and happy, two to 
three breaths if you are in meditation. Deep 
meditation can reduce the number of breaths 
you take.

With every breath we exhale, we are throwing 
out carbon dioxide, toxins are going out of the 
system and blood is getting purified. Breath is 
such an important source of energy but we have 
not done much to learn and study about our breath. 
The breath is the link between body and mind. The 
mind is like a kite and the breath, a thread. For the 
mind to go high, the breath needs to be longer. You 
don't have to take Prozac if you can attend to 
the breath.

You can be creative and productive, and at the 
same time not lose the human, the humanness that 
we are all born with. Just material things or 
comfort alone do not really make a person 
comfortable. He may have a good bed to sleep on, 
but is unable to sleep due to insomnia or worry. He 
needs to get a broad understanding about himself 
and his priorities. Clarity in the mind makes things 
much easier - understanding his basic emotions 
like love, his interaction with people around him, 
knowing about his own ego or what his own 
intellect or mind is saying to him and 
introspection, will give him a few minutes of 
relaxation which is very vital.

This is where a little knowledge about 
ourselves, about our mind, our consciousness and 
the root of distortion will help. So, learning 
something about our breath is very important. Our 
breath has a great lesson for us which we have 
forgotten. For every rhythm in the mind, there is a 
corresponding rhythm in the breath; for every 
rhythm in the breath, there is a corresponding 
emotion. So, when you cannot handle your mind 
directly, you can do it through breath. 

So, what is most important is introspection 
about one's own life and how to improve the 
quality of life. This intention itself will open many 
doors for you, to feel better about yourself. 
Develop a sense of caring for each other and 
smile more!
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Family Steward:  If you are investor who gives 
priority to family goals, skew your investment to 
fulfill your personal goals like repaying housing 
loan, investing for your children's education 
,marriage etc., and if you have average 
knowledge of investing and personal finance, 
then you will fall under the category of Family 
Steward.
What you should expect from your Wealth 
Manager: Your Wealth Manager should be 
practical and careful by protecting you and your 
primary goal of protecting the family. They 
should expertise in suggesting such products 
which will fulfill your foremost family 
financial goals. 
Financial Phobic: If you are least bothered 
about investment, and have little/or no 
knowledge about investing but prefer to 
delegate the burden of finance to trusted advisor 
because you don't have the time and patience to 
understand the complexities of finance inspite of 
you being wealthy, then you fall under the 
category of Financial Phobic.
What you should expect from your Wealth 
Manager: Your Wealth Manger should be 
dedicated and a reliable person as you are 
entrusting him with all your financial matters. 
He must know when and how to make the right 
move as you're bothered about returns.  
Independents: If you are very straightforward 
and an easy going investor and your financial 
goals are more towards fulfilling you hobbies or 
your travel expenses and you have  an average 
knowledge about the investment, you will fall 
under the category 'Independents'. However 
your go-free attitude will not apply for your 
investments. You may also turn back to your 
Wealth Manager if things go wrong. 
What you should expect from your Wealth 
Manager: Your Wealth Manager should have 
the best knowledge about your investment apart 
from being careful. He should advice in such a 
way that he balances your emotions and the 
financial freedom.
Conservatives: If you are an intensively private 
person, don't talk about your financial situation 
easily to anybody, but like to watch your money 
grow, then you fall under the category of 
Conservative Investors. Your ultimate goal is 
capital appreciation without forging returns.

