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Integrity and respect build 
lasting beneficial relationships
By Soli Mullan,
Steel Procurement

A good and healthy relationship with the 
key suppliers ensures that they extend their 
fullest cooperation in good times and bad. 
Here are my personal experiences. 

In the 1980s, prior to the decontrol of steel, 
we were heavily dependent on SAIL for our 
steel supplies. It was difficult to get supplies 
from SAIL in the quality and the quantity that 
we required. Quite often there were weight 
shortages in the coils received - ranging from 
tens of kilos to a few hundred kgs per coil. In 
fact, the short supplies were quite rampant. We 
would do the necessary paperwork diligently 
and put in our claims which were settled by 
the SAIL officials after verification. Against this 
backdrop, I remember, on one occasion we 
received steel coils with an excess weight of 
about 3M/T. It was something unusual. We 
took up the matter with our management and 
we were told to make the necessary payment 
promptly. The regional manager of SAIL was 
pleasantly surprised with this gesture of ours 
and in turn he shot off a message to his 
Director – Commercial, stating that for the 
first time in the history of SAIL, one genuine 
customer had paid, voluntarily, for the excess 
steel received. 

Over the years, this episode was forgotten 
by us at Godrej. However, at SAIL it was not 
forgotten. Years later at the customer–supplier 
interaction session held by SAIL, one of the 
SAIL’s customers complained to the Director 
– Commercial, quite vocally, that Godrej was 
receiving 2200M/T of steel each month and 
the customers like him were suffering as they 
were receiving only a fraction of the quantity 

indented. The Director – Commercial told the 
complainer that amongst all their customers, 
Godrej was special. He further said that as far 
as he remembered, Godrej was the only one 
who had paid SAIL for the excess quantity of 
steel received by them without SAIL asking for 
it. Unlike many others, Godrej was a genuine 
manufacturer, contributing to the Country’s 
finances by paying all the duties and taxes as 
against many others who made unjust profits 
by selling SAIL steel in the open market. 
The complainer was rendered speechless. 
Needless to say that Godrej continued to 
receive steel as required.

As our culture demands, we have been always 
respectful to officials at SAIL, irrespective of 
their positions in the hierarchy. After decontrol 
of steel, many officials of SAIL joined the 
newly established steel companies and rose 
to senior positions. As the supplies of steel 
improved, these officials began visiting us 
to scout for our business. Now, the tables 
had turned and it was us the buyers, who 
were calling the shots. Notwithstanding this 
changed scenario, we continued to extend 
the same level of courtesy and respect as we 
were extending earlier to the officials of SAIL, 
calling on us in their new avatars. Our fair 
and transparent way of conducting business 
served us well and continues to serve well 
even today. We have forged many beneficial 
relationships with the new suppliers who are 
now meeting our special needs. 

My takeaway from all this is; integrity, fairness 
and respect in relationships always pay, 
whether you are on the receiving end or on 
the giving end.
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New procurement  
for newer times

Sourcing outlay being approx 60% of the 
total revenue, done productively, could be 
a great contributor to the bottom line when 
the economic growth is likely to hover around 
5% and persistent debilitating inflation not 
yet tamed. A brief interactive session with 
our buyers revealed that the topmost priority 
they have at hand is to procure materials at 
very short lead times of around four weeks 
or so, to enable our businesses meet the 
requirements of impatient and demanding 
customers. It is essential to minimize lost orders. 

The scope of procurement at G&B is vast 
indeed. Rohinton Contractor, EVP and Head 
– Corporate Procurement & Finance, tells us 
that smart sourcing has to be the order of 
the day for helping our businesses enhance 
their ability to compete in the marketplace. 
In some of our businesses, procurement is 
shaping up nicely into a more strategic form 
as highlighted by Atul Sohani of Interio. We 
have quite a few features on procurement of 
steel, non-ferrous metals, i.e. commodities, 
capital goods and the like. PMO initiative 
across G&B is helping our Procurement teams 
realise cost efficiencies as well as shorter 
lead t imes. Our Corporate Procurement 
department has experimented with reverse 
auctions for discovering new price levels and 
suppliers. The topic of analytics is explored 
in two articles; the first one deals with the 
conceptual aspects of it and the second one 
- its applications.

ISRO had the first successful flight of Geo-
synchronous launch vehicle - GSLV D-5 
with an indigenously built cryogenic engine 
to put into orbit the GSAT-14 satellite. This 
successful mission had many contributions 
from Godrej Aerospace; do read all about it in 
the feature on the topic.

‘Across Oceans – Flowing Silks from Canton 
to Bombay’, an exhibition held at National 

Gallery of Modern Art, Mumbai, was curated 

by Mrs.  Pheroza Godre j  and Ms.  F i roza 

Punthakey Mistree. A true labour of love 

- by any norms, it was an endeavour of 

International level. Our teachers from UHS, 

Chethna, Anu and Deepa share with us, in 

their photo-essay, a visitor’s perspective of 

the exhibition.

To build on the strengths of our suppliers, 

we have no choice but to become a world-

class customer for them. This calls for a 

deep introspection to identify the change 

that we need.

I believe there exists a great scope for our 

marketing and sales teams to work collaboratively  

with our buyers. More collaborative work 

will help us realise greater cost efficiencies; 

besides, it will enable us launch innovative 

products, faster. By working together, we 

can have a flawless performance on the 

delivery front - a great advantage when the 

demand is suppressed. Our exports too can 

be facilitated by collaborative way of working. 

Thank you all the contributors for having 

taken time from the year-end pressures to put 

together your articles. Karan Bhatia - a special 

thanks to you for doing a marvelous job of 

getting articles on time and writing for us. 

The theme of the next issue is ‘Navigating 

Headwinds’. 

We have received some feedback which is 

being acted upon and as a result you will find 

the future issues of CHANGE more interesting 

and readable. Do send in your views. 

Indrapal SinghE
d
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Strategy and collaborative working with  
marketing and suppliers are the key factors. 

By Rohinton Contractor,
Corporate Procurement

S ourcing, today, has moved beyond its tradit ional 
roles. Modern sourcing is more strategic in nature, analytical 
in its or ientat ion,  process-dr iven and partnersh ip-
based. It also involves taking calculated risks in highly 
volatile and uncertain business conditions. Sourcing today is 
a lot different from what it was in more stable times and when 
the customers were not as restless and demanding as they 
are today. Traditionally, sourcing was about making choices, 
such as make or buy, local or global, existing or new products 
and the like. The traditional way of procurement has always 
put restrictions on the professionally-run procurement 
function as to what it could do vis-á-vis. what it was capable 
of doing. 

Strategy is the key
Today, a great deal of awareness exists as to the untapped 
potential of the procurement function and it is here where 
some attention of the top management can play a vital role in 
bringing the procurement at the core of the business where 
it really belongs. Over the past many years, I have seen that 
strategy plays a pivotal role in providing that extra edge to a 
business and its sourcing team. It is ‘strategy’ that defines 
the buying culture of an organization and it differentiates the 
organisation from its peers. 

The belief that a smart procurement function can make a 
huge difference to an organization’s bottom-line is validated 
by our own experiences as well as business success stories 
across the globe. It is absolutely vital that the strategies 
adopted today are holistic and inclusive. The strategy must 
address the supply chain efficiencies along with the total cost 
of ownership. The effective execution of a strategy demands 
that the operational processes are dynamic, flexible, 
transparent, simple and realistic in the context of ultimate 
customer’s requirements. 

Sourcing managers must acknowledge that no one size fits 
all, and hence, the strategies have to be specifically tailored to 
each situation under consideration in the context of our own 
culture. Modern sourcing strategy must be based on sound 
analytics. Sourcing should be collaborative in nature with sound 
working relationships internally and healthy partnerships 
externally. At the foundation of strategy there should be a 

great deal of standardization and rationalization of the items 
to be procured, suppliers to be dealt with and the like. The 
negotiation process has to be fair and transparent. The 
involvement of cross functional teams is crucial in case of 
large ticket and complex purchase decisions. Supply chain 
activities should be well aligned and integrated and should 
have adequate metrics in place to measure the performance 
at all levels.

G&B’s 10X10 vision
At this juncture, let me bring in our 10 X 10 vision into the 
context. Our 10 X 10 vision creates an array of imperatives 
that needs to be addressed to enable our businesses 
realise their own aspirations and goals. Also, an important 
dimension of this vision is our commitment to Good & Green, 
which is an overarching CSR initiative of the entire Godrej 
Group, which calls for implementation of Green Purchase 
Policy in a true sense. We must not lose sight of internal 
compulsions of driving costs down, supporting launches of 
innovative products, short time-cycle procurement of both 
raw materials and bought-outs and timely procurement of 
project items. To meet all these requirements on an ongoing 
basis, the collaborative way of working becomes essential – 
both internally and externally. We must bring our collective 
strength and resources to create and maintain supply chains 
that support profitable growth of our businesses.  

Keeping these imperatives in mind, I would like to drive 
change in some of the important areas as follows:

1. Orientation: The procurement function has a challenging 
task at hand as they have cost and time pressures and, 
yet, they have to meet the requirements of internal and 
external customers. Considering today’s highly competitive 
m a r k e t p l a c e ,  I  w o u l d  l i k e  a l l  procurement people 
to have strong orientation to meet the requirement 
of external customer first, if we were to win in the 
marketplace. This, I believe, is a major shift and it has to be 
accompl ished by forging partnerships external ly and  
creating agile work teams internally. 

2. Work culture: I would like to promote a culture which 
is more collaborative than insular. I want more and more 

Smart sourcing for 
competitive advantage 
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teams across businesses to work together 
with Procurement function as well as our 
suppliers to procure items for our businesses 
that are competitive. Another dimension of this 
culture ought to be the speed of procurement. 
As of  today,  shor t -cyc le  supp l i es  are 
absolutely essential for  the customers 
who are working with stringent deadlines.  
I would like to promote the development of 
shorter supply chains with fewer suppliers 
and partnerships for bringing more dynamism 
and responsiveness in our operat ions. 
Transparency and openness is yet another 
dimension that I would like to promote. Our 
culture must embody the spirit of continual 
improvement through the pursuit of PMO 
and Kaizens. The requirements of ethics and 
legal compliances are non-negotiable. 

3. People: We want our people to have 
capabilities to use IT tools extensively and 
become more analytical in their approach. 
They have to know basics of their jobs 
well and they have to be very good at 
negot iat ions.  They must have a c lear 
picture of the procurement strategy and the 
business strategy. Our people should be 
knowledgeable about our businesses so that 
they appreciate the nuances of the business 
almost intuitively. The buyers are expected to 
have good knowledge of taxes, duties, freight 
costs and the like - the factors which impact the 
total cost of ownership. Our people should be 
good team players within their own function 
as well as cross-functionally. They have to be 
good at building relationships with suppliers. 
They have to be very transparent in terms of 
what they do and should be willing to share 
the details of their work with their colleagues. 
Our people must respect all the suppliers 
and colleagues they deal with and foster 
mutual trust. And finally, our people should be 
‘learning individuals’. They should be willing to 
discard old habits and knowhow and adopt 
newer ways of performing their jobs. 

4. Processes: I would like our processes 
to be defined as clearly as possible and 
continually improved so they are capable of 
rapid response, flawlessly. The processes 
ought to be automated to the extent possible. 
All processes have to be widely understood 
and documented so that newcomers find 
it easy to learn them and work accordingly. 

The discipline of following processes has to be 
paramount and no exceptions should be made 
to prevent operational inefficiencies. And lastly, 
I would like to benchmark our processes with 
some other leading companies to ensure that 
they are as good as any others.

In today’s VUCA (Volatile, Uncertain, Complex 
and Ambiguous) world, strategies for managing 
risks will have to become an integral part of 
the procurement process and we will have to 
develop adequate procedures to ensure that 
risk is mitigated and monitored routinely. 

5. Supplier relationships: For building supplier 
relationships, we will segment our supplier 
network into four segments as shown in the 
diagram here and follow relationship building 
strategy as shown in the quadrant 4 of the 
diagram. Also, I would like to put in place 
mechanisms to cultivate these relationships on 
an ongoing basis for securing relational benefits. 

