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Since the very inception of G&B, the word ‘Trust’ has meant a great 
deal to everyone at Godrej and as a result, all the activities of the 
company have been attuned to build and foster trust both within the 
company and among customers, partners, suppliers and the society 
at large. Everyone at G&B is always expected to act in a manner 
that builds trust and that does not damage it. Similarly, in connecting 
with customers, all the policies, procedures and the interactions are 
designed and implemented with the intent of reinforcing the existing 
trust. Over the years, trust-based way of working has become deeply 
engrained at G&B- an important dimension of its culture. 

As an outcome of the divisionalisation of G&B in the early 90’s, 
the businesses were significantly empowered to pursue their own 
strategies and become competitive and successful. This mandate 
called for a new style of management where empowerment of 
people was to be adopted as the ‘guiding principle.’ It was to be 
cascaded to all the levels to enable our people become accountable 
for their own actions. Now, the Godrejites, suitably empowered, were 
expected to deliver performance as planned.  The key element here 
was that everyone trusted each other to do things in the right way 
so that they were enabled to deliver what was expected of them. 
This trust-based approach was meant to eliminate the inefficiencies 
that usually creep in if micro-managing, constant checking and 
rechecking of work are allowed to proliferate. The larger ‘space for 
action’ thus created through trust was meant to facilitate smarter 
work for promoting growth. 

The feeling amongst the employees that they are trusted improves 
their self esteem, besides reducing the self imposed limitations for 
embracing a culture of high performance. As Godrejites have a lot 
of trust reposed in them, they have to hold themselves accountable 
for delivering whatever is expected of them and also, to do so to 
develop their own capabilities themselves. It goes without saying that the 
necessary support and encouragement should be always forthcoming. 

Further, ‘Trust’ as a value connects G&B to all its channel partners, 
suppliers and other service providers in a manner such that the work 
gets done economically, efficiently and without wasteful supervision. 
The onus for building solid relationships based on trust lies squarely 
on the shoulders of Godrejites. All actions prior to be taken should 
be given a check to confirm if they would strengthen or weaken the 
existing trust. 

 Trust is very fragile but if nurtured and strengthened continually 
can build solid relationships and can become a powerful enabler of a 
winning, performance driven culture.

Trust
Trust- it is the very foundation on which the lasting 
relationships are built.

Environment

Respect

To serve

Trust

Integrity
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Our relationships 
define us

No matter what we say about ourselves 
through brochures, advertisements- in print 
and electronic media, websites, social media 
and others, it simply cease to matter in the 
wake of how we relate to our numerous 
stakeholders. The way we relate to others, 
speaks out loud and clear which ultimately 
defines us- the kind of person or an 
organisation that we are. 

Hence, whether it is business or our 
personal life or the society at large, the 
relationships matter and in a way define us. 

‘Trust’ is one of our most cherished 
values. A short note on ‘Trust’ as it applies 
in our context, emphasises the fact that 

how empowerment and accountability go 
hand in hand for accomplishing more.  
Mutual trust is always a bedrock for the 
highly beneficial relationships.

Sohrabji Godrej, whose birth centenary 
is being celebrated this year, believed in 
nurturing and building relationships in 
every sphere of his life. He was deeply 
conscious of India’s poor relationships 
with countries world over. To improve 
international relationships, he took upon 
himself the role of an ambassador of 
India at large and worked tirelessly for 
decades. Vrunda, our Archivist gives us a 
glimpse of SPG’s work in this area.

All of G&B’s businesses are primarily of B2B 
nature with the exception of Appliances 
and LOCKSS. The relationships in B2B 
businesses give us an edge which is 
unbeatable. Our people, senior managers 
and others must devote adequate attention 
and time to build and foster relationships. 
To convey what impressive results that can 
be had by building enduring relationships, 
we share with our readers the stories from 
our Tooling, Material Handling and Prima 
businesses. You will see from these features 
that relationships come in good stead in 
good times as well as in bad times. 

Our suppliers, channel partners and 
our workforce are amongst our important 
stakeholders besides our customers, 
government and the society. We have 
articles on these relationships giving us 
valuable insights and underscoring the 
mutual gains. Customer Relationship 
Management (CRM) is engaged into by 
many of our businesses. We have two 
perspectives on the same in the features 

written by Suruchi of GSS and Kalpesh 
Patel of P&AD.

A primer on working relationships describes 
the factors that are crucial for the success 
of individuals at work. The intricacies of 
the relationship between the patient and 
the surgeon are brought to you in a very 
thoughtful way in the feature written by  
Dr. Sunil Pandya, an eminent neurosurgeon 
at Jaslok Hospital, Mumbai. Also, a feature 
by Daisy Raj of Godrej Memorial Hospital 
highlights the nuances of the patient – 
nurse relationship. 

Besides these articles, we have a special 
feature on Standard Chartered Mumbai 
Marathon that engaged Godrejites greatly. 
Chaitali reviews an updated version of the 
classic ‘How to win friends and influence 
people’ (HWFIP) by Dale Carnegie. Even 
after 80 years of its publication, HWFIP still 
remains the single most useful reference 
on building relationships. Read it. 

We have explored the theme of relationships 
from different angles to enable you to see 
how pervasive and important it is; no matter 
where and when. More on relationships in 
the forthcoming issues.

Do become good at building and fostering 
relationships for brighter outcomes. 

Looking forward to interacting with you 
for shaping CHANGE to your liking.

Indrapal Singh

Editorial
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Building bridges for India 
across the world 
By Vrunda Pathare, Godrej Archives

Dedicated to a man who made the best of his international ties and 
earnestly worked towards his motto of “Help bring our India up- Quickly.”

C   onnect ing peop le connect i ve        
lives– the Nokia tagline seems to 

perfectly describe the personality of 
Sohrab Godrej. Widely travelled, Sohrab 
developed friendships wherever he went. 
His sustained interest in international 
affairs also brought him in contact with 
several heads of diplomatic missions. 
The network that he established and the 
relationships that he built over the years 
helped him not only in attainment of 
his goal of ‘acquiring a global presence 
for Godrej’ but also in ‘bringing about 
global connectivity to India prior to our 
liberalisation.’

He effectively did so through the 
contributions he made to the international 
bodies l ike International Chambers 
of Commerce – India, Indo-French 
Chambers of Commerce & Industry and 
Indo-Belgian Chambers of Commerce 
& Industry. Amit Mitra, the Secretary 
General of FICCI had once remarked that 
Sohrab Godrej ‘as a head of ICC, 

1 2
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one of FICCI’s sister bodies contributed 
substantially in helping it reach its present 
status and recognition’. He was closely 
associated with their activities related 
to rural development, family planning, 
environment and large businesses.