What you should expect from your Wealth 
Manager:  Your Wealth Manager should behave 
in such a way that you are sure that your 
investment information will be in the safe hands 
apart from being confidential. You can have a 
self check by asking few relevant questions 
about his organization, and how the client 
records are maintained.  His answers should 
make you feel comfortable in such a way that 
you start the relationship right away or if you 
have already started relationship, can be assured 
that it will continue long term.
Very Important Persons: If you are in a 
prestigious position and enjoy respect of others 
and you spend most of your money on buying 
prestigious and branded things, then you are 
termed as V.I.P. You are rich but your knowledge 
on investment is fairly low. 
What you should expect from your Wealth 
Manager:  Your Wealth Manager needs to have 
three main things while dealing with you, 
namely, attentiveness, focus and responsive. 
As you always have limited time on your hand, 
you will rely completely on your advisor for 
financial matters. You should also check 
whether he is from a reputed organization as this 
plays a vital role for you.
Intelligent Investors: If you are an investor 
with strong financial knowledge apart from 
sound analytical skills, and good in numbers, 
you will be termed an Intelligent Investor. You 
understand the intricacies of all the financial 
products. In other words, you know where your 
money is going, what return you can expect etc. 
However, due to various reasons like lack of 
time and services issues, you seek a Wealth 
Managers/Advisors
What you should expect from your Wealth 
Manager: Your Wealth Manager should have an 
in-depth knowledge about the product whatever 
he suggests. He should be good in numbers with 
good reasoning power, because, many times you 
may know more than your advisors. He should 
be able to justify his suggestion and shouldn't 
accept whatever you say. He should supplement 
his advice with relevant reports, statistics etc. 
so that you get convinced.

Reference: CEG worldwide website.

What type of an investor are you?
Here are a few tips to check whether your investment is handled by the 
knowledgeable and experienced wealth manager. Go ahead and try to figure out in 
which category you belong to
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Green to Gold : How Smart Companies Use 
Environmental Strategy to Innovate, Create 
Value and Build Competitive Advantage
Daniel Esty, Andrew Winston, Yale University Press, Sept. 2006

This book explains what every executive 
must know to manage the environmental 
challenges facing the society and the 
business world. Based on the authors' 
extensive experience with forward-thinking 
corporate leaders around the world and 
real-world examples from companies like 
BP, Toyota, Ikea, GE, and Nike, Green to 
Gold shows how corporations create value 
by building environmental thinking into 
their business strategies. Daniel C. Esty and 
Andrew S. Winston provide clear “how-to” 
advice for making sense of environmental challenges, achieving 
both environmental and business success, and establishing 
Eco-Advantage in the marketplace.

Green to Gold is written for executives at every level and 
businesses of all kinds. Esty and Winston guide leaders through a 
complex new world of resource shortfalls, regulatory restrictions 
and the growing pressure from outside stakeholders to strive for 
“sustainability.”

The Book of Hard Choices: How to Make 
the Right Decisions at Work and Keep Your 
Self-Respect  
James A. Autry and Peter Roy, Random House, December 2006 

The dilemmas that put your integrity to test 
require you to look beyond organizational 
policy and industry precedents to find an 
answer that reflects your personal sense of 
justice. The book goes to the heart of these 
difficult decisions. James Autry and Peter 
Roy, experienced executives themselves, 
interviewed numerous leaders about the 
tough decisions they've made on the job.

The authors dig into the thinking process 
these people went through, as well as the 
emotional strain, the self-doubt and the fear of a wrong decision's 
impact on their business, family or coworkers. Not everyone in 
this book made the right choice, but all of them were forced to 
examine their values and make decisions in complicated 
circumstances.

Cut to the Chase: and 99 Other Rules to Liberate 
Yourself and Gain Back the Gift of Time
Stuart R. Levine, Random House, December 2006

In Cut to the Chase, bestselling author Stuart R. Levine reveals 
100 no-nonsense rules on how to be more effective at work and 
make the best use of your most precious resource: your time. They 

understand the importance of refueling their 
batteries outside of work. In Cut to the 
Chase, Levine distills the expertise of 
hundreds of CEOs, leaders and professionals 
into 100 concise, invaluable lessons about 
how to get to the point, stay on track, and be 
more successful in everything you do.

In an age where we spend more hours at 
work than ever before, Cut to the Chase is the 
indispensable guide for taking control over 
your time so that you can lead a happier and  more balanced life.