6. Measurements: A measurement system 
which aligns the output of procurement 
function to the needs of the businesses has 
to be put in place with the measurements 
coming out of our companywide ERP system. 
The measurement system will track the total 
cost of ownership of items procured and 
its impact on the revenue growth in terms 
of timelines, cycle time and the like. Also, 
the measurement system will highlight the 
contribution of procurement teams for new 
product development and its launch. As 
exports are our companywide priority, the 
role of procurement in promoting exports will 
be identified and measured. As mentioned 
earlier, cost and time will be the twin pillars of 
our measurement systems, which have to be 
evolved jointly with contributions and ideas 
from everyone so that there is a strong buy-in. 
In closing, I would l ike our procurement 
teams to be dynamic and always look out 
for adapting innovative approaches to buy 
smartly. They must be deeply entrenched 
into business strategies and the procurement 
strategy and must maintain strong alignment 
to enable our businesses to perform so well 
that they can accomplish our ambitious 
10X10 goals. I strongly bel ieve, healthy 
inclusive teamwork and collaborative way of 
working, based on mutual trust, can only lead 
our way forward.
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By Team Beyond Sourcing - Atul Sohani, Devendra Pranami, 
Sanjay Bhilare, Mahadev Sawant, Rahul Kulkarni & Vivek Katdare,
Godrej Interio

Collaborating with suppliers for 
unlocking value.

Beyond sourcing – 
a strategic initiative

In today’s highly competitive market scenario, it is essential to 
decrease risk in the supply chain and unlock the value by viewing 
suppliers as a resource. At Godrej Interio, a strategic initiative of 
‘Beyond Sourcing’ has helped us unravel strategies for making 
our supply chain more accountable, efficient and resilient. 

Beyond Sourcing is a top-driven, systematic and fact-based 
continual improvement approach, meant to optimize Interio’s 
supply base and improve the overall value proposition for both 
Interio and its partners. This initiative has enabled Interio to move 
from mere transactional relationships to more collaborative and 
transparent relationships for mutually beneficial outcomes. 

Today, when we are in the 7th year of our Beyond Sourcing 
journey, we cannot help but reminisce on our journey so far – 
the ups and downs, setbacks and achievements and the way 
forward. Overall, it has been an exhilarating experience for 
Interio’s materials team and all our supply partners. 

Journey of Beyond Sourcing
In 2007, when we embarked on our journey of beyond sourcing, 
we were nothing more than a basic procurement function. We had 
just about received our new identity of Interio. Being a business 
committed to growth and aspiring to become world-class, we 
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felt the need to leverage our supplier base by 
doing something more and different. 

With this intent in mind, we launched the 
initiative of beyond sourcing which had a much 
larger scope for working with our suppliers 
and it was much beyond the conventional 
transaction-oriented purchasing. 

The Beyond Sourcing platform had the 
following objectives: 
• Focussing on the Total Cost of Ownership 
(TCO) by addressing all levers for savings, 
incorporating customer needs, organizational 
goals and market conditions

• Getting the best product/service at the 
best value 

• Decisions based on fact-based analysis & 
market intelligence

• Driven by a rigorous and collaborative 
approach 

To enable our partners identify with the 
Beyond Sourcing programme, a mascot of an 

executive, celebrating growth, was developed. 
This mascot served as a symbol and it played 
an important role in our communications 
to suppliers, as it helped create instant 
recognition of our communication.

Building supplier partnerships – the 

Interio way

To transcend the transaction-oriented buyer-
seller relationships and attain a sustainable 
level of supplier partnerships, we created a 
model having 8 pillars, one each about eight 
important dimensions of our partnership with 
our suppliers. Using the platform of Beyond 
Sourcing as a means to strengthen each of 
the pillars of the partnership, we ensured that 
our entire procurement team was sufficiently 
trained and adequately aligned to the 8 pillars 
for smooth implementation of the programme.

Supplier needs & expectations

It is essential to identify and articulate 
supplier’s needs and expectations to create 
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work processes and action plans which fulfill 
them. To get a good grip on the needs and 
expectations, we deployed the famous Kano 
model of mapping user satisfaction. Many 
of our initiatives and programmes under 
Beyond Sourcing, such as single piece 
entry system for challans & invoices, supplier 
awards, early involvement in new product 
development and our E Newsletter, are a 
result of the feedback received.

Key Initiatives:

Competitive solutions - Project Saksham: 
This was taken up as Joint problem solving 
to create culture and processes to create 
and get greater value from suppliers. Under 
this, we started value engineering workshops 
wherein Godrej Interio Cross Functional 

Team, consisting of people from Design, Mfg., 

QA and Materials worked together with the 

suppliers to develop competitive solutions.

New Product Development – (Supplier’s 

involvement): To focus on value creation in 

addition to saving that bolster business bottom 

line, we together developed new approaches 

and solutions by building on customer/

competitor insights. We involved our partners  

upfront to leverage their competencies and  

include their ideas at the design stage 

instead to co-create products quickly. 

For example, to develop Scintilla and NRG 

chairs, we worked together with our partners, 

both local and from overseas. This helped us 

reduce NPD time by about 35% to 40%. 

1. (L-R) Rahul Kulkarni, 

Sanjay Bhilare, Devendra 

Pranami, Atul Sohani, Rahul 

Bagayatkar, Vivek Katdare 

and Mahadev Sawant

1.
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CII-Godrej vendor cluster: To ensure that 
our sourcing strategies were well aligned to 
the overall business strategy, we ensured that 
Beyond Sourcing was based on the deep 
understanding of the market dynamics and 
internal strengths and weaknesses. In 2009, 
the Government allowed FDI in Single brand 
retail, which could prove to be a considerable 
threat to us. Considering the potential threat 
to our industry, we revamped our strategy 
and decided to make our supply chain 
robust and sustainable. At Interio, we opted 
for the proven CII-Cluster methodology and 
became a pioneer in the furniture industry 
by launching the first vendor cluster (VC) in 
April 2010. 

The VC initiative has given our partners and 
us several benefits which have encouraged 
us to move forward and launch the fourth 
vendor cluster and the first SME business 
excellence cluster by the end of 2013. As of 
date, 33 suppliers have participated in the 
VC initiative and reaped substantial benefits 
– 8200 Kaizens, saving `165 lakhs, energy 
conservation to the extent of `20,00,000/- 
and the release of 200 sq. mts. of work area 
for alternatives. 

We demonstrated our commitment to cluster 
methodology by enrolling our Bhagwanpur 
and Shirwal units into VC 3 and 4. 

CII-Godrej SME Business Excellence 

Cluster: To fulfi l l our aspirational 10 X10 
miss ion,  we saw the need to  deve lop 

our suppliers further. The BE Cluster aims to 
prepare our suppliers so that they are well 
aligned to the needs of our 10X10 mission.  
This program is of 18 months' duration and 
8 of our key partners have joined it and 
will provide us ‘the external perspective’ 
on the current status of the business's 
performance and practices.

Where we stand today: Beyond sourcing 
has always provided for refining the ways to 
measure partner satisfaction, mutual benefits 
and the like. After successful closure of 4 
successful vendor clusters, it looks like we have 
reached the end of the road. Having moved 
away from transaction-oriented sourcing 
to partnership-oriented sourcing, and in 
the process having becoming greener, we 
changed our mascot (as shown above) to look 
a more youthful, vibrant and greener persona.

In the year 2007, we had mapped our 
relationship with the supplier base on 7 levels 
of partnership. At that time, around 60% of 
our supplier relationships were transactional 
and only 5% of the supplier relationships 
were at the preferred relationship level. With 
the beyond sourcing initiative maturing, 
around 35% of our partners have now 
reached the preferred level of relations. A 
massive increase. 

At Interio, we know there is much more to 
be done to realize our 10 X10 vision. We 
are all committed to work together with 
our supply chain partners to continue the 
ongoing journey, vigorously, together.
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Competitiveness of businesses is 
heavily impacted by cost, quality 
of output, flexibility and reliability 
of capital goods deployed.

By Narendra Rupareliya and Rajiv Ved,
Corporate Procurement

Capital goods are relatively long-term 
investments made for producing goods that 
are sold. As the markets are becoming very 
demanding and competitive, businesses 
m a k e  i n v e s t m e n t  t o  re d u c e  c o s t s  o f 
operations, improve quality of the output 
to meet the requirement of customers and 
enhance production capacity to fulfill the 
existing, unfulfi l led and future demands. 
Capital investments are made to create new 
facilities which will help launch new innovative 
products absolutely essential for surviving 
and growing in today’s market condition. 
Replacing equipment that has lived its useful 
life with newer versions is also a part of 
investments that are routinely made.

Scope:

At Godre j ,  Corporate Procurement is 
entrusted with the procurement of all capital 
goods, such as plant and machinery like 
metal and woodworking machines, all kinds 
of presses, automation projects, sheet metal 
processing lines, pretreatment and painting 
lines, material handling equipment and the 
like. Also, air-conditioning systems, air and 
water treatment plants, effluent treatment 
and reverse osmosis plants, quality inspection 
equipment and the like are the capital goods 

Procurement of capital 
goods – challenges and 
opportunities
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that are procured year after year. Recently, 

equipment pertaining to solar power projects 

have been added to the portfolio. 

The Capital Expenditure (CAPEX) process:

Each business of G&B prepares its annual 

C A P E X  p l a n s  w e l l  i n  a d v a n c e  o f  t h e 

approaching financial year and it is presented 

to the senior management of the company 

during the presentation of Annual Business 

Plans. The plan gets modified or approved 

as presented during the presentation. This 

approval is essentially of a policy nature 

with many more activities remaining to be 

performed, preceding the placement of 

orders on the vendors for the equipment 

sanctioned. The process of CG procurement 

is shown here, which is self-explanatory.  A 

step of Green procurement is included in the 

process so that all CG procurements comply 

with our Good & Green CSR policy. 

CAPEX supporting activities:

Over the years, we have defined the CG 

procurement process by standardizing on 

several bought-out items like controllers, 

motors, hydraulics, chillers, powder coating 

booth drives and the like, This standardization 

has helped us in two important ways as it 

enables us maintain a common inventory of 

spares for maintenance purposes at a lower 

cost, besides, it helps us get prompt response 

from the suppliers as they see larger business 

opportunity with us. Similarly, we have also 

prepared cost benchmarks for many items 

purchased such as DG sets, air handling 

units, overhead and other cranes, conveyors, 

injection moulds and the like. We have also 
prepared models for cost estimation, the 
outputs of which become an important input 
for effective negotiations. The use of cost 
estimation model has yielded savings of 
about 25% over the previous years. 

Corporate Procurement as a routine tracks 
p r ices  o f  commod i t i es  such  as  S tee l ,  
Copper, Zinc, Nickel and the like so that we  
have a good understanding of the prevailing 
market conditions and expected movements 
in prices for cost-effective procurement. 
Fore ign exchange rates of  important 
currencies are tracked regularly for making 
our imports competitive. 

The challenges: 
Corporate Procurement team faces many 
challenges. One of the major challenges is to 
reduce the CG procurement cycle to meet the 
stated requirements of our businesses. In the 
boom times this becomes a major issue and 
here is where our longstanding relationships 
with the suppliers play an important role. 
Another challenge is to keep abreast of the 
latest technological developments in the 
field, so that right technologies are chosen at 
the time of procurement. As these decisions 
have a huge long-term impact, we have to 
be very careful in making choices. Another 
challenge is to procure the equipment at the 
best possible prices, which calls for several 
rounds of negotiations which have to be 
carried out with great patience and skills 
to get good deals. Making sure that there 
is fairness in the deals concerned, so that 
we can get post installation support for the 
service and spares, we have to maintain cordial 
relationships with suppliers all the time and 
help them out, should any problem arises. 

And finally, working collaboratively with the 
technical teams of our business is equally 
important to ensure that we procure a 
solution that is optimum from the angles of 
cost, performance, technology, timeline 
and service. 

We would l ike to share an actual case 
to il lustrate how the CG process works  
at Godrej. 

A Live Case:
This live case will give greater clarity into 
the working of capital procurement, and 
will encompass the entire cycle of capital 
procurement at Godrej.

1. Top row (L-R) Prashanth 

Wagle, Mohsinkhan Kazi, 

Pranav Khedkar and  

Achal Shah

Bottom row (L-R) Narendra 

Rupareliya, Snehal, Nrupa 

Chitley and Shekhar Morde

1.
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Case Details:
The case in study is the procurement of 
the entire powder-coating line, including 
pre-treatment and material handling for the 
Godrej Storage Solutions (GSS) in Chennai.

Initial Discussions:
The initial rounds of discussions were held with 
more than 10 suppliers. These discussions 
were mainly technical in nature, detailing the 
complete scope of the project.

A thorough study of these offers was done 
by the technical team at GSS and along 
with corporate procurement; a short list 
of suppliers was prepared. The shortlisted 
suppliers were selected on the basis of their 
technical and design capabilities, ability to 
work on complex projects and also reference 
check of these suppliers in the market. Post 
this activity, we were left with 5 suppliers.

Freezing Technical Scope:
Technical scope was frozen with all these 
suppliers over multiple rounds held in Mumbai 
and Chennai. While freezing technical scope 
with suppliers, a conscious effort was made 
to incorporate best features of practices from 
all suppliers in the final scope, so that the 
solution that Godrej obtains is optimal. 