Enriched by his extensive travelling, 
Sohrab Godrej always brought different 
perspectives to the table during the 
proceedings of these associations. Prof. 
P.M. Kamath, a retired professor of politics 
of University of Mumbai remembers that 
Sohrab Godrej always had some insight or an 
anecdote to share at the ICWA meetings.

Sohrabji, inspired by Nehru’s belief of 
international fellowship, took great interest 
in building relations with developing 
countries, especially with Africa- for which 
he had deep empathy. As a Rotarian he 
took several steps for building bridges 
between India and Africa. He strongly 
believed that growth could be achieved 
by working together. 

He always believed in mutual gains 
through  joint efforts. ‘As a member  of 
several trade delegations to various countries, 
Sohrab Godrej made it his mission to 
project products of India as a whole 
including Godrej products and strived to 
promote trade at an international level.’ 
In 1988, a year after the International 
Chamber of Commerce Congress held in 
Delhi, Sohrabji joined the Indian trade 
delegation to Spain, Portugal, Belgium 
and France. The purpose was to strengthen 
and increase trade ties with these countries. 
Sohrab Godrej, as B.K. Karanjia has 
written, enjoyed  interacting with France; he 
remained president of the Indo-French 
Technical Association for nearly three 
decades and later became president of 
the Indo-French Chamber of Commerce 
and Industry, an apex body for trade 
between the two countries, amongst others. 

A worrier and a doer, Sohrabji all 
through his life, relentlessly pursued 
promotion of international relations for 
economic growth and mutual gains. 

3 4

1. Sohrab Godrej Addressing at the Indo-
French Technical Association, India, 
Inauguration of Bangalore Chapter, 
at Alliance Française De, Bangalore, 
01.06.1979 (PH07-09-40-08-56)

2. Sohrab Godrej at Malaysian day celebration 
at Ashoka hotel, 1964 (PH200901515) 

3. Sohrab Godrej with His Excellency 
Ida Mantra, Ambassador, Indonesia, 
17.09.1990 (PH200901288)

4. Sohrab Godrej with Mr. Raja Aznam 
High Commissoner of Malaysia at Vikhroli, 
08.02.1969 (PH07-09-40-28-71)
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A winning 
relationship

Willingness to learn and a strong 
commitment to solve customer’s 
problems is always rewarding.

By D.K. Sharma, Godrej Tooling

Still fresh in my memory is an 
incident that occurred more than 

a decade ago, in 2002, after I had assumed 
office as the Business Head of Godrej Tooling 
(GT). Soon thereafter I undertook several 
business tours to meet key customers of 
GT. On one such tour, I came face-to-
face with a towering personality with a 
cigarette dangling from his lips, giving 
me an intense look and offering me a 
cigarette. On declining, he was quick 
to remark – in his deep husky voice – 
“Mr. Sharma, how can you make ‘good 
tooling’ if you don’t smoke?”

As I was trying to understand what 
he meant, he vociferously regretted his 
decision to give us an Order for a ‘simple 

tooling’– to manufacture which we took 
nearly twice the required time, and were 
still struggling, with the date of completion 
nowhere in sight. 

His harsh words meant a great deal to 
us and we had no choice but to return to 
Mumbai, and identify the shortcomings, 
think through the right solutions and 
go back to him in a short span of time. 
He approved of what we had done 
and to demonstrate his trust in us, threw 
another challenge at us. This time, it was 
an order for high value, high potential 
tooling. We repeated our assurances to 
him, and resolved to better our previous 
per formance. We wanted to prove 
that we were worthy of the trust he had 
reposed in us. This admirable person 
is none other than P.N. Sadhu, Senior 
Vice President – Operations, Sunbeam 
Castings Limited, Gurgaon, a stalwart 
of the Die Cast Tooling Industry. Once 
we had established our credentials, 
he not only kept on giving his expert 
inputs, highly valuable to us, but also 
encouraged us year after year with more 
and more business.

The Relationship Beyond...
I observed that whosoever from my 

team, who got to meet and interact with 
Mr. Sadhu, struck an instant bond with 
him. During a two-hour personal-cum-
official meeting, our team would have five 
different varieties of Tea served at regular 
intervals – at 1100 hours, regular tea, at 
1130 hours, black tea, the third round 
being a Kashmiri Kehwa, followed by the 
fourth round of regular tea and so on.  

1. D.K. Sharma with P.N. Sadhu, A stalwart 
of the Die Casting Industry

1
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The conversations with Mr. Sadhu would 
be so engaging that our people almost 
always forgot about the rising acidity 
levels.

Over the years, I realised that being 
bombarded with a barrage of sarcastic 
comments – or getting a chocolate or a 
pat on the back from Mr. Sadhu – were the 
order of the day for all of us.  But, so high 
was our team’s desire and commitment 
to learn from him that they looked upon 
him as a guide, a mentor, a father figure who 
meant our good. Eventually, we saw that our 
performance was improving all the time. 

In addition to meticulously planning for 
a business trip to meet him and to up rise 
him of our success or get his inputs to 
resolve a problem, our team would also 
walk that extra mile to get hold of his 
favourite mouth freshener (an in-flight 
item of Jet Airways) and surprise him with 
a handful of the same. 

By giving us the honour of being invited 
to attend his son’s wedding – as also to 
the sad event of his mother’s funeral – 
Mr. Sadhu made us realise how, over the 
years, he has made us a part of his family.

I recall when during one of his 
visits to us, Mr. Sadhu had brought in 
a neatly framed large size ‘Testimonial’, 
in recognition of Godrej Tooling’s 
‘benchmark performance’, which had 
enabled his Company to win a prestigious 
export contract. He was so thrilled that 
on the very same evening he invited our 
leadership team to a bash at a 5-star 
hotel at his personal expense. His own 
way of thanking us. 

In any open forum which he chairs as 
the Chief Patron of Alucast (the leading 
Aluminium Die Cast Association in India), 
Mr. Sadhu takes pride in announcing 
and introducing Tooling’s Team as 
the Best Toolmakers of the country 
and recommends industry leaders to 
approach us for their requirement of high 
quality sophisticated tooling, instead of 
procuring the same from abroad.

Be it placing a self-autographed 1000 
rupee note in the hands of our Toolmaker 
whom he appreciates; Or quoting Pearls 
of Wisdom from the Mahabharata; Or placing 
orders for high-value tools by scribbling on a 
piece of rough paper and signing across, 
simply speaks volumes about the depth 
of his relationships with Godrej Tooling.

We are confident that this bond will only 
strengthen in the future as we move ahead. 
Thank you Mr. Sadhu for your trust.

2. Mr. Sadhu engrossed in a class room 
session at Godrej Tooling. 

3. Believes in “Gemba” - discuss & find 
solution on the job. 
Mr. Sadhu on the Godrej Tooling shop floor.

2
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Building sound relationships- 
a key to creating solutions 
that work

A little extra effort and a lot of dedication help you transform a relationship 
into a long lasting bond.