Exceeding Customer Expectations: What 
Enterprise, America's #1 car rental company, can teach 
you about creating lifetime customers
Kirk Kazanjian, Currency Publishers, January, 2007

In this book, noted business author Kirk 
Kazanjian reveals how your company can 
consistently outperform and outsmart the 
competition by following a simple 
philosophy espoused by Enterprise founder 
Jack Taylor: “Take care of your customers 
and employees first, and the profits will 
follow.” Winning customer loyalty is like 
running a marathonnot a 100-yard dash. By 
mastering this principle, Enterprise has 
earned not only record profits, but also 
received numerous awards for customer service and earned 
an enviable reputation as one of the world's best companies 
to work for. 

Exceeding Customer Expectations imparts timeless lessons on 
satisfying both customers and employees that you can put to use 
right away, no matter what your business or industry is.

Why Not? : How to Use Everyday Ingenuity to 
Solve Problems Big and Small, 2nd Edition
Barry J. Nalebuff, Ian Ayres, HBS Press Book, December 2006

Why Not? is a primer for fresh business 
thinking, for problem solving with a 
purpose, for bringing the world a few steps 
closer to the way it should be. May be 
idealistic but not unrealistic, according 
to authors. Illustrated with examples 
from every aspect of life, Why Not? 
offers techniques to help you take the things 
you see every day and think about them in 
a new way.

How to Sell Anything on Yahoo! 
and Make a Fortune!
Skip McGrath, Dennis L. Prince, Dennis Prince, 
McGraw-Hill, November 2006

Yahoo! is the third most active shopping site on the Internet and 

January  2007



17 

ManagementNext bookshelf

this hands-on guide makes it easy for anyone 
to start selling on Yahoo! in no time. How to 
Sell Anything on Yahoo! And Make a 
Fortune! explains: what it takes to set up a 
Yahoo! Store that's popular and profitable; 
how to take advantage of Yahoo! Web 
hosting, sponsored searches, and affiliate 
programs; registration of domain names and 
how to use Yahoo's business mail services  etc.

If you are an entrepreneur or small business owner looking 
to make Yahoo! part of your online retail strategy, this is a 
useful book.

Beyond Basketball: 
Coach K's Keywords for Success
Mike Krzyzewski, Jamie Krzyzewski Spatola, 
Jamie Krzyzewski Spatola, Warner Books, October 2006

As the title of this winning book suggests, 
Coach K knows that a world exists beyond 
the gym. In this book, this inspirational 
mentor talks about his personal philosophy 
and lessons that he has learned on and off 
the court. For Mike Krzyzewski, head 
coach of the Duke University men's 
basketball team, certain words have special 
importance and force. Coach K uses them 
every day to energize, motivate, and teach 
his players how to be winners on the court 
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and in every aspect of their lives. Now, in Beyond Basketball, he 
offers 40 short, hard-hitting essays - each centered on an 
important keyword and illustrated with anecdotes from his 
personal experiences - that educate and inspire.

iWoz: From Computer Geek to Cult Icon: How I 
Invented the Personal Computer, Co-Founded Apple, 
and Had Fun Doing It
by Steve Wozniak, Gina Smith, W. W. Norton ( September 2006)

Before cell phones that fit in the palm of your 
hand and slim laptops that fit snugly into 
briefcases, computers were like strange, alien 
vending machines. They had cryptic 
switches, punch cards and pages of encoded 
output. But in 1975, a young engineering 
wizard named Steve Wozniak had an idea: 
What if you combined computer circuitry 
with a regular typewriter keyboard and a 
video screen? The result was the first true 
personal computer, the Apple I, a widely affordable machine that 
anyone could understand and figure out how to use.