Commercial Discussions:
The entire decision was now based on 
commercials. All suppliers had submitted their 
commercial quotations and the quotations 
varied from `11 crores to `16.7 crores.

The corporate procurement team now had to 
come up with the strategy for negotiations.

Approach taken for final negotiations:
A two-step process was initiated to freeze the 
commercial terms:

Step 1. Price break-up of the entire system:
The first stage was to break up the entire 
system into separate parts. For example, the 
powder-coating line was broken up into tanks 
and other structurals, pumps and motors, 
risers and nozzles, etc. The suppliers were 
then asked to quote as per this break-up.

The cost break-up of all suppliers was then 
analyzed to have an idea of what the cost 
should be of each part of the system.

Step 2. Cost estimation of the entire 
system based on scope:
Taking step 1 as the base, the costing 
exercise of the entire system was carried 
out. This was essentially breaking up of the 

entire system into cost of materials, cost for 

manufacturing, cost for design, bought-out 

equipment cost and so on. At this stage, 

the inputs from the end user’s team are also 

taken as they are important. 

The resu l tant  f igure that  came in was 

considered as the base cost of project. 

Margins for suppliers for this project were 

then considered and added to this cost along 

with other costs such as cost of financing, 

freight inward and the like.

With this, we arrived at a final price which we 

felt was a fair price for the system. This was 

then communicated to all the suppliers and to 

enable them make counter offers.

Summary of steps 1 and 2:

- Initial quotations from suppliers: `11.8 Cr  

to `16 Cr.

- Target price estimated and shared with 

suppliers: `7.4 Cr

Several rounds of commercial discussions 

with all shortlisted suppliers took place at 

Mumbai. There were aggressive offers and 

counter offers discussed across the table. 

Due to market conditions we could also see 

that suppliers were quoting aggressively and 

were willing to drop their prices. 

We then arrived at a stage when three of the 

suppliers gave their final prices which were in 

the range of `7.65 Cr to `8 Cr. The best price 

offered was `7.65 Cr that came about after 4 

rounds of negotiations. 

We now felt that we had achieved our 

objective of getting an optimal solution at the 

right price. The work of Procurement team 

does not end here and before releasing the 

Purchase Order, one or two more meetings 

with the end user of the business and the 

supplier concerned are required to thrash out 

many finer points of action. These along with 

the detailed scope worked out earlier makes 

the scope of the project as comprehensive 

and detailed as possible for smooth execution 

of the project without delays and conflicts. 

As can be seen from this case, huge 

opportunit ies to buy capital goods at 

competitive prices exist but we have to work 

collaboratively with the end users and smartly, 

so that the results can be had as desired.
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At G&B, steel is one of the key inputs for a 
wide range of products that are manufactured 
or sourced. Also, the annual quantity and 
value of steel purchase is so large that it is 
absolutely essential that steel is procured at 
highly competitive prices and is made available 
according to schedules. Any variation in cost 
and timeliness may have huge adverse impact 
on the profitability of our businesses. Further, 
steel being a commodity, a degree of volatility 
in prices is inherent and so is the uncertainty 
of availability. 

The challenge, therefore, is to buy steel on an 
ongoing basis, navigating through the forces  
of uncertaint ies and volat i l i t ies without 
impacting our businesses adversely. 

Steel buying yesterday:
In the earlier times, buying of steel was relatively 
simple as there were fewer suppliers and the 
SKUs (Stock Keeping Units) for which we 
had to place orders were smaller in numbers. 
This was primarily on account of the mass 
production, lower price pressures and the 
designs of products not having evolved to the 
extent they are today. Also, the demands 
made by customers were less sophisticated. 
All these factors together, made the task of 
procurement of steel a little less complicated 
as compared to what it is today. 

This is not to say that constraints of availability 
did not create additional work of making 
representations repeatedly to many authorities, 
begging for steel supplies at various fora, 
liaisoning vigorously and so on. Keeping these 
efforts aside, it can be said that the task of buying 
steel by itself was much simpler yesterday. 

Steel buying today: 
Today, in the decontrolled era, there are many 
steel suppliers and we have a greater freedom 
to buy steel – locally or abroad. Also, worldwide 
there is plenty of steel producing capacity, at 
least on paper. However, the lead times for 
importing have shrunk to three months and 
below. The availability of a particular type of 
steel in the given lead time at competitive prices 
is not easy to accomplish. The availability could 
get derailed on account of several reasons like 
shortages of iron ore, coking coal, breakdowns 
of blast furnaces or lower production because 

By Soli Mullan,
Steel Procurement

Fairness and transparency fosters trust, the 
very foundation of relationships.

Sourcing steel
strategically
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of low sales and so on. This could get further 
aggravated due to restricted imports and 
spurts in landed rates due to the strengthening 
of the US Dollar. Besides, exports get a thrust, 
reducing availability in domestic markets. 
All these factors put together create severe 
restrictions on what could be purchased at 
a given time to meet our requirements. Also, 
the number of SKUs of steel that we buy today 
has increased substantially. This could be on 
account of our own design considerations, 
pressures for lowering costs or specif ic 
requirements of customers. We buy quite a 
few types of steel to meet different functional 
requirements, e.g. we have been buying steel 
which is meant for providing resistance against 
dents in transit. We buy high strength structural 
steel for our storage solutions. We also buy pre-
coated steel for our appliances and furniture. 
Cost pressures have prompted us to use steel 
of lower thicknesses, such as 0.3 to 0.4 mm 
thickness. Such steels are not widely available; 
hence we have to depend on a few suppliers 
only, which add to our difficulties. Our steel 
buying transactions have increased greatly as 
we have to buy a larger variety of steel in 
smaller quantities to meet the requirement of 
customised products and keep inventory low. 

All these developments have made the task 
of buying steel much more complicated than 
what is commonly appreciated. 

Expectations of our businesses: 
The team steel sourcing is expected to 
deliver on the following:
- The required quantity of steel is made available 
to our businesses at the most competitive rates 
and acceptable commercial terms

- The steel, both regular and tailor-made  
grade, should be of the right quality (rejections 
below 1%) 

- The deliveries must be in the desired mix of 
sizes and quantities for planned production 
and optimal utilisation (minimum scrap)

- Deliveries should confirm to the schedules 
given so as to minimise stocks 

To make sound purchasing decisions, we 
are required to monitor in real time a host  
o f  var iab les  wh ich may impact  the 
purchase outcomes. 

Monitored variables:
In today’s highly volatile and uncertain market 
conditions, to make sound decisions, we have 
to have adequate information at hand all the 
time. This information base includes information 
on which supplier can supply what quantities 
and with what lead times. Also, we have to 
have information of their best prices, as we 
always strive to get lowest prices being one 
of the largest buyers in the country. We also 
have to keep a hawk’s eye at all the times on 
spot rates of steel in the open market so that 
we can take advantage of opportunistic buying. 
We regularly monitor global and local trends 
and the events that could impact our suppliers. 
For imported steels, foreign exchange rates 
and the fluctuations in these rates are of crucial 
importance for profitable purchases. We get 
guidance of FE matters from our corporate 
procurement department. Sudden spike in 
exports of steel too affect the availability and 
prices of steel, hence we monitor developments 
in these areas. Also, we regularly monitor freight 
costs to workout landed cost of steel, should 
we decide to import. We routinely compare 
Total Landed Cost of domestic steel with 
imported steel for quick decision making. 

In addition to the above, to meet specific 
requirements of our businesses, we keep a 
close tab on the developments taking place 
at selected suppliers to gauge the impact of 
these developments on us.

Our process of buying steel:
Here is a summary of how we procure steel 
today. It should be borne in mind that the 
current practice is based on the solid reputation 
of fairness and transparency built over the 
years, the power of Godrej brand, our financial 
capability to pay on time as well as the team  
work amongst all concerned, namely the 
businesses, corporate procurement and the 
professionalism & capability of the team 
steel sourcing. 

We enter into quarterly quantity and price  
contracts with selected suppliers. The information 
database described above enables us to take 
into account the forces that impact prices 
and availability in a case at hand. Armed with 
the real time information and building on our 



16

deep knowledge of the industry, we enter 
into negotiations with suppliers to meet our 
requirements. Adequate historical data on our 
purchases helps us get competitive prices. 
Once the contracts are awarded, we monitor 
supplies against the contract very closely. At 
the earliest signal of delay, we promptly initiate 
the emergency procurement routine to meet 
the supply schedule. 

As a policy, we give the largest share of 
business (SOB) to the suppliers who add 
the maximum value. Currently, all our steel 
suppliers provide good service, maintain 
competitive rates, meet quality requirements 
and delivery schedules. Hence, the differentiating 
factor is which supplier can add greater value 
and bring down the costs of our end product.

With this objective in mind, a few years ago 
Tata Steel initiated CVM (Customer Value 
Management) with few of their key customers.  
McKinsey Consultants assisted both the 
companies in identifying areas for efficiency 
improvements and cutting cost.

Both the companies involved their Design, 
Production, Marketing, IT and Purchase teams 
and jointly identified several projects which 
when completed, resulted in greatly improved 
processes of planning, manufacturing, 
introduction of new grades of steel and so on. 

Subsequently, Tata Steel and G&B embarked 
upon TOC-based supply solutions, as a result 

of which our inventory of all runner items 
has been managed by Tata Steel. This has 
resulted in substantial cost savings.

Why build relationships?
As no single steel Plant can meet our entire 
requirements in terms of quantity and quality, 
we have to depend on mult iple sources, 
which call for our building lasting relationship 
with all of them. Also, many a time, we require 
supplies quickly at a short notice to meet the 
requirements of important orders secured 
with shorter delivery times. In such cases, 
material processed for some other customer 
requires to be diverted to us. Healthy working 
relationships with suppliers help us get 
such supplies readily. We need suppliers’ 
involvement for getting a new grade of steel 
developed for our specific requirements. 
For such projects, it is difficult to get a good 
response from the suppliers unless we have 
good relationships based on trust and respect. 

The  capab i l i t i es  o f  supp l i e rs  a l so  ge t 
developed because of the demands made on 
them by the other buyers of steels belonging 
to different industries. Such developments can 
be of help to us, provided the suppliers share 
such information with us regularly. Here also, 
good relationships are helpful. Finally, cordial 
relationships help in solving some of our 
chronic problems as faced on the shopfloor. 
Today, when the pressures are on us to 
reduce costs in the entire supply chain, we 
have no option but to partner with suppliers 
who share our concerns and our goals. 

Thus, it can be seen that working together 
with suppliers is absolutely essential for 
becoming more competitive, progressively.

If in the times of difficulties, we have been  
ab le  to  overcome the  c r i s i s ,  i t  i s  80% 
attributable to the Godrej brand that we 
represent and the balance could be attributed 
to an individual on the job, his powers of 
persuasion, his knowledge of the industry 
and interactive sk i l ls .  We have to be fair, 
honest and transparent in all our dealings 
to build trust with our suppliers if we expect 
them to trust us. It is the proverbial two-way  
street. Not easy to traverse but highly rewarding.
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Adding value through 
partnerships – a 
case of steel imports

Racking is a steel intensive product, 
with this one raw material being a major 
constituent of the overall Cost and the Price 
of the product.

Secondly,  Rack ing as a product  fa l ls 
within the technical category called ‘Thin 
Walled Cold Formed Structures’. Therefore, 
high strength steel of thinner gauges, with 
requisite properties of yield strength and 
tensile strength are an absolute must for our 
being competitive in the market. 

And lastly, the steel manufacturers of India 
are large and powerful entities. The auto 
sector having a huge demand is a key 
sector for them. As against this, fledgling 
racking industry having small and special 
requirements is of no significant consequence 
to them hence, they have labeled it as 
‘low interest’.

By A M Visvanathan and V K Seshadhri,
Godrej Storage Solutions 

A right approach can 
help overcome the 
limitations of lower 
buying power.
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Consider all these 3 factors together and you 
have a problematic situation at hand where 
what is critical for our very survival, is of no 
particular consequence for the suppliers. 

I t  is in this scenario that we decided 
that we need to import steel and establish 
more meaningful partnerships with our 
suppliers.  With a lot of help from within 
our company, part icular ly the Corporate 
Procurement department and some help 
from external sources, we started importing 
steel from some of the major mills in Asia.  
This initiative progressed to a point where 
60% of our steel requirement of about 25000 
tons per annum was imported; and that too 
from the leading mills of Japan and Taiwan.

This journey has been an extremely rewarding 
one.  We can confidently say that the leading 

players of Japan and Taiwan proved to be 
highly customer-centric in their approach to 
our business, which was essentially small. 
They worked collaboratively with us and 
modified their processes to give us the variety 
of steel as required at acceptable lead times. 