By M.V. Shivdas, Godrej Material Handling

1. VRL transhipment at Hubli

Recently, when Mr. S ingh asked  
me to share with the readers 

of CHANGE a story of a successful 
relationship building endevour; I decided 
to write about our relationship with 
Vijayanand Roadlines (VRL).

VRL was founded in 1976 by Mr. Vijay 
Sankeshwar in Gadag, a small town in 
North Karnataka with a single truck and a 
vision that was way ahead of its time. VRL 
soon expanded its services to Bangalore, 
Hubli and Belgaum. From this humble 
beginning VRL has grown into a nationally 
renowned logistics and transport 
company and is currently the largest fleet 
owner in India with 3579 vehicles. VRL is 
listed in the Limca Book of Records as the 

single largest fleet owner of commercial 
vehicles in India in the private sector. Third 
party logistics and Warehousing solutions 
offered by VRL are tailor-made and cater 
to unique needs of various customers. 
VRL’s network spans the length and 
breadth of the country and is supported 
by large number of transshipment hubs. 
VRL operates through a network of 859 
branchs and franchisees. VRL is now 
expanding its services to reach even the 
remotest locations in the country.

In 2004, to those of us who were dealing 
with VRL in some way or the other, it 
became clear that they were poised for a 
massive growth in the years ahead. They 
had diversified into many businesses 

1
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2. Godrej FLT in operation at VRL warehouse

including publishing of newspaper - Vijaya 
Karnataka, a Kannada daily. Sensing 
the opportunity, I took upon myself the 
role of key account manager for VRL in 
addition to being the head of sales and 
service of Material Handling of southern 
region. I vividly remember the day when 
my colleague Srikanth N. and I had met  
Vijay Sankeshwar. This meeting was 
for finalising the sale of our forklift truck 
fitted with special attachment to handle 
paper rolls for their venture of newspaper 
publishing. As we had carefully studied 
the details of the application at sight, we 
could present to him a well formulated 
case for buying a Godrej Forklift Truck 
(FLT) with the required attachments.  
Mr. Sankeshwar appreciated our homework 
and finalised the order with us quickly with 
a rider that if we performed well on this 
order then many more orders from other 
locations would follow. We ensured that 
the solution provided worked well and 
soon we bagged more orders for their 
units at Hubli, Mysore and Bangalore. 

As VRL continued to grow, we sensed  
offering mechanised material handling  
for the transport warehouses as  
a significant business opportunity for  
the future. Once aga in, we began 

doing our homework for this new 
opportunity and started our work for 
developing of solutions for increasing 
efficiencies across their warehouses all 
over the country. 

As we were new to providing this kind 
of solutions, we decided to take help of  
L.R. Bhat- Head, Operations (technical) 
of VRL. Mr. Bhat had vast experience 
and exceptionally deep knowledge 
of mobile equipment used in logistics 
business. He gave us valuable inputs 
and suggested a way ahead.

2
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3. VRL sales service team: (L-R) A.K. 
Doomasia, C. Indumohan, M.V. Shivdas,  
N. Srikanth and G.R. Sathyanarayana

 Based on these inputs, we created a 
unique material handling solution having 
special pricing and terms of business for 
their requirement of Godrej FLTs. In this 
solution we had assigned a major role to 
after sales service and in a way made it 
an order winning criteria for this business. 

At Bangalore branch service centre, 
which was headed by C. Indumohan, we 
had to put in place many new processes 
to take care of the requirements of this 
new national account. We declared this 
centre as a single point of contact for 
all their aftermarket requirements. We 
created dedicated team of technicians 
and engineers to ensure faster resolution 
o f  comp la in ts  and h ighe r  upt ime 
of our trucks on PAN India basis.  

We created special inventory of spares to 
cater to VRL’s requirements. A unique 
maintenance strategy by VRL stocking 
sub-assemblies like floating transmissions, 
steering assemblies etc. facilitated quick 
replacement and subsequent repairs 
helped in achieving uptime of greater 
than 90%. All this was done with many 
valuable inputs from Mr. Bhat and his 
team for modify ing components and 
sub-assemblies for improving the reliability 
of our FLTs. We also conducted training 
programs at many of the locations to 
enhance skills of their operators and 
maintenance people. We also put in 
place a hotline with our manufacturing 
plant for having supplies quickly. All these 
factors taken collectively have built a solid 

3
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4. VRL Head Office at Varul, Hubli

relationship, the result of which is a large fleet of more than 60 
Godrej FLTs at VRL’s warehouses all over the country. 

I must say that all this would not have been possible without  
Mr. H.N. Khumbatta’s and Mr. C.N. Dumasia’s encouragement and 
the support of technical and service functions at Mumbai. Recently 
we have carried out application audit at VRL’s central maintenance 
depot in Hubli to find the ways and means of improving their current 
material handling system. We have made a report and we are 
confident that many of the recommendations made for enhancing 
safety and productivity of operations will be implemented. 

Looking back, I find that doing our homework diligently is the 
key to building sound business relationships with any customer. 
We have to know in-depth how their organisation works, their 
priorities, their strengths & weaknesses, key concerns and all 
the rest. Data collection on new projects/expansions and using 
this information effectively has always fetched us the early-bird 
advantage. We have to establish sound relationships with many 
key operations people to sell our solutions effectively. The ‘buy-in’ 
of everyone is a must, not only to make the sale but for remaining 
sold over the years. 

In today’s highly competitive market, establishing a national key 
account and keeping the competition at bay is not an easy task. 
Here, there are no shortcuts but good solid relations and prompt 
after-sales services, day in and day out. The entire business team 
has to commit themselves to serving large key accounts such as 
VRL, well. With VRL, our relationship is now transmuted itself into 
a bond which will see our products getting extensively tailored to 
meet their requirements. I am sure all these efforts would yield more 
sales of our equipment, helping our customers grow faster and 
easily without having to worry about their material handling needs. 

4
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Leveraging relationships

Building and nurturing relationships is a distinctive capability for a 
business which offers technology driven, high-end solutions. 

By G. Sankaran, Godrej AV Solutions

Birla Institute of Technology and 
Science (BITS) Pilani, is a highly 

reputed institution in the field of technical 
and scientific education & research in 
India. BITS is currently amongst the top 
10 and has the vision to be amongst the 
top three technology & scientific research 
institutions in India by 2015 and amongst 
the top 25 in Asia by 2020.

To realise this vision, BITS decided to 
connect their four campuses at Pilani, 
Hyderabad, Goa and Dubai for learning, 
teaching and administrative purposes. 
As many collaborative programs are 
being conducted on these campuses, 
an increasing need was felt by the alumni 
and the researchers from world over to 
connect with the students and faculty on 
all campuses. This connectivity was meant 
to facilitate remote learning, participatory 
coursework, collaborative research and 
remote recruitment across all campuses. 
All this led to the envisioning of BITS 
Connect 2.0, a multi-million dollar project, 
the scope of which included providing of 
state of the art telepresence and inter-
connectivity to all campuses.