Wozniak's life before and after Apple is a "home-brew" mix of 
brilliant discovery and adventure, as an engineer, a concert 
promoter, a fifth-grade teacher, a philanthropist, and an 
irrepressible prankster. From the invention of the first personal 
computer to the rise of Apple as an industry giant, iWoz presents 
a no-holds-barred, rollicking, firsthand account of the humanist 
inventor who ignited the computer revolution.
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Empowering Leadership in Management 
Teams: Effects on Knowledge Sharing, 
Efficacy, and Performance
Abhishek Srivastava, Kathryn M. Bartol and Edwin A Locke. 
The Academy of Management Journal, Vol. 49, No. 6, 2006

This paper surveyed management teams across 102 hotel 
properties in the U.S. to examine the intervening roles of 
knowledge sharing and team efficacy in the relationship between 
empowering leadership and team performance. Team 
performance was measured through a time-lagged market-based 
source. Results showed that empowering leadership was 
positively related to both knowledge sharing and team efficacy, 
which, in turn, were both positively related to performance.

Influences of Top Management Team 
Incentives on Firm Risk Taking
Peter Wright, Mark Kroll, Jeffrey A. Krug and Michael Pettus. 
Strategic Management Journal, Vol. 28, No. 1, 2007

In this work, the influences on subsequent firm risk taking of 
fixed incentives relative to variable incentives as well as the 
separate effects on subsequent corporate risk taking of variable 
incentives are examined. Focusing on the top management team 
members, the authors find a higher proportion of incentives that 
are devoted to fixed incentives relative to variable incentives 
tend to be inversely associated with subsequent firm risk taking. 
Managerial stock options are directly and uniformly associated 
with subsequent corporate risk taking. Executive shareholdings, 
however, display a curvilinear relationship with subsequent 
enterprise risk taking.

Increasing Sales by Introducing 
Non-Salable Items
Kobi Kriesler and Shmuel Nitzan. Managerial and Decision 
Economics, Vol. 27, No. 8, 2006

Rationality implies that adding irrelevant and, in particular, 
inferior alternatives to the opportunity set cannot increase the 
choice probability of some other alternative. In this study, the 
authors propose a novel approach that can rationalize an 
intended addition of such alternatives because it strictly 
increases the choice probability of some existing alternative. 
The driving force behind the existence and extent of such an 
increase is the random nature of individual preferences that 
implies intransitivity, and the random nature of the applied 
choice procedures.

The authors study the case of a firm interested in increasing 
the sales of some of its existing products by introducing a new 
and inferior (non-salable) product. The main results focus on the 
feasibility and potential advantage of a successful such strategy. 
The paper first establishes necessary and sufficient conditions 
for an increase in the sale probability and then derives the 
maximal possible absolute and relative increase in this 
probability, when the firm has extremely limited information on 
the characteristics of the consumers. The paper then derives 
analogous results; assuming that the existing line of products 

consists of just two items and that the firm has accurate 
information on the consumers' stochastic preferences over the 
existing products. These later results are illustrated using some 
experimental evidence. The applicability of the approach is 
finally briefly discussed in the context of branding policy.

Exploring Intuition and its Role in 
Managerial Decision-Making
Erik Ian Dane and Michael G Pratt. The Academy of 
Management Review, Vol. 32, No. 1, 2007

This paper reviews 
and re-conceptualizes 
“intuition,” defining 
intuitions as affectively-
charged judgments that 
arise through rapid, 
non-consc ious  and  
holistic associations. In 
doing so, the paper 
delineates intuition from other decision-making approaches 
(e.g., insight, rational). The paper also develops a model and 
propositions that incorporate the role of domain knowledge, 
implicit and explicit learning, and task characteristics on intuition 
effectiveness.

The impact of TQM Implementation on 
Employee's Performance in Chinaan example 
of Shanghai Fu-Shing Company
Chich-Jen Shieh and I-MingWang. Journal of Statistics & 
Management Systems, Vol. 9, No. 3, 2006

This study seeks in a controlled setting to examine the 
efficacy of TQM program implemented on rank and file 
employees, using the method of Case Study at Shanghai Fu-
Shing Inc. located in Shanghai City of China, and a Longitudinal 
Comparative Research Design. Through the sample 
composition, instrumentation, procedures, data analysis, Null 
Hypothesis were tested. Results show that there is a significant 
difference in the degree of Employee participation between 
'After and Before TQM Implementation.'