Some noteworthy aspects are as follows: 
a. At a time when the Indian mills were not 
capable of giving us 1.5 mm thick, high 
strength steels, the mills in Japan and Taiwan 
supplied it to us without much fuss.

b. At a time, when the Indian mills needed 
a suitable mix of varying thicknesses,  
the  international mi l ls suppl ied us the 
requisite quantities in whichever thicknesses 
we specified.

c. At a time, when the variation in thickness 
across a coil resulted in a lot of difficulty in 
accurate accounting, the international mills 
helped us to understand the intricacies of 
their proceses, and worked collaboratively 
with us for reducing waste.

When we embarked on our Total Cost 
Management (TCM) journey, this knowledge 
helped us to achieve significant cost savings. 
Additionally, this knowledge has helped 
us strengthen our understanding and the 
working of Indian mills who had worked 
with us earlier for identifying suitable grades, 
optimum sizes and the like.

Today, we are proud to say that we are 
procuring bulk of our requirements from 
Indian steel suppliers whose offerings are 
as good as any other in the world.

To us, i t  has been a journey of learning 
through col laboration and establ ishing 
satisfactory partnerships with new suppliers. 
We believe this journey of learning and 
partnership will continue as we strive to 
achieve even greater efficiencies.
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By Prahlad Tantri,
Corporate Procurement

Collaborative partnerships – both internal 
and external – a must for success.

Buying green 
to go green

Green purchase policy is all about creating 
a green option for the products and services 
that we buy, to enable our businesses offer 
environment-friendly products to their customers. 

Traditionally, cost, quality, delivery time and 
service have been the key parameters for 
evaluating suppliers and their products / 
services. At the turn of the last century, another 
cr iter ion has been added to the above 
criteria, which is popularly known as “Green”. 
World over, manufacturers have woken up to 
the fact that unless they put in serious efforts 
to conserve natural resources and improve 
the environment, the planet could become 
uninhabitable for the generations not born 
yet.  The word ‘Sustainable’ has now become 
a constant prefix to the word ‘development’.

Godrej has been one of the frontrunners in 
the movement for ‘sustainability’ and has 
proactively embraced it. In 2010, Godrej 
was one of  the f i rs t  s ignator ies to the 
‘Mission on Sustainable Growth’ (MSG) – a 
charter created by the CII for environmental 
sustenance. Creation and Implementation 
of Green Purchase Pol icy is one of the 
requirements of MSG which we have been 
working at for the last few years. Further, 
in 2011, the Godrej Group adopted an 
overarching Corporate Social Responsibility 
(CSR) policy of Good & Green, of which MSG 
has become an important part and, hence, 
as a result the green purchase policy has 
become a vital pathway of the Green journey. 

In this article, I would like to share an example 
as to how we implemented Green Purchase 
policy in one of our major businesses – 
Godrej Interio. At the outset I must say that 
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this top-driven initiative has been quite a large 
and long-standing collaborative partnership 
amongst marketing, manufacturing, the 
Green Cell of Interio, our supplier Kansai 
Nerolac Paints Ltd. (KNPL) and the corporate 
procurement team.

Beginning 2004, Indian companies began 
realising the importance of becoming Green 
in their operations and offering products that 
were Green for their consumers, both in India 
and abroad. Every progressive institutional 
buyer of office furniture has been asking 
for Green products in the wake of Green 
building movement in India. In 2009, having 
identified a market opportunity of supplying 
Green products to the emerging market 
segment of certified Green building. To do 
so, Interio decided that it should have as 
many major input materials as possible with 
Green properties so that the end products 
would qualify to be Green to the degree 
possible. Consequently, many projects were 
undertaken to develop low Volatile Organic 
Compounds (VOC) inputs such as particle 
boards, glues, as well as paints that were 
low on VOC and were free of Lead. Out of 
these, changing over to low VOC lead-free 
paint proved to be a major challenge which 
would not have been possible to overcome 
without the collaborative efforts of all the 
parties mentioned above. 

Concern for environment has been a driving 
force at Godrej Interio for many decades. 
Interio decided a way back in 1996-1997 to 
use more eco-friendly powder-coating system 
to improve product quality and have a host of 
associated benefits. For the next decade or 

so, the powder-coating system was installed 
and refined to obtain the required aesthetics 
and cost efficiencies. In 2007-2008, it was 
decided to enter into the phase of reducing 
energy consumption of the painting system. 
Typically, Epoxy-Polyester powder is baked 
at 180˚ C for 10 minutes. Our aim was to 
reduce the baking temperature to 150˚ C 
to save on energy costs. To achieve this, 
KNPL were asked to develop low-bake 
temperature powders. They developed 
many options which were extensively tested 
for obtaining the desired performance 
on several parameters. Changing over to 
low-bake temperature powders has given 
huge benefits to Interio in terms of energy 
consumption. Also, these measures have 
helped Interio improve the conveyer speed 
from 6 and 6.5 m/min to 7 and 7.5 m/min, 
which enabled them significantly increase 
the rate of production. 

Having achieved significant energy savings, 
the next step was to go green farther and 
reduce / remove the content of heavy metal 
from the powders used. The directive of 
‘Restriction of Hazardous Substances’ 
(ROHS) governs the norms of heavy metal 
content in the powder. This task of bringing 
heavy metals contents within the norms 
as specified in the directive proved to be 
very difficult indeed and the supplier had to 
overcome two major obstacles, namely the 
higher cost and the desired performance of 
the powders. On the performance front, for 
some of the colour shades used by Interio 
like orange, red and yellow, the task was 
quite daunting and KNPL had to take a lot of 
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help from their suppliers, besides extensive 
experimentation in their own labs to develop 
workable alternatives. Again a fine example 
of downstream collaborative partnership. 
And yet another challenge was to achieve 
the desired performance of the developed 
powders when used in the paint shop. It 
involved taking of a large number of trials to 
refine the powders and tweak the process 
parameters so that the process became 
dependable and repeatable. This called for 
people of the paint shop to work in the late 
third shifts for carrying out the trials. Our paint 
shop people worked for months late in the 
night carrying out many trials to achieve the 
performance levels. 

And yet another player who contributed 
significantly to the effort was the Green Cell of 
Interio. Primarily, they provided the operating 
people with the requirements of various 
standards and interpreted them as and when 
required so that they were well understood. 
The Green Cell also conducted some training 
sessions for the operations people to make 
to show them how really the standards 
worked and what kind of measurement and 
documentation the operating people have to 
maintain for conforming to the standard. The 
Green Cell also prepared the documentation 
for certification under ISO standards as well 
as BIFMA standards. The Cell also acts as 
a single communication channel between 
the certifying authorities and the business. 
In 2011, Interio began working on BIFMA 
certifications which covers all aspects of 

sustainability in the furniture category. Here, 
the emphasis was on improving the Green 
quotient of the product in the entire value 
chain, i.e. design, purchase, manufacturing, 
assembly, packaging and transportation. 
Undoubtedly, the Green Cell’s role has been 
of great significance in the journey. 

Last but not least, me and my colleagues 
at corporate procurement played a vital role 
too. We became an important channel for 
communication with our supply partners. We 
collected information from many sources and 
passed it on to the end users. To overcome 
the obstacle of high cost of powders, we 
took the strategy of enhancing the volume 
of powder purchased by consolidating the 
requirements and centralising its procurement 
at the corporate level. This gave us the volume 
leverage to motivate KNPL to act urgently 
on our agenda and pull in all the resources 
possible for quick development. We finally 
achieved the cost parity in early 2013. 

Today, I am happy to state that low-bake 
temperature and ROHS compliant powder 
paint is being brought across our businesses 
and in many geographies. KNPL confirms 
that currently Godrej is the only company in 
the furniture industry to use 100% ROHS 
compliant powder paint– a unique selling 
proposition for marketing colleagues. This 
effort proves that going Green is possible 
and it is good business too. Once again, this 
success is a tribute to the superb team work 
among all of us, the collaborators.

1. Top row (L-R) Prahlad 

Tantri, Alok Bendre, Viraf 
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Botton row (L-R) Shailendra 
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ISRO’s 
cryogenic success 
– a moment of pride 
and joy for us
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A story of deep commitment,
frugality, collaboration and ingenuity.

By S. M. Vaidya & Ramesh Kumar,
Godrej Aerospace

O n 5th of January, the Indian Space 
Research Organisation (ISRO) successfully 
launched its Geo Synchronous Satellite 
Launch Vehicle (GSLV) with an indigenously 
built Cryogenic stage. This `365 Cr launch 
mission GSLV – D5 had twin purpose – to 
flight test the indigenously designed and 
built Cryogenic engine and put in orbit 
the communication satellite GSAT – 14, 
weighing approximately 2 tons. 

This successful launch has placed India in 
the select group of nations having such 
a capability, which includes USA, Europe, 
Russia, Japan and China. To launch heavier 
geo-stationary satellites for communication 
and  24  h rs  connec t i v i t y  fo r  d i sas te r 
management, tele medicine and education, 
it is essential to have engines having long 
burning time and highest thrust to fuel 

weight ratio. Cryogenic engines are the 
desired solution. Godrej’s association with 
Cryogenic engine programme started in 
1996 and till date we have supplied 10 main 
engines and 22 steering engines to ISRO.

The Cryogenic engine: 
Cryogenic engines are technolog ica l ly 
complex and difficult to manufacture as 
they run on cryogenic liquids, i.e. Liquids 
at very low temperatures. Liquid Hydrogen 
as fuel is stored at minus 253 degrees 
celsius and Liquid Oxygen as oxidiser is 
stored at minus 183 degree celsius. Being 
a regeneratively cooled engine, the thrust 
chamber is double walled in construction 
w i t h  t h e  i n n e r  w a l l  h a v i n g  c h a n n e l s 
machined for fuel to flow. As each of the 
walls is made of metallic sheets with low 
thickness ranging from 0.6 mm to 3.5 mm 
the complexity of manufacturing is mind 
boggling. The inner wall and outer wall 
are separately manufactured by forming, 
machining and then are joined together to 
form the thrust chamber by deploying a 
complex process of rotary vacuum brazing. 
Today, Godrej is the only organisation where 
ISRO has positioned this unique facility for 
carrying out the brazing process. 

The story of the development of Cryogenic 
engine is a tumultuous one and bit too 
lengthy to be chronicled here. It is ISRO’s 
great  conf idence in  us,  combined wi th 
support  and encouragement g iven by  
Mr. J. N. Godrej as well as the dedicated 
work put in by the team Aerospace that has 
made this endeavour a success.
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Our contribution:
The successful performance of the Third 
s tage  Cryogen ic  eng ine  was  a  p roud 
moment for us, as Godrej Aerospace built 
the thrust chamber for the main cryogenic 
engine and the steering engines.

Godrej Aerospace’s contribution in the mission 
was significant and included the following:

• GSLV: Liquid engines for
– First stage strap on motors (Vikas  
conical engine) – 2 Nos out of 4 engines 
– Second stage (Vikas contour engine) – 1 No.
– Cryogenic stage ( th i rd stage) ;  thrust  
chamber for main engine and steering  
engine - 1 and 2 Nos. respectively

• GSAT – 14:
– 10 N & 22N Thrusters – 8 Nos. each
– 440 N Thruster Injector - 1 No.
– Mould for Satellite antenna reflector – 1 No.

As  th i s  success  i s  rep l i ca ted ,  we  a re 
conf ident  we wi l l  supply  many more 
assemblies and sub-assemblies to ISRO. 

On this solid foundation ISRO has already 
made significant progress in indigenously 
developed high thrust Cryogenic engine 
of 20T thrust that can launch satel l i tes 
weighing 4-5T, which are also the need of the 
hour. ISRO expects to launch this augmented 
launch vehicle GSLV mark III by 2017. 

So far, to launch heavier satellites (up to 
4 tons), ISRO has used the services of 
European space agency and those of 
Russian origin. Each launch by a foreign 
agency has cost India heavily, about 500 
crores as against only `365 crores for the 
i n d i g e n o u s  l a u n c h  -  a  g re a t  e x a m p l e 
of  f ruga l  and co l laborat ive aerospace 
endeavour. Our own 20T cryogenic engine 
wi l l  enable us launch heavier payloads 
economically, as compared to the others. 

ISRO has an ambitious plan of developing 
200T Semi–Cryo engines which wi l l  be 
used in space vehicles of future for manned 
missions. We, at Godrej Aerospace look 
forward to en larg ing the scope of  our 
participation and make major contributions 
in the years ahead.

Satellite Thrusters
Mould for Antenna Reflector

III Stage 
Cryogenic Engine

II Stage 
Vikas Contour Engine

I Stage 
Vikas Conical Engine
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Y our senior walks into your off ice and 
drops The Financial Times on your desk. The 
front page has a headline “Mazak prices rise 
by 20%!” The senior looks at you straight in 
the eye and asks “What will this mean for 
us, and what are we doing about it?” As the 
Head of the sourcing, can you honestly say 
that you have an answer?