BITSAA International (USA), the BITS 
alumni association, set the goal of 
raising half of the project’s cost from 
within its alumni community and also 
assumed responsibility for overseeing the 
implementation of this project.

A senior member of BITSAA who had 
worked with CISCO in the US for many 
years, was convinced about the CISCO’s 
‘telepresence’ technology as being the 
most suitable for the project. He contacted 
the head of CISCO India and sought 
recommendations for partners capable of 
executing such a prestigious, large and 
complex solution. CISCO India strongly 
recommended Godrej AV Solutions as one of 
their reliable partners and another vendor 
who had worked previously for BITS. 

As the process of finalisation of the 
vendor progressed, members of BITSAA 
met with high level teams of both the 
vendors. To our advantage, Godrej AV 
Solutions’ team had a senior alumnus 
of BITS as its member. Apart from 
performing his role in the team, he offered 

1. Class room - connected on video

1
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to oversee the entire project personally 
which created a great deal of comfort for 
the BITSAA team. The race between the 
shortlisted vendors was pretty close but 
in the end our longstanding relationship 
with Tandberg, and subsequently with 
its new owner CISCO, coupled with 
our technical competence gave us the 
edge. Eventually, BITSAA recommended 
that BITS select us as a partner for this 
prestigious project. Thus, Godrej AV 
Solutions received the largest ever order 
for telepresence and virtual classrooms. 

Godrej AV Solutions offered immersive 
telepresence, high-end distance learning 
enabled class rooms and web conferencing 
solutions for the project. The solutions 
connect over 1000 students, faculty 
and alumni of BITS across the three 
campuses at Pilani, Hyderabad and Goa.

The telepresence solution
The Cisco telepresence system brings 

the power of technology and delivers the 
highest quality video, voice and data for a 
real lifelike experience for the users. The 
system enables eye to eye contact between 
the participants across all three locations. 
The three large High Definition (HD) display 
screens, integrated cameras, lighting, 
microphones and speakers give the feeling 
that all the participants are present in the 

same room concurrently! An additional 
display helps in viewing ‘rich media content’ 
shared from the remote location. 

The class room solution
The 250 seats class rooms are provided 

with a 120 inches screen and a HD 
projector for presentations. The interactive 
podium helps the speaker to annotate over 
the presentation and provides a simple 
user-friendly touch interface to control all 
the equipment in the class room. Speech 
reinforcement is achieved by a high-end 
audio system. The lighting in the class 
room can be adjusted and made suitable 
for local presentation or distance learning 
sessions by the touch of a button. 

Any class room can be connected to a 
similar class room in any of the campuses 
for distance learning through HD video 
conferencing system. The microphones 
provided at the desks of students with a ‘look 
at me’ feature enables the camera to zoom 
onto any student seeking a clarification. A 
special camera helps in projecting objects 
and documents on to the screens. 

Web conferencing
PC based software enables multiple 

participants to join in a video call over 
Internet. The par ticipants can also 
join the call over telephone. This web 
conferencing enables participants to 

make a presentation to others and share 
documents for online collaboration.

It is through this state of the art connectivity  
that BITS is now able to access and share 
teaching resources across their campuses 
in India. Also, the faculty from across the 
world can teach students at any of the BITS’ 
campuses through video conferencing. 

On reflection, it becomes clear that Godrej 
AV Solutions have been able to secure 
this prestigious order as an outcome of a 
positive play amongst many relationships. 
It began with a member of BITSAA team 
who had a relationship with CISCO USA 
and in turn with CISCO India. CISCO India 
recommended Godrej AV Solutions keeping 
in mind its sound and long standing 
relationship with Tandberg which was 
now their own business. Not to forget the 
good relationship a senior member of Prima 
division had with the members of BITSAA 
which inspired trust and instilled confidence 
in them to opt for Godrej. 

Thus, it can be seen that a virtuous cycle 
generated through the interplay of positive 
relationships has gone a long way in helping 
us execute one of the largest order for 
telepresence and virtual class room with 
BITS. I believe that this benchmark project 
will open up many more doors for us to 
serve other leading institutions in India. 

2

2. Godrej AV Solutions’ team: Top row (L-R): Rajesh Shirke, Pramod Kelkar, Unni M.N. Melvin Pereira, Kanchankumar Khobragade 
Bottom row (L-R): Shailesh Shukla, Manoj Jadhav, G. Sankaran, Krishma Aggarwal, Manali Khimasia.
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Most manufacturers cannot deliver 
goods or services directly to 

myriads of customers situated in diverse 
geographies at the right price, in the right 
quantity, at the right place and at the 
right time. It became operationally and 
strategically desirable for manufacturers 
to deliver goods and services by taking 
the help of certain intermediaries. These 
intermediaries became known as marketing 
channel / trade channel / distribution channel 
that earned their margins from delivering 
goods and services to the customers. 
These channels became integral part of 
the value chain and are elevated to the 
status of ‘partners in business’ over a 
period of time. They are entrepreneurs in 
their own right. 

This mutually beneficial and collaborative 
relationship between the company and 
the channel partners (CPs) is based on 
cultural/ethical, strategic and operational 
alignment of goals and expectations of 
both the parties.

In the era gone by, the manufacturer 
took the leadership role in this relationship 
to ensure that this alignment did not get 
disturbed and were quick to discipline the 
CPs in case of any deviation. G&B as a 
manufacturer played the role of a leader 
in this relationship almost to perfection! 
In addition to maintaining very high 
standards of business behaviour, G&B 
ensured that business and psychological 

Extended 
enterprise- 
the Channel 
Partners
By Subodh Mehta, Godrej Interio

Collaborative working relationships 
can yield outstanding results.

needs of the partners were met. The 
concept of ‘fairness’ in dealings was 
a governing principle for judging if the 
behaviour was desirable or undesirable. 
This laid a very strong foundation for 
multigenerational relationship between the 
company and the CPs. The company was 
also successful in keeping this relationship 
alive and vibrant by extending its product 
range and strengthening its brand equity 
among customers, channel partners, 
employees and society in general. Godrej 
dealership became a matter of pride and 
attracted a lot of respect in medium sized 
and smaller towns.

Economic liberalisation and changes in 
the business environment has significantly 
changed the nature of the company-
channel partner relationship. The business 
environment is increasingly becoming 
more volatile, complex, unpredictable and 
ambiguous and so is the relationship 
between the company and the CPs. 
The erstwhile relationship based on 
dependence is now transformed into that 
of interdependence. The Balance of Power 
has now shifted in the favour of the CPs 
like never before. For most of the product 
categories, the concept of exclusive 
relationship is no longer valid and today 
the CPs have the option of dealing with 
many companies simultaneously. CPs 
routinely forge many such relationships 
and prioritise them to optimise their 
resources and maximise their incomes. 
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Consequently, the channel partner relationship 
is becoming more complex and at the 
same time it is becoming more crucial for 
serving customers and achieving business 
goals and objectives. 