The significant difference indicates that After TQM 
Implementation has considered the conditions necessary for job 
performance. In reference to the Human Performance System 
model, Shangahi Fu-Shing Inc. through its TQC program has 
addressed the aspects of input (information, resources), 
performer (training, guidance), output (conformance to quality 
standards), consequences (bonuses, recognitions) and feedback.

In fact, TQM covers every aspect on the way of life and 
operation that is conducted in an organization. This is 
particularly true for employee involvement and job performance 
that is directly affected by TQM: Employee Involvement 
because of established participative activities and job 
performance because of the conditions created necessary for 
good performance.

abstract of case studies / papers
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Does Corporate Governance & 
Transparency affect the Accuracy of 
Analyst Forecasts?
Gauri Bhat, Ole-Kristian Hope and Tony Kang. Accounting & 
Finance, Vol. 46, No. 5, 2006

Using country-level proxies for corporate governance 
transparency, this paper investigates how differences in 
transparency across 21 countries affect the average forecast 
accuracy of analysts for the country's firms. The association 
between financial transparency and analyst forecast accuracy 
has been well documented in previous published literature; 
however, the association between governance transparency and 
analyst forecast accuracy remains unexplored.

Using the two distinct country-level factors isolated by 
Bushman et al. (2004), governance transparency and financial 
transparency, the paper investigates whether corporate 
governance information impact on the accuracy of earnings 
forecasts over and above financial information. The authors' 
document that governance transparency is positively associated 
with analyst forecast accuracy after controlling for financial 
transparency and other variables. Furthermore, the results 
suggest that governance-related disclosure plays a bigger role 
in improving the information environment when financial 
disclosures are less transparent. The empirical evidence also 
suggests that the significance of governance transparency on 
analyst forecast accuracy is higher when legal enforcement 
is weak.

International Joint Ventures and the Value 
of Growth Options
Tony W. Tong, Jeffrey J Reuer and Mike W. Peng. The 
Academy of Management Journal, Vol. 50, No. 1, 2007

Real options theory predicts that international joint ventures 
(IJVs) confer valuable growth options to firms, yet there has 
been no direct evidence on whether firms actually capture 
growth option value from such investments or under what 
conditions. This paper bridges the gap between theory and 
evidence by empirically testing this prediction, and develops the 
theoretical arguments that an IJV's ownership structure, product 
market focus, and geographic location are important 
contingencies affecting the value of embedded growth options. 
The empirical evidence confirms that IJVs do enhance firms' 
growth option values, but only under certain circumstances. 
Specifically, minority IJVs and diversifying IJVs contribute to 
growth option value, but other types of IJVs do not. The findings 
also challenge recent claims on the growth option value of 
investments in emerging economies.

Motivation to Lead, Motivation to Follow: 
The role of the Self-Regulatory Focus in 
Leadership Processes
Ronit Kark and Dina Van-Dijk. The Academy of Management 
Review, Vol. 32, No. 2, 2007

In this paper, the authors integrate recent theories of 
motivation and leadership that are focused on the self. The paper 

draws on the self-
r egu la to ry  focus  
theory and on self-
c o n c e p t  b a s e d  
theories of leadership 
in order to develop a 
c o n c e p t u a l  
f r a m e w o r k  f o r  
u n d e r s t a n d i n g  
leaders' motivation 
and their leadership 
behavior, as well as their ability to have strong and diverse 
effects on followers' motivation and resulting perceptions and 
behavior. The paper proposes that leaders' chronic self-
regulatory focus (promotion versus prevention), in conjunction 
with their values, influence their motivation to lead and 
subsequently their leadership behavior. Specifically, promotion 
focus leads to affective motivation to lead and to 
charismatic/transformational behaviors, whereas prevention 
focus leads to social-normative motivation to lead and to 
monitoring/transactional behaviors.