We’ve al l  exper ienced wi ld f luctuat ions 
in raw material and commodity prices. For 
example, oi l  pr ices moving from US$90 
to US$120 a barrel in the past 18 months 
has shown how uncertain could the market 
be for Petro products. At a tactical level, 
suppliers are increasing prices based on 
commodity-cost movements at every 
possible opportunity. But, have we as buyers 
realised lower costs based on downward 
commodity price movements?

By Mahesh Shenai,
Godrej Locking Solutions and Systems

Challenges of buying efficiently 
in highly volatile and uncertain 
market conditions.

New approaches 
in commodity 
procurement

In this article I’ll be sharing with you what we 
at Locking Solutions and Systems (LOCKSS) 
are trying to do to procure commodities 
at lowest possible cost under the conditions 
where price volatil ity is high and there is  
a scarc i ty  o f  s u p p l y.  I t  g o e s  w i t h o u t 
say ing  that  commodity-cost management 
is an area if properly managed can yield 
significant benefits in the bottom line. 

Godre j  is  current ly  t ransforming i ts 
procurement function to include people, 
processes, practices, and pol icies. The 
company is migrating from a transaction-
or i en ted  en t i t y  to  a  s t ra teg ic -o r i en ted 
enterprise. Implementation of new commodity 
st r a t e g i e s  i s  a n  i m p o r t a n t  a s p e c t  o f 
strategic sourcing. 

We today purchase copper, zinc, brass and 
aluminum – both virgin and scrap, from the 
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metal is determined by the highest bidder in 

the ring. Since 95% of the world’s metal trade 

is governed by the LME, all other exchanges 

link their pricing liquidity to the LME.

• Risk Management: LME enables r isk 

management against price volatility through 

forward trading options. Monthly average 

and fortnightly average forward contracts 

are also available.

• Physical Delivery: The LME’s prices are 

market-driven, even though 95% of its 

transactions are paper transactions without 

physical delivery. However, it has an approved 

warehouse that reports stocks every day. 

Physical delivery can be enforced in case 

of high discrepancy in supply and demand 

against exchange prices.

The traditional approach

The traditional approach for buying metals 

is a conservative ‘no risk’ approach, which 

relies on hedging on monthly or weekly 

averages to smoothen out price fluctuations. 

Though safe, this approach does not provide 

any business advantage. In today’s dynamic 

market conditions, the procurement function 

needs to provide a competitive edge for 

which new approaches need to be deployed.

Conventionally, the strategies of ‘Spot Buying’, 

‘Forward Covers’, ‘Monthly Averages’ and ‘3R 

Management’ have been used widely. In the 

table below, for the given conditions the pros 

and cons of particular buying strategies are given. 

commodities market. As the prices of these 
commodities are governed by London Metal 
Exchange (LME). Please see the box here as 
to what LME is and how it works. 

London Metal Exchange

• It is 135 years old and the world’s oldest 
commodity exchange.

• I t  is  re l iab le and t ransparent ,  wi th 
guaranteed liquidity.  

• It is the only exchange that can give 
physical delivery, making its pricing very 
transparent and market-driven.

• The LME is the only exchange on which 
worldwide commodity pricing is based. 
Trade worth US $ 46 billion is transacted 
daily and worth US $ 11 trillion annually.

• All commodities are standardized qualitatively 
and quantitatively. Each metal refiner has to 
manufacture as per LME standards to get 
an LME grade; each warrant has to be of 
standard quantity.

• Transactions are done in three currencies 
other than the US dollar: Yen, Euro and Sterling.

• Traded metals include copper, zinc, lead, 
tin, nickel, aluminium and its alloys, steel 
billets and plastics.

The principal functions of the LME are 

as follows:

• Price Discovery: The market price for each 
metal is determined by buyers bidding to 
sellers. Thus the world market price for a 
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The New Approach
Successful commodity buying is based on 
deploying a three pronged approach. The first 
prong being consolidating the requirements 
for having a leverage for cost reduction 
through volume discounts; the second prong 
being deployment of expert knowledge 
through market experts and the third prong 
being creating a leverage from strong 
relationships with the preferred suppliers. 

At LOCKSS, we have implemented the 
Lasseter’s Balanced Sourcing Model - a 
generic commodity strategy planning process 
that involves seven steps:

First step: The spend analysis is the first 
step towards integrating a business’ sourcing 
strategy with its competitive strategy. It is this 
critical step that forces a business to analyze 
all the commodities that are purchased and 
are planned to be purchased in future. This 
involves consolidating the total purchases 
across a business and its associates. The 
spend analysis highlights the total cost of 
ownership and not just the purchase price.  
For example, at LOCKSS, we prepare a buy 
calendar based on tentative requirements 
of our business and its strategic partners 
located at Jamnagar, Aligarh and Goa. This 
reflects the consolidated requirement which 
will help us get volume discounts. 

Second step: The second step involves 
an examination of the supply industry to 
determine the major suppliers for a specific 
commodity by their market share in given 
geographical regions. The industry analysis 
is carried out using Michael Porter’s Five 
Forces of Competition. The industry analysis 
results in a diagram of the supply industry 
for that specific commodity, highlighting the 
flow of the commodity from a key supplier 
to major customers, as well as the different 
roles that each company plays. E.g. we have 
established a connect of commodity price 
movement to certain lead indicators like:

A: Honey price (Brass Casting & Forging 
Scrap) follows Label (Brass Sheet cuttings)

B: Zinc price follows Copper price. If copper 

price increases, after a lag period zinc 
prices also start moving upwards. This is a 
relationship observed historically.

Also, the moment Electric Motor Industry 
shows a growth, Red Berry (Copper wire 
scrap) price moves up

Using these lead indicators, we can forecast 
the upward or downward trend of the prices. 

Third step: The next step is to identify and 
document cost and performance drivers. 
The bus iness must  have a thorough 
understanding of the cost drivers and other 
important performance metrics such as 
quality, level of technology, flexibility and 
timeliness. An effective approach would be to 
map the cost of elements which will govern 
the commodity prices. We have to also look 
for viable alternatives that are acceptable 
to us. For our business where commodities 
are used for smelting, we have a list of 
approved alternative commodities for use. 
For example, an alternative for Copper 
Cathode is Red Berry, the Copper scrap, 
for Copper & Zinc, the alternative is Label, 
the Brass Scrap.

Fourth step: This step involves in-depth 
supplier mapping for short-listing suppliers.  
Suppliers located in different regions have their 
own set of advantages; for example, those in 
proximity to our manufacturing location may 
have short lead time but may have relatively 
higher cost, whilst some located at distant 
locations may have low cost but longer lead 
times. Likewise, the suppliers located in Free 
Trade Areas or SAARC countries may have 
their own advantages and disadvantages. 
All these factors have to be considered for 
preparing a list of preferred suppliers. 

Fifth step: This step involves the scenario 
planning, which assumes upward /downward 
price trends for each commodity as well as 
our requirement and the ability of the supplier 
to service it. Three scenarios are envisaged 
for each and every commodity and short-
term / long-term response for each scenario 
is envisaged. This becomes our Commodity 
Strategy for a given year. 
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Sixth step:  The s ix th step invo lves 
quantification of the commodity strategies 
according to different scenarios. This helps 
us determine the level of savings that could 
be achieved, given a particular scenario. The 
savings thus determined are used as targets. 

Seventh step:  The f ina l  step involves 
implementation of the plan developed as 
above. The plan is put into action for a year 
with an opportunity to modify the requirements 
every quarter. Entire process is computerized 
for incorporating changes. 

Benefits of the new approach: 
1. Comprehensive, all-round coverage of 
non-ferrous commodities is based on the 
spend analysis as described above.

2. Trend analysis based on market factors 
like consumption and other lead indicators 
g i ves  more rea l is t ic  pr ice forecast  as 
compared to the traditional approach based 
on price averaging.

3. Change-over from average monthly buying 
to trend-based hedging has proved beneficial. 
For example, when the market trend is 
downward, we hedge for shorter periods 
and when the market trend is upwards, we 
hedge for longer periods. This has resulted 
in beating the index by about 4% as against 
earlier 2%, using the traditional approach.

4. Response to market fluctuations is faster 
as compared to the traditional approach.

5. Scenario planning ensures that we are 
prepared for any uncertainty and are ready 
with the supplier base to be used. 

At LOCKSS, we have been using this new 
approach for last two years only and still the 
entire process is under improvement and 
refinement. We are confident that in a year 
or so we will have established a process 
that  wi l l  g ive not  on ly  cost  e ff ic ienc ies 
but wi l l  make avai lable commodit ies at 
shorter lead times to meet the needs of our  
fast-changing customers.
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Analytics – a 
cornerstone of
competitive strategy
By Niteen Bhagwat, 
Asterii Analytics

"Measure what is measurable, and 
make measurable what is not so."

It will come as a surprise that this quote is widely attributed to Galileo Galilee 
who lived in mid 1600’s. Measurement has been at the heart of analysis and 
now analytics. In today’s hyper competitive market conditions, it is virtually 
impossible to develop strategies that give results without taking support of 
analytics. 

Analysis and interpretation, spreadsheets and the use of numerical data 
to validate decisions and the resultant analytics is something that we have 
taken for granted in business. Hence, the recent avalanche of articles and 
reports about a new business process – Analytics, and the power of Big Data 
comes across as a bit of surprise.

Is it old wine in a new bottle or is it actually a whole new paradigm?

I would believe that it is the latter. Analytics, from being a support activity 
is increasingly becoming the corner stone of a company’s competitive 
strategy. There is now evidence of a new generation of companies which 
are commonly referred to as ‘analytical warriors’ where their source of 
differentiation is the superior use of analytical techniques – the analytics.

There are three factors which have contributed to analytics coming to the 
forefront of business competencies.

1. Measurement Devices
New sensors and electronics have resulted in a new-found ability to measure 
virtually every activity in real time. Smart access cards in offices which 
have replaced the attendance register to the humble electricity meter 

Niteen is CEO of Asterii 
Analytics and has long 
experience in building FMCG, 
Technology and Automobile 
brands. He can be reached at 
nbhagwat@asterii.com
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where measurement was taken once a 
month and now may be possible every 
minute. This means that there is Gigabytes 
of data being generated every hour. 

Credit cards, smart cards, loyalty cards, 
POS systems, smart appliances to social 
media and millions of apps that have been 
downloaded magnify the quantum of data 
that is available. Buried in all this data are 
behavioural patterns that can help managers 
redefine business decisions.

2. Computing Power
Over the past decade computing costs 
have plummeted allowing a regular desktop 
computer to analyse what would have needed 
a mainframe in the past. This fortuitous 
combination of new sensor technologies 
coupled with telecommunications and 
computing power has revolutionised the role 
of data in business.

The way railroads and highways allowed 
goods to be transported across thousands 
of miles, the new information technologies 
revolution has allowed massive amounts 
of data to be gathered from across the 
country, transmitted in seconds to a central 
location and analysed. We fail to exploit 
the available computing power and only 
a few organisations have truly embraced 
data-driven decision making and are using 
analytics as a competitive tool.

3. Complexity
We now live in a Volatile, Uncertain, Complex 
and Ambiguous (VUCA) world. Gone are the 
days when a steady 10% was assured and 
there was always a profitable market or 
segment to be tapped. A decade ago growth 
was a given as opposed to the current 
reality where the markets are cluttered and 
fragmented; every niche is taken and the 
consumer seems fickle.

Couple this with the fact that businesses do 
not have the luxury of time, nor do they have 
the capacity to absorb the cost of failures 
which are huge today as compared to what 
they were in the past. A few failures can 
prove fatal to the business. 

In such an era decisions have to be far more 
accurate, they have to be based on data 

and trends rather than expert opinion or a 
superficial understanding of the consumer. 
No more can we rely on mere hunches to take 
business decisions. The need to channelize 
the efforts in a precise direction has become 
a necessity, without which an organisation 
cannot survive in today’s environment.

Digital & Big Data
As the consumer goes digital, the biggest 
source of BIG data is the web. Facebook, 
Twitter, Blogs, e-Com transactions, Comments,  
Likes, Dislikes, Photos, Geo markers, Wattsapp, 
Chats, Forums, Crowd-sourcing, Page 
views, Usage statistics, Phone books... 
the list goes on and on. In this digital era, 
customers are exposing themselves as never 
before. Intentionally as well as unintentionally 
people are uploading their lives! So, while the 
businesses are experiencing VUCA, they have 
large volumes of consumer data coming in 
and have a huge amount of computing power 
readily available. And, even with such enablers 
at our disposal we do not deploy analytics 
and continue to depend on hunches, shallow 
analysis and the like. 