We at Godrej Interio have been conscious 
of this change and have embarked on a 
journey to nurture and strengthen our 
relationship with CPs. We view and 
manage this relationship across two 
dimensions, one that of treating the 
Channel as a Customer and second, 
treating CP as an integral part of Extended 
Enterprise (EE). To strengthen the dimension 
of channel as a customer, we have 
institutionalised several processes of capturing 
the needs, expectations and priorities of 
our CPs and deliver on them successfully. 
Likewise, to strengthen the relationship 
on EE dimension, we review business 
performance together for improving the 
business, give and accept feedback for 
improving our support and action at the CPs 
and share our future plans and strategies, 
and finally stay well connected to 
strengthen the relationship. All this is done 
because we acknowledge and realise 
that our CPs as an integral part of EE are 
playing an important role in terms of: 

•	 Communicating	 and	 delivering	 our	 value	
proposition.

•	 Delivering	differentiated	and	integrated	
customer experience across all touch 
points in the customer purchase cycle.

•	 Comprehensive	 performance	 feedback	
as perceived by the customer.

•	 And	 overall,	 honouring	 and	 enhancing	
our brand promise.

To enable the CPs to play their roles 
efficiently and effectively, we at Godrej 
Interio have undertaken several initiatives, 
some of which are as under:-

•	 Rollout	of	Franchisee	model	for	improved	
customer experience and improved ROI 
for the channel partner and taking away 
the ‘pain areas’ and costs associated with 
home furniture like damages, obsolescence, 
delivery and installation complexities. 

•	 Enhanced	 availability	 of	 products	 across	
our large and varied portfolio through TOC 
(Theory of Constraints) Replenishment 
Model.

•	 IT	Tools	and	Training	programs	to	channel	
sales teams to upgrade them from mere 
Product Selling to Consultative Selling.

•	 Deployment	of	customised	software	
ACTIS (Advanced Channel Transaction 
Information System) for B2C CPs to 
facilitate lead management, CRM, easy 

V. Natarajan
Vembusons, Chennai
Relationship since 1953

Memorable Association of Godrej and 
Vembusons dawned in the year 1953. This 
fruitful association has transformed our 
family to work together as an extended 
arm and created a milestone in the history 
of both in our area. Inseparable culture 
of both families have pulled the third 
generation into the business, in spite of 
attraction from other sources.

Pranav Kumar 
Bharat Comm Agency, Patna
Relationship since 1953

‘Association’ is not the word I would like 
to use to describe what is now a long & 
time-tested relationship with Godrej.

‘Godrej is family’, is what I have learnt 
from my father & late grandfather. Having 
grown up in a family that is better known as 
the Godrej family of Patna, describing our 
relationship in any other way will be less.

Vikas Agarwal
N.G. Mercantile, Guwahati
Relationship since 2010

We have shared very good relations with 
Godrej personnel. The employees  are very 
cooperative and approachable at all times. 

We ensure that we keep same commitment 
to customers what Godrej keeps with us.  We 
have a great trust in brand Godrej and want 
to grow with Godrej.
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interface for all their business transactions, 
monitoring and information needs. Similarly 
DRDS has been deployed for B2B CPs.

•	 TRO	 (Top	 Retail	 Outlets)	 –	 We	 have	
created the processes and measures 
to focus our efforts and resources 
on TROs to drive higher returns on 
marketing investments and activities. 
There is also a very high level of 
engagement with a very high elite club of 
CPs called as Club Eminence. 

All these initiatives are designed to 
delight our CPs as also our customers. 

Very recently, the distribution channels 
have evolved in a contemporary, 
sophisticated and enhanced avatar, 
also known as ‘Modern Retailing’ (MR). 
Modern retailers are large, resource rich, 
professionally managed enterprises as a 
result of which they command so much 
power that in the manufacturer-CP 
relationship, they have began assuming 
the leadership role and are dictating the 
way business is to be conducted. They 
attempt to grab much more from what 
they deliver. Manufacturers do not take 
kindly to this shift of power and continue 
to wrestle with the problem for tipping 
the balance of power in their favour. Such 
forays often prove very expensive for the 
business and as a result, a degree of 
dissatisfaction arises in the relationship. 

Manufacturers want to disengage from 
the modern retail but are not able to do 
so in the wake of the new realities of the 
marketplace. Consequently, manufacturers 
routinely explore alternate direct-to-customer 
channels like, e-tailing, catalog shopping, 
TV shopping and COCO (company owned 
company operated) stores and the like. As 
we move ahead, the relationship with MR 
is progressively getting to be more 

complex and strained. For mutual benefits 
both the players will have to re-examine 
the relationships and adopt innovative 
means for making the relationship less 
contentious and more productive. A win-
win, collaborated mindset will help a great 
deal here.

Godrej Interio is taking cues from some of 
the best in class practices for strengthening 
these new relationships. The practices 
being looked into are:

•		Partnership	advisory	council	–	a	structured	
way of involving channel partners to jointly 
work with the company to improve designs 
and products, customer experience and 
achieve operational excellence. 

•	 Joint	 business	 plans	 and	 reviews	 with	
all top channel partners individually.

•	 Multilevel	 engagement	 with	 channel	
partners with company’s senior management 
spending considerable time in directly 
interacting with channel teams.

•	 Deployment	 of	 social	 media	 tools	 for	
two way transparent communication.

•	 IT	enabled	Extranet	based	Par tner	
Relationship Management (PRM). 

•	 Replac ing	vo lume-based	channel	
performance metrics with composite 
performance metrics which will include 
customer experience and brand scores 
for the channel.

By engaging in practices such as above, 
Interio intends to retain the reputation 
of managing relationship with channel 
par tners in an exemplar y manner. 
Interio recognises that this relationship, 
if managed in a collaborative mode can 
yield huge benefits in terms of serving 
customers better, healthy margins and 
progress all around.
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Mr. Joy Alappatt
Alapatt Business Corp, Kochi
Relationship since 1978

I am associated with Godrej for the last thirty 
five years. This relation is much more than business 
and I am proud of being part of the Godrej family.

Being a powerful brand right from the 
beginning of 20th century, the Company 
manages to win hearts of the youths of twenty 
first century by offering the state-of-the-art 
products and services and the trust continues.

Krishna Kumar Moody
Phoenix, Kolkata
Relationship since 1950

It was a very humble beginning, but 
dedication, sincerity and efforts fuelled by desire 
and unrelenting support from the company has 
helped me build my own little empire.