The paper also explores the effects of the organizational 
context on leaders' situational regulatory focus and its effect on 
leadership behavior. The paper further suggests that leaders 
may influence the motivational self-regulatory foci of their 
followers (promotion or prevention), which will mediate 
different follower outcomes. Specific leader behaviors, which 
prime different aspects of followers' situational self-regulatory 
foci, are identified and their possible effects on different aspects 
of followers' cognition, emotions and task behaviors at the 
individual and group level are discussed.

Investor Activism, Managerial 
Responsiveness, and Corporate Social 
Performance
Parthiban David, Matt Bloom and Amy J. Hillman. Strategic 
Management Journal, Vol. 28, No. 1, 2007

The authors study relationships between shareholder 
proposal activism, managerial response, and corporate social 
performance (CSP). The study finds that shareholder proposal 
activism reduces CSP. The authors infer that rather than 
pressuring firms to improve CSP, activism may engender 
diversion of resources away from CSP into political activities 
used by managers to resist external pressures and retain 
discretion. The paper also finds that managers are more likely to 
settle proposals filed by salient shareholders (i.e., those with 
power, legitimacy, and urgency). Settlement with salient 
shareholders, however, also reduces CSP, suggesting that 
managers' responses are symbolic; i.e., they settle with salient 
shareholders to demonstrate conformance but continue to resist 
making the substantive changes to core policies that may 
compromise their discretion.

Compiled by Rohtas Kumar, IIMB
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Across:

1 This IT czar’s recent biography describes him as 
“Bangalore’s tiger” (4,6)
6 You have to do this to join a leading MBA program, but 
you might need to be one as well!!! (3)
9 Occurring or appearing again or repeatedly (9)
10 James’ Bond’s preferred watch brand (5)
11 Lawrence & _____ :leading eye care company (4)
12 Bollywood actor Jackie _____ (6)
14 ______ Pandey, one of India’s most influential creative 
ad men (6)
15 Formerly from Keyline, this UK shaving foam and 
blades brand name is being reintroduced in India by Godrej 
(7)
18 A loudspeaker that reproduces higher audio frequency 
sounds (7)
19 The Mahindras’ SUV whose tagline is “Break free” (6)
20 India’s leading internet portal (6)
23 Modern-day Persia (4)
25 _______ Hans: Govt.-owned helicopter company (5)
26 Most online downloads will allow you this before you 
need to purchase the software (4,5)
27 This allows you to read lots of content in one place 
without having to visit different websites (3)
28 The new James Bond flick was mostly shot at this 
location (10)

Compiled by Ravi Narayan Raghupathi

Solution to Crossword No. 20

Down:

1 ABN-_____ bank (4)
2 India has to have this growth strategy if it wants its 
impact to reach out to the poor (9)
3 There are no middle seats on this business-class 
airline (9)
4 CII’s marketing blitz in Davos was called “India 
______” (10)
5 Naresh Goyal’s airline (3)
6 For a company, this Latin word means a mission 
statement (5)
7 Apart from vehicle movements, this word also means 
the conveyance of messages or data through a system of 
communication! (7)
8 Oshkosh B’___: leading children’s apparel brand 
name’s famous tagline (4)
13 Legendary ad man who created the Marlboro Man 
(3,7)
16 The US military cemetery, located near the Pentagon 
(9)
17 The commercial processes involved in promoting 
and selling and distributing a product or service (9)
18 The South Indian town benefiting the most from the 
lifting of the textile quota (7)
21 Ups and ___ (5)
22 Vijay Mallya plans to globalise this Goan beverage! 
(4)
24 India’s best-selling car in 2006 (4)
26 To and ___ (3)