Analytics on the online portals can improve 
conversions and provide crucial insights 
on what content needs to be displayed to 
visitors, content which will trigger a sale. 
Consumer reviews on forums and portals is 
widely regarded as the future of advertising. 
Consumers invariably research a product 
and feedback before purchase. More often 
than not they have already decided what 
to buy before entering the store. Social 
Media analytics allow company to sift thru  
millions of data bytes to unravel customer 
trends and perceptions – the data which 
would help in designing the entire cycle 
from product design to managing of the 
customer experience.

At a broad level, analytics has four roles to 
play. A descriptive role in discovering what is 
happening, diagnostic role in understanding 
why it happened, a predictive role in imagining 
what is l ikely to happen and last ly the 
prescriptive role in figuring out what should 
be done about it. And this confluence of a 
real need to drive decisions based on hard 
data and the ability to have this data available 
instantly has led to the analytics revolution. 
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Analytics to Drive Business Value
Most large organisations have ERP systems 
and they collect a huge amount of data from 
the field. Unfortunately, most of the data 
captured is designed for control and audit 
and not to glean insights about the consumer 
for developing superior marketing strategies.

However, the frontiers of analyt ics are 
enlarging every day. Companies are using 
analytics extensively for every activity ranging 
from segmenting markets to supply chains 
and even M&A decisions. 

Companies in the financial sector, retail and 
telecom are the early adopters of analytics. 
By mapping every transaction, companies 
like HDFC and Vodafone have created well-
defined market segments. These companies 
successfully cross-sell products, manage 
attrition and dramatically improve profitability 
as it is evident with HDFC bank.

Globally engineering and appliances companies 
have started using analytics extensively. John 
Deere has emerged stronger by implementing 
a new way of optimising inventory which has 
saved them $1.2 billion over a 5-year period. 
Power of analytics at play.

CEMEX Mexico applied the principles used 
by companies like FedEx and Pizza Hut to 
create a ‘just in time’ delivery solutions for 
Ready Mix Concrete (RMC). CEMEX has 
been able to cut the average response time 
from 3 hours to mere 20 minutes - creating a 
significant market advantage, gaining a larger 
share of the market and customer loyalty. 
CEMEX has improved fleet utilisation by 35% 
and consequently, profitability. 

Unlocking Value
For large appl iances and engineer ing 
companies like Godrej, analytics can create 
real business value. Godrej would have 
substantial past purchase information 
for mil l ions of i ts consumers as wel l  as 
institutional customers. 

Analyt ics can help create new market 
segments and allow the marketing team to do 
sophisticated scoring to improve sales and 
profitability. It can bring data and analytics to 
a direct sales programme and improve call 
efficiencies and overall productivity which in 
turn can drive costs down.

At a retail level, analytics can help stores to 
tailor their stock holding norms, offers and 
promotions by store type as opposed to 
geography or the conventional methods. 
Appliances as a category also see a large 
spend in consumer and trade promotions.  
Trade discounts and promotions can account 
for 10 to 20% of the marketing spends. 
Global research data has proved that the ROI 
on trade promotions can be very volatile and 
can range from a positive +15% to a negative 
of -60%.  Analytics can help here to save on 
marketing spends.

Analytics can create real value across the 
business chain by increasing sales, managing 
cos ts  and  d r i v i ng  h ighe r  p ro f i t s .  The 
companies which have adopted Analytics as 
an enabler are already seeing the benefits…
Amazon, Netflix, CEMEX, HDFC, John Deere, 
Mars, to name a few. 

Many companies have shied away from using 
analytics after initial setbacks or a belief that 
their business position and complexity does 
not warrant the use of analytics. 

Three years ago, there was a similar debate 
on social media and today the use of social 
media is on a steep rise.

We have a similar debate raging on analytics, 
but it is certain that the adoption of analytics 
will create value faster than social media, 
making a visible impact on the bottom line.

The future belongs to companies that Thomas 
Davenport calls the “Analytical Warriors”.
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Spend analysis – 
A tool to know where and 
how your purchase rupee 
has been spent
By Karan R. Bhatia,
Corporate Procurement

since 2008, the global financial meltdown, 
volatile markets, socio-political scenarios, 
domestic instabilities, have all made delivering 
cost efficiencies the most critical task for 
businesses worldover. The emphasis has 
shifted from negotiating only the buying 
price to optimizing the total landed cost. A 
buyer's job, today, is no longer just delivering 
operational excellence. While operational 
excellence will always be a quintessential 
aspect of procurement, the job of a modern-
day buyer is to “deliver change”. Change 
that will make the business more competitive 
and that will create value, which in turn  
w i l l  enab le  the  bus iness  se rve  the i r 
customers better. 

Simple, laborious but immensely 
useful for cost savings.
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A few PMO ( fo r  more  on  PMO,  see 
CHANGE – May-Aug, 2010) waves back, 
I had the opportunity to drive a motivated 
team for a project we felt could deliver 
change.  Our pro ject  was t i t led ‘Spend 
Analysis & Opportunity Assessment in 
Corporate Procurement’. 

The purpose:
The goal of this project was to identify areas 
where cost reduction could be achieved 
using techniques of strategic sourcing. The 
scope of the project was enterprise-wide 
spends for all products imported in the 
previous and current financial year. 

We divided the project into 4 phases and 
al located t imel ines to each phase. We 
gave our project a timeline of 12 weeks, 
considering a buffer of two weeks. I would 
like to elaborate further in relation to the 
four phases of this project.

Phase 1: Collection and aggregation  
of data 
There is a wealth of information hidden in 
a company's spend data. This information 
i f  analyzed with the r ight eye, can give 
great macro-level insights into company's 
spending culture.

Data collection is, by far, the most critical 
step in the entire spend analysis process. 
Data forms a basis for the analysis; hence, 
it must be captured from the right source. If 
the source of the data is not authentic, then 
the applicability of the analysis becomes 
questionable. We explored the option of 
using OLAP/ERP generated reports for our 
project and zeroed in on the one we found 
most suitable.

Collecting data was not easy, but once the 
data was collected, we aggregated it by 
identifying the sourcable spend (i.e. that 
portion of the total spend which can be 
analysed for cost reduction) out of the total 
information and arranged it in a manner 
which made it possible for us to work on it.

Phase 2: Verification and cleansing  
of data
In any spend analysis, there is no stage 
more laborious than this one. It is at this 
stage, that most people who join spend 

analysis projects with wild enthusiasm tend 
to get deluded as they find the hardwork of 
data cleansing boring and tiresome. Data 
cleansing becomes a nightmare, especially if 
the source of the data is a manual entry (most 
often done by more than one person) and if 
there is no common logic for item coding.

But just because it is not something flashy, 
this is not a step to be ignored, outsourced 
or be assigned to “junior” team members. 
The quality of work done in this phase is 
what separates a good analysis from a 
great one. 

In our quest for greatness, we decided to 
understand what every data field signified 
and, more importantly, if the data was 
actually reliable. Though thorough care was 
taken in Phase 1 to keep the data authentic, 
we decided to get the data verified by those 
who were well qualified in understanding 
and interpret ing it.  We broke down the 
procurement data into purchase, logistics 
and finance and, then, had it cross-checked 
for authenticity and reliability by respective 
process-owners.

Our next task was to clean the data, which 
meant getting rid of the errors, typos, wrong 
entries, faulty classifications, redundant 
data, superfluous information and the like.

The data collected was enormous. It was 
spread across 51 columns of an excel sheet 
where each column denoted a parameter in 
the procurement process, and the number of 
rows were as many as the number lines in 
each order placed by us in the last two years.

This is precisely why we had assigned a 
longer duration of 3 weeks to each of the 
phases - 1 and 2. 

Phase 3:  Breaking down of data and analysis 
Now that the data was a lot cleaner and 
relat ively easier to read, we aggregated 
the data into segments. Before proceeding 
further, we decided to carry out a preliminary 
analysis on a few segments of the data. 

The purpose of the preliminary analysis is 
the same as solving a test paper before an 
examination. It gives good insights as to 
what could be in store ahead and also helps 
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in understanding the current position and level of preparation.
The results of our preliminary analysis were very encouraging. 
Our data fitted well into the framework of our analysis which 
assured us that we were on the right track. 

Learning from the preliminary analysis, we made some small 
adjustments and proceeded to carry out a full scale analysis.  
We sat down to identify  mavericks, i.e. unplanned and out-of-
contract purchases, buying patterns and sourcing trends. We 
then took some of the findings of our analysis to a few of our 
colleagues in office and across businesses. The idea behind 
this was to understand the significance of the purchasing trends 
and patterns and also to keep the analysis fair. After a couple 
of iterations, we had nearly perfect spend  data for the last two 
financial years. 

Phase 4: Opportunity assessment and inferences 
We had now reached the stage of opportunity assessment and 
identification of projects. Depending on the level of consumption 
and suppl ier  dependence,  we categor ised the products 
purchased as leverage, strategic, bottleneck or routine, as 
shown in the matrix. 

This categorization made it possible for us to deploy ‘strategic 
sourcing techniques’ like consolidation, cost-efficient sourcing, 
e-procurement, vendor rationalization, product rationalization, 
market benefits, etc., more effectively to different groups of 
products. At the end of the opportunity assessment phase, we 
had 12 concrete company-wide and business specific projects 
at hand, which if undertaken could give us substantial savings 
in purchasing costs. Many ‘beta’ projects were also identified to 
further study their feasibility. 

While some of these projects are work-in-progress, many 
have been successfully implemented. To name some of the 
projects: Consolidated air freight rate contracts, Company-wide 
Packaging Material Consolidation, Supplier Base Reduction of A 
& B class items, Optimization of Trucking Costs, Standardization 
in Product Categories, Reverse Auctions of Leverage Products 
and others.  

Additionally, this project has helped us ascertain the relevance 
and necessity of the UNSPSC based item coding system, 
implementation of which is now underway at an enterprise level.

In closing, I must mention that the most satisfying part of this 
project was that it was entirely done by Godrejites, for Godrejites 
and with Godrejites; in a definite time-frame and without the 
support of external consultants. Without sounding pompous 
about not seeking the expertise of external consultants, we 
would like to admit that we did carry out extensive studies of 
each spend management related concept from information freely 
available on the worldwide web, which gave us direction. But 
most importantly, through this PMO, we had developed a good 
group of “Godrej-bred” spend analysts to drive things further.
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Preserving a past, 
carving the future  
– a Parsi retrospect
By Chethna Amin, Anu James and Deepa Sathe, 
Udayachal High School

T h e s e  v e r y  w o rd s  o f  a n  A m e r i c a n 
Transcendental ist, accurately and aptly  
summarizes the philosophy of the philanthropic 
Parsi community.

The Exhibition entitled, "Across oceans and 
flowing silks: From Canton to Bombay 18th – 
20th centuries, and ‘No Parsi is an island’" was 
put together under the curatorial expertise 
of Ms. Pheroza.J. Godrej and Ms. Feroza 
Punthakey Mistree at the National Gallery of 
Modern Arts, Mumbai. With their cohesive 
vision and exceptional knowledge of heritage 
material they have successfully showcased a 

crucial period of Parsi history that has played 
a decisive role in shaping of Mumbai into a 
commercial hub and a key role in India's 
metamorphosis from an agrarian to an 
industrial economy. 

As one steps into this rotunda of the Parsi 
cultural past at the NGMA, one experiences 
an instant disconnect from the daily din of the 
city only to be transported into the serene, 
rustic ambience of the 'Yazd' city, situated 
in the heartland of Iran. The painstakingly 
prepared details of the archway is a replica of 
the mudbrick walls that proved to be bastions 
of safety to an indigenous group of people 
whose origins can be traced to Cyrus the 
Great, Emperor of Persia. The quintessential 
Yazd, is home to many Pirs-shrines to which  
people come for pi lgr image. One such 
snapshot of Piri-Banu-Pars adorns a wall of 
the gallery. From here one is almost ushered 
into the dwellings of  an adobe home with a 
model of the kitchen depicting an age-old 
wish fulfilling ritual (Sopreh), to invoke the 
blessings of “Shah Pari”, the protector deity. 
The minimalist and sparse interiors of the 
kitchen consist of a few copper cauldrons. 
One cannot miss the traditional eye catching 
att ire of the l i fe-sized model of a Yazd 
woman which comprises a ‘shalvar’ (loose 
trouser), ‘qamis’ (a flowing garment) known 
as ‘Pranah-i-tir-o-seekh’, which is stitched 
out of numerous strips of cloth-sometimes 
amounting to 25 to 30 strips, in vibrant hues 

"The purpose of life is not to be happy. It is to be useful, to be 
honourable, to be compassionate, to have it make some difference 
that you have lived and lived well. "

– Ralph Waldo Emerson 



36

of red, green and dark purple. The head is 
covered with a large scarf ‘maknum’, 
under which a bonnet ‘laachak’ is worn 
by the woman. The velvet ‘sapat’ (a leather 
footwear) still worn by the Parsis completes 
the attire.