Such has been the love and adulation 
showered upon us that our fourth generation, 
my son, Mohak also joined the family trade 
couple of years back.

Riddhi Pratim Banerjee
Glory Furnishers Pvt. Ltd., Kolkata
Relationship since 1975

Till date, I feel that Godrej is my second 
family. I learnt a lot from this company and I 
am still learning. We have been able to change 
ourselves according to the changing times 
under the guidance of the Godrej team.

Jithin Alappatt
Alapatt Business Corp, Kochi
Relationship since 1978 

From my childhood days I am associated with 
Godrej and, the bonding, love, and affection still 
continues. I grew up with Godrej and Godrej 
has also grown multifold in front of me.

 I have personally witnessed the paradigm 
shift, the company has undergone from a 
product manufacturer to an aspirational brand.
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Building Enduring Supplier 
Partnerships at Godrej 
Appliances

The only way to seek discretionary knowledge and full participation of 
suppliers for creating a competitive advantage is to build and nurture 
sound business relationships.

By Sanjay Gandhi

Competing in a globally connected 
economy has raised a host of 

challenges for the appliance industry in India 
and its network of suppliers. The external 
forces comprising of the 4C’s- Consumer 
sentiments, Commodity volatility, Climate 
changes and Competition- global and 
fierce (Korean, American & Japanese), 
are constantly putting intense pressure 
on the way appliance businesses are 
being conducted in India and forcing 

Customer
Competition

Climate
Commodity

GAD
Strategy

Strategic
Supplier

Partnerships
Go Green All the Way2

Operate Lean3
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them to reshape and restructure for 
survival and growth. 

Extreme cost pressures, leaner workforces, 
shor ter product l i fecycles, product 
innovation and demand for higher quality 
seems to have all converged and created 
formidable challenges for the industry. It is 
in this context, the supplier relationships 
are to be managed in the pursuit of gaining 
a competitive advantage. The nature of 
these relationships involves building and 

1
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sustaining collaborative partnership with 
the key suppliers which go far beyond the 
traditional transaction based approach. At 
Godrej Appliances (GA), partnerships with 
suppliers sit at the very core of its business 
strategy. Further, we have integrated our 
suppliers into the core business processes 
for creating a pipeline of new ideas, new 
products and new business models. We 
have been able to unlock substantial value 
through many winning partnerships. 

The three strategic themes that GA 
pursues to create greater value in 
business are Co-create to Differentiate, 
Go Green all the Way and Operate Lean, 
as given below.

1. Co-create to Differentiate
GA has partnered with suppliers across 

the globe and worked collaboratively with 
them to feed a stream of technologies 
directly into the product development 
process. This has helped us in bridging 
gaps in the portfolio of products, introducing 
product innovations and lowering costs to 
give us an edge in the marketplace.

In the case of washing machines (WMs), 
DAC technology and Tilted-drum design 
are good examples of the above. DAC 
technology allows the machine to adjust 
to power and water cuts automatically, 

thereby saving the customers the hassle 
of monitoring of the machine continuously. 
Similarly, partnering with one of the leading 
global suppliers has helped GA launch the 
tilted-drum technology in WMs helping 
consumers load/unload easily. 

Likewise, in case of refrigerators, a 
combination of our trust in the capability 
of our suppliers has proved instrumental 
in creating a value differentiator for Indian 
consumers in the form of the doors 
manufactured from composites. Unlike 
the doors made of steel, composite doors 
do not dent in transit or rust over the years 
of use. This value adding feature has 
aided both, the top-line growth and the 
throughput value of the product line. 

2. Go Green All the Way!
At GA, developing green and energy-

efficient products are at the very heart of 
its product development process. Green 
Balance air-conditioner- a 7 star energy 
efficiency rated product has zero Ozone 
Depleting Substance and is very low on 
the measure of Global Warming Potential. 
To develop this outstanding product, GA 
had to partner with several local and global 
suppliers for creating a hybrid supply chain 
where significant value is being added at 
different stages of the chain. Such hybrid 
supply chains not only reduce the lead 

Relevant Technology Offerings to Indian Consumers

DAC Technology in Washing Machines Composite Doors in RefrigeratorsTilted Drum Washing Machines
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times drastically but also lower foreign 
exchange risks. Also, innovative products 
such as these give us an edge in the 
marketplace; all an outcome of a network 
of trustworthy suppliers. 

The concept of green purchasing is also 
being promoted at GA, as we consider 
ourselves a responsible business and 
hence, we have to involve in this the 
members of the supply chain. GA 
routinely encourages and supports its 
suppliers to seek better designs, RoHS 
(Restriction of Hazardous Substances 
Directive) compliance, use recyclable 
packaging and reduce transportation 
distances for lowering the harmful impact 
on the environment. 

3. Operate Lean
GA operates lean by improving its 

efficiency in sourcing and reducing the 
working capital deployed. The practice 
of ‘Ship-to-Line’ directly has been in use 
for more than a decade now. To promote 
flexibility in supply chain, our suppliers 
adopt third party logistics, Just In Time (JIT) 
supply, milk runs, proximate supply points, 
‘tiered’ procurement through ‘kitting’ and 
outsourcing of sub-assemblies and the 
like. Taken together, all these make our 
supply chains lean and responsive.

At GA, we have a segmented approach 
as regards relationships for suppliers of 
parts, raw material and traded product 
categories. With our key suppliers, those 
who supply us technology around which 
we build our products, we form strategic 
partnerships. For the more commodity 
type of items, it is the combination of 
quality, price and dependability that drive 
the nature of relationship and the share 
of business.

Multiple cross functional teams engage 
with suppliers during their lifecycle 

(selection, qualification, regular supplies 
and upgradat ion) wi th GA. These 
interactions are well structured involving 
management at all levels. Several different 
segmentations are conducted in order 
to properly categorise the suppliers and 
define the relationship. Performance 
measures (quality, cost & delivery) and 
Qualif ication criterion (ISO 9001, ISO 
14001, JIT, STL, PPM) are helpful in 
segmenting the supplier base. 

Having elaborated on how the supplier 
partnerships are at the very core of our 
business strategy, let me delve briefly 
on how we build and nurture these 
crucial relationships.

 1. Supplier Engagement:
Structured Supplier Engagement 

Programs help us in integrating our suppliers 
and making them active stakeholders. 
Godrej provides full support to suppliers 
as and when required. GA considers its 
suppliers as business partners. 

Financial help is also extended if 
required to help suppliers tied over 
working capital dif ficulties. Suppliers 
are routinely involved in Kaizen projects 
as to promote improvements. Our own 
Supplier Improvement Teams (SIT) work 
closely with suppliers at their premises 
to drive efficiencies, solve problems, 
develop new solutions and the like. GA 
has set benchmark standards by driving 
competitiveness in its OEM cluster journey 
and now the goal is to improve capabilities 
and competitiveness of our suppliers. This 
kind of positive engagement has improved 
the performance of our suppliers holistically.  