N A G P U R C R A B T R E E

I R T E O L

F R E E M A R K E T Z U N E

T O E B N T C

A V I S P R O V I D E N T

I E T A K N R

N E R O Z I G P A J E R O

C T S R O N N N

U B U N T U N F O C R D I

B A T F D O C

A B O R T I O N S E R N O

T N E Y E L L

I N K S T O O T H P A S T E

N Y T H O A

G O O D Y E A R B I A S E D
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Best S&T minister?
At the BioSpectrum annual do in 
Bangalore recently, biotech business 
leaders were convulsive in their praise 
for the leadership of Mr. Kapil Sibal, 
minister of science & technology. In fact, 
many said, he was the best S&T minister 
India has had since Independence. Even 
if he deserved it, saying that when he was 
around, that too several times, smacked 
of unfettered flattery which, one thought, 
was disappearing in the age of liberalization. Old habits indeed 
die hard but if some minister is doing his job while most others 
are 'busy', some excessive 'recognition' may be forgiven.

Why Jack Welch was right
When Jack Welch made the bold decision of setting up GE's 
second largest R & D center in India in 2000, many wondered 
about its rationality. Although reasons such as the availability of 
cheap knowledge capital were given out, Jack Welch had not 
given out his secret. But Dr. R A Mashelkar did a quick back of 
the envelope calculation and arrived at this logic.

One way to understand what Welch meant is to calculate the 
number of scientific research publications the country produces 
per dollar that is spent on R&D . He calculated the number of 
journal publications per gross domestic product (GDP) 
per capita per year. The top three nations were India (31.7), 
China (23.32) and the United States (7.0). John Welch's 
intuition was right!

Mohammad & Mahindra (M&M)
Here's an interesting fact from M&M's history. M&M was first 
known as Mohammad & Mahindra and was based in Pakistan 
before Independence. 

Mahindra's first partner was Ghulam Mohammed, who was the 
founder's partner. He decided to join Pakistan after Partition and 
in fact became its first governor general. The folklore in the 
company has it that M&M couldn't afford to change the 
stationery, which already said "M&M" and thus came the name 
Mahindra and Mahindra!

Message in a battery
ING Vysya Life Insurance has a unique way of promoting its 
insurance offerings. Since Exide Industries is the biggest 
shareholder, it has offered to package ING Vysya's promotional 
material along with the battery's packaging. It will be interesting to 
know how many battery buyers have taken ING Vysya's life cover. 

Whatever the number the company may dish out, it beats logic 
because batteries are OEM products, which means it is already 
fitted when you buy a car or a bike. And if one needs to replace 
the battery, it is normally done during a service where the user 
rarely gets to see it. Many a time, over zealousness beats logic.

Namaste Amigo
That India has truly become global is evident in the name of a 
'pure' vegetarian restaurant in Chennai - Namaste Amigo. It 
offers cross- continental delicacies such as Tandoori Pizza. Want 
to try it out?

Swamy Ayyappa temple 
hits a jackpot
The Swamy Ayyappa temple in Guruvayur, Kerala, became 
richer by Rs.6.8 crore, thanks to the investors who gave a thumbs 
up to Sobha Developers' IPO recently. Soon after hearing of the 
success of the IPO, chairman PNC Menon headed straight to pay 
obeisance by weighing himself in gold and donating it to the 
temple. Buyers of Sobha property don't have to think twice as 
they now have divine blessings. But what about the investors? 
Only time will tell!

KEN BLANCHARD LIVE & EXCLUSIVE 
“EXCELLENCE IN BUSINESS LEADERSHIP” 

 Delhi 29th Jan 2007  /   Bangalore 31st Jan 2006
Mumbai 2nd Feb 2007

To Register Log on to http://kenblanchard.indiatimes.com or 
e-mail at kenblanchard@indiatimes.com or Call

Delhi - Ph: 66113703, Fax: 26384438
Bangalore - Ph: 41471316, Fax: 41471315
Mumbai - Ph: 66952311, Fax: 66951937
Chennai - Ph: 42180933, Fax: 42179052
Hyderabad - Ph: 39181660, Fax: 39181661
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