The next section of the exhibition unfolds 
the story of the Exodus of a small band 
of devout Parsis, who fled their homeland 
(Iran) after the Arab conquest to preserve 
their culture and identity. Their journey took 
them from the inaccessible mountainous 
regions of Khurasan, to the port of Hormuzd, 
on the Persian Gulf, and later to the Indian 
shores of Diu and eventually they set sail to 
Sanjan on the west coast of India, where they 
dwelled for 500 years. It was here that the 
first Fire Temple was installed – this sacred 
fire ‘The Iranshah’ now burns in Udwada. 
On their arrival, they took a pledge in front of 
the then Hindu ruler, Jadhav Rana  that they 
would only sweeten Indian culture like sugar 
in the milk. Since then  Parsis have lived up 
to their promise and enhanced the lives of 
people  who have come in contact with them. 
As rightly said by Homi.K. Babha:

"Layered cultural traces mark the lives and 

times of a minority community that came from 

elsewhere and made its home from where it 

found itself… among friends and strangers, 

and from there reached out to make the rest 

of the world its own."

It is at Surat, that we notice Parsis being ship 
builders and ship owners. In the 17th century 
‘the Eclipse of Surat’, due to the ravages 
of natural disasters and political upheaval 
forced a considerable number of  Parsis to 
move to Bombay. By this time The British 
East India Company had become  a force 
to reckon with in India. 

Lovji Wadia, known for his carpentry and ship 
building skills was invited by the East India 
Company to Bombay to serve the British. It 
was here that the Parsis were  introduced  to 
the lucrative trade with China  and the wealth 
made by their compatriots encouraged them 
to set sail. Theirs is a story of enterprise, 
resilience, courage, competitive spirit and 

business acumen. The Wadia’s ship-building 
skills is showcased in a miniature model of 
‘HMS Minden’, a 74-gunship, built for the 
Royal Army. Clippers (ships carrying opium) 
such as Jamshedji Jejeeboy, frequented 
Bombay and Canton port (a western 
nomenclature for Guangzhou port in China). 
A section of the wall has framed sketches of 
the various processes involved in making of 
opium in factories.

The exhibition displays portraits of prominent 
members of the Parsi clan, who ploughed 
back rich dividends from the Canton trade 
for social and national welfare. On display 
is the exclusive ‘Coat of Arms’ of renowned 
Parsi families too. The cultural exchange that 
trade promoted is also reflected in portraits 
of Parsi merchants whose monochromatic 
clothing now began to  include Chinese style 
coloured pyjamas called 'ijars' that used to 
be embellished with a band of Chinese 'Gara' 
embroidery which soon became popular with 
the Parsi women folk too. Children sported 
Gara embroidered 'jhabalas', a smock like 
blouse made from a single piece of cloth in 
deep maroon, red or purple, which were 
later dyed in pastel hues. The Exhibition 
has an assorted collection of these exquisite 
fabrics. The 'opium bed', a raised platform of 
luxury for opium smokers is the cynosure of 
this section. 

Numerous Chinese and European artists have 
brought the Canton port alive on canvas, 
which depict scenes of everyday activity 
at the factories. Charles Downing gives an 
interesting account about the living quarters 
which consisted of bare walls with no room 
for privacy and included a four poster bed 
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with a mattress and bolster enclosed in a 
green mosquito curtain. It is in the precincts 
of these thirteen factories at Canton that 
the Parsi merchants rubbed shoulders with 
the English officials, traders and scholars 
to imbibe the European way of life which 
eventually transformed the Parsis culturally.

As one ascends to the next tier one gets a 
hunch of what a porcelain shop would have 
looked like in Canton. 

An array of  jars  and d ishes in  var ied 
shapes and sizes meets the eager  eye. 
B lue and whi te porce la in  was popular 
in well-to-do Parsi homes. One becomes 
privy to the fact that the Chinese had kept 
the art of silk making a closely guarded 
secret until Byzantine monks stole silk 
bearing cocoons and brought them out in 
bamboo sticks. Tea leaves too used to be  
stored in cane baskets to prevent them form 
catching fungus. 

There is more in store at the next level where 
one feels like one has stepped into the opulent 
interiors of an affluent Parsi home. An artistic 
display of Bombay mahogany-elaborately 
carved blackwood furniture with Chinese and 
Indian design occupies the centre stage. It 
is righty said 'Seeing is believing'-the rare 
collection of glassware, porcelain, paintings, 
textiles and other objets d'art stand testimony 

to the grandeur of the Parsi lifestyle. Trade 

allowed them luxury of every kind.

The move from being traders to becoming 

Industrialists opened up new avenues of 

engagement like, banks, textile and steel 

industries, insurance firms, etc. for the Parsis. 

Families like the Tata, Godrej, Petit, etc.  
which contributed to the commercial growth  
of Mumbai and to making India self-reliant 
with their visionary outlook have been duly 
honoured in the exhibition. Philanthropists 
like Sir. Jamsetjee Jeebhoy, Sir. Dinshaw 
Petit and Cowasji Jehangir Readymoney 
contr ibuted immensely  in  set t ing up 
institutions for social welfare.

The exhibition also brings together an 
assemblage of  Parsi artwork spanning over 
a period of a century and half, beginning 
with the display of the impressive work by 
Pestonji Behramji, whose paintings reflect 
hybridity and the ability to bring together 
theo r i es  o f  t each ing .  M.  F.  P i thawa la 
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and Sorab Pithawala, a father son duo, 
excelled at genre descriptions, still life and 
the portraits. Jahangir Ardeshir Lalkaka, a 
renowned portraitist, received commissions 
from public institutions and private patrons. 
The post colonial period art reflects the 
work of painters Shiavax Chavda (1914-
1990), Homi Patel (1928-2004) and Jehangir 
Sabawala (1922-2011) as well as sculptors 
Adi  Dav ierwal la  (1922-1975)  and Pi loo 
Pochkhanawala (1923-1986). All of them 
strived to master the 'modernist' genre of Art. 
They experienced India's transformation from 
a colonial society to an independent nation 
and became the precursors of modern Indian 
Art. Jehangir Sabavala went on to become 
India's most distinguished modernists whose 
paintings were inspired by the themes of 
exile, quest and illumination. Adi Davierwalla 
was one of the impressive sculptors of his 
generation. Jean Bhownagary, a multifaceted 
personality explored a variety of aesthetic 
media and was a documentary filmmaker, 
magician, painter, print-maker and ceramicist. 

Alongside this spectacular show is the artistic 
display of weaver and craft activist, Nelly 
Sethna (1932-1992). She combined art 
making with research writing and activism 
on behalf of Art traditions with which she 
was identified. A section of woven tapestry 
in wool and cotton catches the mesmerised 
viewer with its intricate and unique patterns. 
The exhibition concludes with the works 
of the art ists, Mehl l i  Gobhai (b.1931), a 
distinguished abstractionist and references 

to Gieve Patel's (b.1940) poetry and vibrant 
paintings, his sculptural explorations and his 
work as a playwright.                    

Indeed the whole visual experience offers 
a  360 ˚  pe rspec t i ve  rang ing  f rom the 
evolution of the small community of the Parsis 
– from mere refugees to their recognition 
today as the  most valued citizens, to whom 
the nation is clearly indebted. In the words 
of the great Mahatma, "In numbers, Parsis 
are beneath contempt, but in contribution, 
beyond compare."
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Women make
better buyers
By Gunjan Jadon (extreme right) 
in collaboration with Sneha Kubde, 
Ankita More and Shalini Thakur, 
Corporate Procurement

T he day I  graduated in  Mechanica l 
Engineering, it was assumed by everyone 
that I would take up a job in the IT Industry as 
a software engineer. After all, the IT Industry 
work conditions are most conducive for 
women as one could come across. Also, 
the women are a large segment of the total 
workforce of the IT Industry which adds to 
the women’s own sense of comfort. 
I, however, chose a job in the manufacturing 
company and that too in the procurement 
function. I believe the procurement function 
offers a fairly large playground to show one’s 
own talents and capabilities as it accounts 
for around 60% of the total revenue of a 
business. In the beginning, I had to pick 
up a good bit of knowledge of Commercial 
terms, Taxation, Compliance issues and 
the like. It took me a while to get familiar 
with the ERP system and its requirements. 
I also familiarized myself with the items that 
I was supposed to procure, the existing 
suppliers and so on. In about three to four 
months’ time, I started contributing as well 

as my colleagues, and someone remarked 
I was as good at the job as if I have been 
at it for 3 years or so. I attribute my good 
performance to that good fit that exists 
between the intrinsic abilities of women to 
the core attributes of a good buyer. Also, the 
dimension of professionalism helped a lot.

Some of the inherent qualities that make
women better buyers are as follows:

1. Spending consciously: Women by and 
large tend to shop thoughtful ly and not 
impulsively. Take an instance of routine 
shopping; women take all the trouble to 
check out at least 3 to 4 shops even for a 
small value purchase before deciding. They 
intuitively look for better value in terms of 
quality, variety and suitability for the purpose 
and, more importantly, the right price. Most 
men would avoid going on a shopping trip 
in search of a good value. Smart shopping 
calls for adequate search and patience. In 
corporate setting, the attributes of patience 
and good search help women buyers take 
sound buying decisions. 

A case of a good fit between 
the job attributes and inherent abilities.
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2. Being methodical, meticulous and process-
driven: I n  a  l a rge  o rgan i sa t ion ,  where 
procurement is system-driven, it pays to 
be methodical which women are because 
of the things they are taught at home of 
following a step-by-step approach to doing 
things, including some basic cooking at an 
early age. The short cuts are frowned upon 
at home, and hence the lesson learnt at 
an early age comes in very handy in the 
business context. Women tend to follow 
the prescr ibed process met icu lous ly, 
which ensures completion of work quickly 
and flawlessly. 

3. Being empathetic: Empathy is all about 
looking at things from the other person’s 
point of view and keeping it in mind while 
working for a solut ion. In today’s tough 
market conditions, the procurement task 
involves getting more from our suppliers 
than mere low price to help our businesses 
perform better in the marketplace. Getting 
suppliers to work fully for us requires that 
they have a good buy-in of our needs - 
both stated and unstated. This kind of a 
response cannot be had from the suppliers 
unless the buyers are empathetic. Women 
being strong on empathy can really create 
win-win situation in procurement for the 
benefit of the business. 

4. Being better at negotiating: Productive 
negotiations are all about give and take. 
The question always arises how much 
to give and how much to take. In a win-
win transaction, though the buyer gives 
less, the suppl ier feels he has gained 
adequately. As a result he is happy to do 
his best to make the transaction as smooth 

and trouble free as he can. A sense of 
fairness prevails. A dysfunctional buyer may 
succeed in getting a lower price but would 
create a situation where the supplier will not 
volunteer anything extra but restrict himself 
to give the bare minimum for meeting the 
contractual obligations. The supplier will 
hold back many valuable inputs which 
will be quite detrimental to the interest of 
the business, especial ly in case of new 
products. Being fairness-driven, women 
intuitively keep these factors in mind while 
conducting negotiations.

5. Being good at team play: Working in 
groups comes naturally to women and as a 
result I believe women buyers would have 
little or no difficulty in being members of the 
team for handling complex procurement 
tasks or  creat ing new systems for  an 
overall improvement. Being a good team 
player is vital to have a highly responsive 
procurement function to meet the needs of 
today’s demanding customers.

Apart from this, the sampling technique 
which we were taught much later in our 
education, but have practiced much earlier, 
comes in handy. Have you ever wondered 
that when you ask any ‘Mithaiwala’ for 
tasting before buying any sweet you are 
actual ly drawing a sample of the lot to 
make the best choice. The same technique 
women apply when they ask suppliers for 
samples for approval before placing the 
final order.

I believe that the role of a buyer prepares 
the incumbent for a 360˚ understanding of 
the business. A little extra effort on their 
part about getting to know the needs of the 
ultimate customer helps them get a full idea 
of what the business entails. In closing, I 
would hazard a guess that if women were to 
be 40% or more, numerically, of our buying 
team, then our procurement efficiency would 
be up by at least 50%!

“When dealing with multiple people with diverse backgrounds, 

women find it easier to connect and bond, which then aids the 

long-term relationship that the organisation intends to build 

with different partners. This particularly helps in tough business 

scenarios where the suppliers may need to cut costs or take 

other difficult decisions due to external factors. It is here where 

a woman purchaser is in a better position to persuade the 

partners to see the larger picture and comply.”