2. Supplier Conferences
Suppliers Conferences helps us 

foster relationships with suppliers. The 
conferences are an excellent forum for 
sharing GA’s strategy, obtaining valuable 

Traded
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Material
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Supplier Upgradation 

Supplier
Management 

Supplier 
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Supplier 
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• Cluster Program
• TOC in Supply Chain
• Collaborative Projects 

• Supplier Contact Plan
• Contract Management
• Supplier Scorecards  

• Part Qualification
• Quality Certification
• Code of Conduct Compliance 

• Global Scanning & Industry Supplier Mapping
• Supplier Capability Assessment 
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feedback and recognising suppliers 
for their outstanding performance. 
These conferences are attended by 
the senior business leadership team 
to communicate the value we attach to 
these engagements. Apart from getting 
direct feedback, some amount of open 
communication in form of sharing of 
concerns and developments also help 
foster collaborative working. Learning too 
is facilitated at these events. And finally, 
outstandingly performing suppliers are 
recognised and given awards at these 
meets to inspire them to do better and 
create a whiff of healthy competition. 

 3. Supplier Satisfaction Surveys
In the true spirit of partnership, GA 

seeks inputs from suppliers to identify 
parameters to reduce areas of pain and 
improve relationships with suppliers. We 
conduct Supplier Satisfaction Surveys 
through an external agency for both 

domestic and international suppliers. The 
‘Voice of the Suppliers’ is very valuable 
for us. The result of the recent annual 
supplier survey shows that suppliers 
value fairness and openness in their 
relationships. These are the very values 
that GA fosters in its relationships with 
its suppliers. Many of our suppliers 
appreciate our clear communication and 
our integrity as well as transparent and 
ethical way of conducting business. 

Over the years, GA has built enduring 
relationships with its various suppliers. 
These relationships call for open 
communication, clear articulation of 
each other’s expectations and deep 
understanding of each other’s capabilities, 
responsibilities and standards.

It is only through this supplier ‘network 
enabled capability’, GA intends to carve 
its way to leadership in the f iercely 
competitive, fast changing marketplace.

Awards given at the annual supplier conference to the best performing suppliers: (from left to right).
1. (L-R) Mukesh Bhuta and Ashok Mhatre from M/s Expanded Polymer Systems Pvt. Ltd.,  
 receiving the award from P.D. Lam and George Menezes.
2. (L-R) George Menezes felicitating Shanker Batra of M/s Bhushan Steel Ltd.
3. (L-R) Tony Jung of Wisebridge Corporation receiving the award from B.J. Wadia.
4. (L-R) Portia Zhang and Fanny Chang of M/s Jinpin Electrical Company Ltd. with Kamal Nandi.
5. (L-R) Sanjay Gandhi presenting the award to Deepak Badge and Suhas More of 3D Micro  
 Systems Pvt. Ltd.
6. (L-R) Hussain Shariyarr felicitating Parvinder S. Sahani of Bestilo Packaging Pvt. Ltd.
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Project 
N-Gage

In search of enduring friendships.

By Suruchi Trivedi,  
Godrej Security Solutions

1. Holi box

Milind Pawar was trying to wind 
down at work at the end of a hard 

day. It had been a typical Monday for him 
as it is for most of the General Managers 
of public sector banks. The overload 
of work after the weekend was further 
exacerbated with the fact that two days 
of Holi holidays were round the bend. 

Milind was worried that while he was 
taking an early morning flight to join his 
family at Chandigarh, he had not yet bought 
colours or chocolates for his son. Suddenly, 
his eyes were drawn to an strange-looking  
box that the courier had left at his desk.  
He picked it up and tore it open. 

The contents were as familiar as they 
were strange – in the box was what 
looked like a fire-resistant cabinet he had 
procured for his bank recently. Except, 
this one was much smaller and brighter. 
It was a smaller replica of the cabinet – 
complete with moving drawers. On 
opening the drawers, he saw what he had 
never expected – eco-friendly colours for 
Holi, a packet of the freshest Dates, and 
a few chocolates- the gifts that caught 
him completely by surprise! A little card 
with the gift revealed that the sender was 
‘Team N-Gage’ from Godrej Security 
Solutions (GSS) which was signed by the 
entire leadership team. 

Milind couldn’t help but smile – the gift 
was something that would put a smile on 
his son’s face. “How thoughtful and timely!” 
he said to himself  and rushed to his car 
with the box. Milind is one of the valued 
friends of GSS who has been touched by 
the magic of Team N-Gage. 

So who is team N-Gage and what are 
they trying to do? 

The beginning 
Despite the cold blast from the air-

conditioners of the meeting room, the 
Friday afternoon of April the 13th, 2012 
seemed unusually hot. The sales and 
marketing teams seemed a little tense 

1
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2. Dara Byramjee

as Mr. Dara Byramjee, business head 
of GSS walked into the room. The 
single-point business item was clear 
to all. Numbers had been formalised 
and the growth for the last quarter had 
reinforced what the management had 
suspected all along – there was a real 
threat to the Physical Security Products 
–Institutions (PSP-I) Business. 

“We take pride in running not only one 
of the largest, but also among the finest 
factories for security equipment in India. 
Our products are tested to stringent 
levels at leading testing laboratories of 
the country,” continued Byramjee. “We’ve 
been market-leaders for decades, even 
today commanding a huge market share 
by a significant lead.  We’ve been leaders 
for a century!  But the world has changed. 
Today we are facing growing competition 
from multi-nationals and the world leaders 
like Gunnebo and emerging low cost players 
like Guardwel and Methodex who are trying 
to engage us in price-wars… and the 
effect is showing.” There was pin-drop 
silence in the room as Byramjee paused 
suddenly looking around at his team of 
professionals. “I have nothing more to say,” 
he concluded somberly as he eased himself 
into his chair. 

Almost as if on cue, up rose Mehernosh 
Pithawalla, AVP- Marketing, who began 
by saying:

“We have enjoyed the trust of our 
customers for over hundred years now. 
How can we defend these relationships in 
the face of growing competition?” 

By now Mehernosh had started projecting 
a bar-chart on the screen. “Our PSP –I 
Business commands over 60% of the 
organised domestic market share with a 
healthy margin.” 

“So here’s where the problem is...” By 
now, the bar chart had changed into a 
pie-chart showing customer profiles. The 
chart showed that 80% of all sales came 
from the Banking sector!

“What this means ladies and gentlemen,” 
continued Mehernosh, “is as follows”:

1. Our long-standing relationships with 
banks and the trust that they have reposed 
in us has resulted in a large chunk of 
business for us.

2. We have not been aggressive in the 
new growth segments.

3. High churn rates of people in our 
customer organisations are impacting 
our long-standing relationships. We’ll 

have to reinvent ourselves to our 
customers, else...” 