- Monika Bhavsar, Corporate Procurement
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Low cost – no cost approaches for 
staying within monthly spend budgets.

By Ankita More (Corporate Procurement), Shalini Thakur (Corporate 
Procurement), Rekha Desai (wife of Vijay Desai - Godrej LOCKSS), 
Saptashri Sarcar (wife of Raja Sarcar - Godrej Process Equipment), 
Devika Rajadhyaksha (Corporate Procurement) and Shital Swami  
(wife of Santosh Swami - Godrej Interio)

Today, when the inf lat ion is ranging 
between 8 to 10% per year, the homemakers 
have a big task at hand to stay within their 
monthly spend budgets and yet provide their 
families with all that they need without making 
sacrifices. Team CHANGE spoke to several 
homemakers to find out the approaches 
they use to beat the inflation. Here are some 
interesting approaches used by them in their 
own words for curtailing expenses. These are 
by no means exhaustive, hence the readers 
are urged to build on this and create richer and 
more effective approaches for themselves. 

Vegetables and fruits:
I have carefully identified two-three vendors 
for vegetables and fruits who offer me best 
prices round the year because I buy only from 
them. Having two-three options does not 
leave me at the mercy of any one vendor. As 
far as possible, I buy seasonal veggies and 
fruits, and that too in the required quantities 
only. Also, I always bargain and ask for the 
freebees, if any, even though I might be in a 
hurry. I insist on vendors taking back any fruits 
or vegetables which were not of good quality. 

I carefully plan weekly menu of meals and ensure 
that the leftovers are used in a day or two. 

Groceries and toiletries:  
To save on the expenses incurred on these 
items, I buy in bulk from the shops / outlets that 
offer discounts or special deals. I seasonally 
buy wheat, rice and dals for the entire year’s 
consumption. I try and cook various items on 
the menu with minimum amount fat to make 
it healthier and save on cooking fats. Many a 
time I prepare Ghee at home. I tell my family 
members to use items like toothpaste and 
soaps carefully and avoid wastage. The so-
called luxury items are avoided. 

Clothes and accessories: 
Before I buy clothes for my family members 
or myself, I look up quite a few websites to 
learn about the latest trends, the prices and 
of course the discounts available. I find this 
approach helps me save time, energy and 
money, as opposed to visiting many stores in 
the market or at a mall. For younger kids, my 
friends and I, we exchange clothes instead 
of discarding them. 

Good quality and woolen clothing are kept 
aside carefully for the use of younger children. 

Fuel and energy:
We have a small car and my husband drives 
the car at recommended speeds only to 
save on fuel. Wherever possible, we pool 
up for going to the movies or other social 
events. Children are taught to switch off lights 
and fans when not in use. While washing 
clothes, I take care to have full wash loads 
only; smaller wash lots are hand washed. We 
iron clothes like shirts and trousers whilst night 
clothes and towels are folded neatly and kept. 
We only have LED lights at home and our air 

Beating inflation

 2.

 1.

1. Ankita More 

2. Shalini Thakur 
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conditioners are 4 stars rated. We use ACs 
for five-to-six hours at night and that too at 
25˚ Celsius. I always use pressure cooker with 
multiple utensils inside to save on cooking 
fuel. I also control the flame size to ensure that 
the cooking gas is not wasted and of course I 
have my cooking stove serviced regularly. 

Education:
Instead of sending children to a high-end 
school, I send my kids to a mid-level school. 
Gap in the education imparted, if any, is 
made up by me by spending at least about 
two hours every day teaching my children 
the subjects I know best. We, the parents, 
who are friends, team up to teach subjects to 
our children which we are good at. We also 
share books on different subjects with each 
other besides borrowing them from the library 
nearby. We restrict television viewing time of 
our children to half an hour per day.

Health and well-being: 
Instead of paying hefty fees to the doctors, 
I take special care to provide light, nutritious 
and balanced food to all my family members. 
On festivals we make sweets and snacks at 
home, instead of buying costly and unhealthy 
items from the outside. Eating out is restricted 
to about once a month or so and instead we 
prefer to have frequent potlucks with friends 
at home to enjoy a variety of home cooked 
dishes. I scrounge on the usage of salt, sugar 

and oil. I encourage my children to take up 
to running, karate or yoga classes. Also, I 
insist that the elders in the family take regular 
walks and have regular medical check-ups, 
which in the long run work out cheaper. My 
children love deserts but I take care and stay 
away from the deep fried ones such as Gulab 
Jamuns, Jalebis and the rest. Likewise, fried 
snacks such as wafers, samosas, kachoris 
and chivdas, are brought into the home once 
every few weeks. As a family we avoid cola 
drinks and opt for healthy Nimbupani or 
masala tea. 

Over and beyond these approaches, every 
homemaker needs to keep a daily track of 
expenses and ensure that on a monthly basis, 
the expenses do not exceed the carefully 
prepared budget. Whenever expenses 
exceed the budget significantly, the matter 
should be discussed with all the family 
members to decide as to what can be done 
to bring the expenses in line. Birthdays can 
be celebrated by baking cakes at home and 
preparing snacks such as sandwiches and 
pakoras. Giving gifts should be given a good 
deal of thought and expensive gifts should 
be shunned in favour of carefully chosen gifts 
of books, music, chocolates and the like. A 
small celebration could be held if the family 
has managed to save on the monthly budget. 
Involving everyone in the effort as well as 
borrowing ideas from the family members and 
the friends are the keys to spending smart 
and beat the inflation.

 4.

 3.
3. Rekha Vijay Desai,

4. Saptashri Raja Sarcar
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A fair and transparent methodology for discovering prices.

Reverse Auction (RA) is a type of e-auction 
that  is  conducted on l ine,  in  rea l - t ime, 
between a single buying organization and 
pre-qualified suppliers. Suppliers compete in 
presenting bids to the buyer for the supply 
of goods or services whose specifications for 
design, quantity, quality, delivery, payment 
method and related terms and conditions 
have been clearly defined prior to the auction. 
It is important to understand that RA is only 
a price discovery tool. I t ’s a technique  
to capture the best prices available at the 
time of auction. During auction, the bidders 
are aware of when the prices are changing, 
the lowest bid; however, they do not know 
the names of their competitors. RA is, thus, 
a fair and transparent methodology for 
price discovery. 

The competitive environment created by 
reverse auctions can give significant savings 
on prices which can range from 5% to  
40% over and above those obtained from 
traditional methods.

The most common application of reverse 
auctions is for E-procurement; an approach 
used by purchasing and supply management 
organizations to reduce their spends and 
identify new suppliers.

Steps for Reverse Auction:
1. Identifying products and services: A 
spend analysis helps us in determining the 
composition of product / service basket to 
be used for RA. We normally opt for standard 
products or services having a large pool 
of suppliers and low / medium switching 
costs. Examples include items such as 
cables, conductors, transformers, packaging 
material, aluminium alloy, fasteners and 

transportation services. Further, portions of 
procurement outlays deemed appropriate for 
reverse auctioning are decided.

2. Identifying Suppliers and Market Making 
– Existing suppliers or new suppliers are 
shortlisted for participating in the RA. 

3. Defining of the Terms & Conditions - Design, 
quantity, quality, delivery, payment terms and 
the like are decided upon at this stage.

4. Collecting of Pre-bids – Pre-bids are 
reviewed and auction parameters like bid  
start price, decrement factor, auto extension 
period, etc., are decided. Bid Start price is 
the price at which auction begins. Decrement 
factor is the minimum amount based on 
which the bidder has to enter their next bid 
during RA. E.g. I f  Bid start pr ice is say 
`100 & decrement factor is `5, the bidder will 
have to enter a minimum amount of Rs 95 
to submit their next bid. Auto extension is 
the process where auction automatically gets 
extended by a pre-defined period, if any 
fresh successful bid is received in the last 
pre-defined period of closing of auction.

5. Market Making Event – Based on all 
above parameters, a market event, i .e. 
RA event is created on Godrej Web Based 
Procurement System (WBPS). Date and 
time for trial and final RA are defined in the 
system and conveyed to all the bidders. 
Acceptance of participation is taken from 
them within the stipulated time.

6. Conducting of a Trial auction - This event 
helps the bidders to understand the Godrej 
WBPS and allows them to clarify the doubts, 
if any, they have.

By B. S. Khatib and
Pravin Chitale,
Corporate Procurement

Reverse
auctions
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7.  Conducting of the RA – At this event, 
suppl iers compete with each other for 
winning the contract.

8. Auction Report - This report contains 
the details like the lowest bidder, the lowest 
bid, comparison of the lowest bid with other 
bids and the like. 

Advantages of R.A
1. Pr ice d iscovery:  S ince b idders can 
submit their bids multiple times during RA in 
response to other competitor’s prices; the 
first and best offer can always be improved. 
This helps to discover the real prices of 
product or service in an efficient manner 
than other traditional methods.

2. Creating more competit ion for the 
business: As auctions are generally carried 
out for products and services where it 
is possible to leverage a large number 
of suppliers available, who are willing to 
compete for a share of the business. 

3. Real-time market pricing: Live bidding 
gives the lowest prices of even the L1 
(lowest bidder), L2 (second lowest bidder) 
and so on. 

4. Process efficiencies and time savings: 
Compressing the buying cycle from weeks 
or months to days or even hours benefits 
both the buyer and the seller. 

5. Supplier discovery: A host of optional 
suppliers are discovered and are available 
to the buyer.

6. Sustainable cost savings: The prices 
remain unchanged, i .e. f i rm, for a f ixed 
period of time as governed by the contract. 

Today, there are many software solutions 
available in market for conducting RAs,  
but we are using EBUY/WBPS developed 
by Godrej InfoTech. This robust system 
has its own advantage over other solutions.  
We regularly conduct RAs for different 
businesses of G&B such as Appliances, 
S t o r a g e  S o l u t i o n s ,  E lec t r i ca l s  and 
E lec t ron ics ,  Cons t ruc t ion ,  P rec i s ion 
Engineering and others. We have also 
conduc ted  many  success fu l  reve rse 
auctions for our Central Logist ics and 
Dispatch department. 

We have conducted over 200 reverse 
auctions so far and achieved savings of 
around `17 Crores over and above offline 
negotiated prices.

Points of caution for conducting  
Reverse Auctions:
1. The cost of switching: The issue of 
switching costs is certainly a consideration 
for both buyers and sellers. The lower the 
switching costs, higher the benefits for the 
buyer from RA. 

2. Relat ionships with suppl iers: Some 
suppliers have specifically criticized RA as 
being ‘coercive’ in nature, due to the buyer’s 
power of forcing them to participate in the 
auctions and have them reduce their prices. 
Indeed, some suppliers may feel pressurised 
to participate in a process where they are 
pitted against one another to lower their 
prices and seemingly the resultant benefits 
flow only to the buyers. From the seller’s 
perspective, buyers appear to be more 
exploitative in the conduct of business. 
On the other hand, there also exists a 
perspective which states that such tensions 
are inevitable between the buyers and the 
suppliers where conflicting needs, goals, 
and expectations come in to play. Hence, 
the suppliers face the dilemma, whether 
to participate in RA or not. Today, for the 
suppliers the option of not participating is 
disappearing fast, simply because more 
and more organisations in corporate and 
government sectors are opting for RAs to 
get higher value for their spends. Refusing to 
participate in RAs can prove to be costly for 
many suppliers. 

Reverse Auctions have today become a best 
practice for procurement across the business 
landscape, not as a way to squeeze suppliers 
to reduce costs, but as a way to automate 
the negotiation process. For both the sides 
of the procurement equation, reverse auction 
offers a streamlined way to communicate 
and collaborate for a competitive bidding 
process that took weeks or even months to 
complete which now can be completed in 
days or even hours.
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Her earnings

Off to work, goes the earning mother!

Her baby’s home, looked after by other.

When a deer doesn’t find its baby in the shelter,

Its heart thumps for it, runs helter skelter.

The mother’s heart also weeps for her famished baby,

But her work piles up, she cannot leave early.

As the evening dawns, to home she rushes,

The baby’s waiting home, its mother it misses!

The chores at home, delays her further,

Lost is the baby and lost is its mother!

Translated by: 

Shilpa Chavan-Lad, 

Godrej Interio

A Poem by:

Hindurao Nanavare,

Security Department



46

Mango on your mind

This season, the king of fruits is on everyone’s mind. Enjoyed in every 
way from fruit salads to aamras, jams, smoothies, ice cream and 
more, the delicious mango had also been the inspiration for many 
sonnets and songs. This time, let the mango awaken your inner artist. 
Use your imagination and see how many things you can draw, with 
the mango as your muse.