The sales leaders around the table 
had already experienced competition 
undercutting prices.

 “We’re Godrej!  Servicing our customers 
with humility is part of our culture and 
we’ve always been practicing relationship 
management in all we do.  However, times 
have changed and we’ve grown in size.  
So we need to better organise our time 
and resources to serve our clients better 
and more efficiently.”  

“So my dear friends,” continued Mehernosh, 
“allow me to introduce you to Project 
N-Gage, and invite you to a presentation, 
a week from today, by two organisations – 
Microsoft, who will present their Dynamics 
software solutions, and NetCarrots.com, 
thought leaders in CRM strategy.” 

The room nodded in agreement as they 
discussed animatedly among themselves 
about what to expect. 

A Week Later: Project N-Gage buy-in 

There was loud chatter in the room full 
of sales managers and marketers when 
Ashish from NetCarrots got up to speak. 
He moved towards the centre of the room 
digging his hands into his coat’s pocket 
and pulled out three premium tickets for 
IPL matches. He asked the audience,  
“I have three IPL tickets priced at about five 
thousand rupees each for this weekend’s 
matches. Can the people in this room suggest 
to me three names of their customers 
whom we should give these to?” 

 There was a sudden silence in the room. 

“Oh! Sorry, I didn’t realise this organisation 
did not believe in rewarding its customers,” 
quipped Ashish. 

“Stop that!” retorted the Zonal Manager 
for the North. “Why don’t you give it to me?  

2



24

3. Mehernosh Pithawalla 

I’ll have it delivered to Dr. Mehra, the GM of 
our largest banking customer.” 

“Why waste money on a customer who 
has already bought and will probably not 
buy again in the near future?” quipped the 
bubbly sales head from the West jokingly. 
“Let’s instead give it to our 3 hot prospects 
in Kolkata. They’ve been asking for lower 
prices. This could be a rebate and a 
possible lower price and may just cut 
us help to close the deals” said the East 
Zonal head. “Oh! So you want to gift your 
way into a sale now?” laughed the deputy 
Zonal head from the South. “We’re Godrej 
and we don’t do that!” he thundered in 
good humour but with passion.

Everybody started laughing. 

But the point had been made.  As in all 
sales organisations the classic debate of 
whom to engage had been stirred. Past 
customers with the hope that they would 
buy more? Current prospects with the 
hope of getting them to act favourably?  
Or influencers with the prayer that they 
could swing a customer in favour of 
the business? Even more intense was 
the debate around whether the large 
customers to be engaged or the smaller 
ones? The big ones typically were 
perceived as ruthless giants demanding 
high discounts and offering limited 
opportunity for profits. On the other hand, 
profitable customers tend to be smaller, 
who buy sporadically. 

“Resources and time would never be 
enough to engage everybody and so a 
decision support system was needed to 
identify the highest potential individuals to 
engage,” explained Ashish, still playfully 
waving his tickets! 

After some spirited debate, it was 
now Soumitra’s turn to speak to the 

team. Soumitra presented some strong 
capabilities of Microsoft Dynamics CRM 
to support the sales and engagement 
processes. Dynamics had the ability for 
salespersons to record all the nuances of 
a customer — his likes, dislikes, product 
preferences, personal preferences, history, 
contact information, current position, 
past position, past organisations he has 
worked for and even his presence of 
social media and so much more…. into 
a powerful searchable database. This 
database could be queried on-the-fly from 
a computer or a mobile phone to help 
empower a sales call. Most importantly, it 
allowed the valuable information currently 
existing in the ‘mind of a salesperson’ to 
become an organisational asset that could 
be leveraged to build and maintain a 
relationship.

Soumitra also walked the room 
through a process to create a record 
for a prospect, assign him to a specific 
opportunity and track efficiencies through 
times to establish patterns that could help 
in sales planning. 

When the presentation was over, the 
room was distinctly uneasy. One ventured 
to ask, “Isn’t there too much of form-filling 
you’re asking for?” 

Mehernosh answered, “Let’s make a 
deal. The choice to fill the form (or not) 
is yours. However, here is what I have to 
offer. For those of your teams who do take 
the trouble of filling out forms, I will offer 
back enough relationship building efforts 
for your customers. These will range from 
customised experiences such as balloon 
rides and sailing trips, to greeting cards 
to personalised gifts to event invitations 
to designer accessories… the works! For 
those who don’t have the time to give me 
accurate and timely information, I may not 
be able to help.” 

Again, the message was loud and clear. 
Though it may take some effort to enter 
meaningful data into a decision support 
system, the members who take the 
trouble of entering the data would benefit 
immensely from delighted customers.

 Project N-Gage Today 
Several months have passed since those 

initial interactions. Mehernosh and his 
team, Bulan Pal and myself spent hundreds 
of hours researching the best practices 
from around the globe and eventually 
conceived project N-Gage with its able 
lieutenants (1) Microsoft – the technology 
lead who brought to bear the full power 

3
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Butterflies: Learn from and Milk
• Organisation mapping
• Active Networking to source 
   Opportunities
• Limit investments to Education – 
 Newsletter and Social Media

Strangers: Limit Engagement
• Limit Investments – 
   typically electronic media, 
   SMS and direct mail greetings
• Maximise the profit on 
   each transaction

Barnacles: Win (Win-Back)
• Invest in personal relationship building
• Frequently monitor changes in disposition
• Interventions recommended: Meetings, 
   Testimonials from True Friends, 
   Personalised Merchandise 
   (Mugs, Luggage Tags, Mouse-Pad), 
   Events, Surveys/Feedback

True Friends: Nurture
• Invest maximum time and effort 
   to serve these customers
• Communicate frequently
• Respond promptly to issues
• Frequent Key Account Review
• Gifting Conferences, Sponsored 
   Trips, Personal Dinners, Events, 
   Personalised Merchandise

4. Customer segments defined - basis score 

5. Communication strategy

of their Dynamics suite of solutions and  
(2) NetCarrots.com - the CRM wizards 
who married personalisation to execution 
to deliver on exciting touch-points like the 
Holi communication to Milind (3) Godrej 
Infotech who was the chosen technology 
implementation partner. They were the 
magic glue that helped translate the vision 
of CRM and the power of the software 
into a solution that was easy to access, 
user-friendly and worked well on multiple 
interfaces – laptops, tablets and mobile 
phones. 

So is N-Gage all about gifts and greeting 
cards? Certainly not! 

Just like an ice-berg, only the tip of 
project N-Gage is visible to partners of 
GSS by way of events, communication, 
feedback sessions, social media, digital 
communication and visits. The mass 
lies hidden below. What is hidden below 
the tip of project N-Gage is a powerful 
system that: 

•	 Intelligently	identifies	best	customers.

•	 Accurately	predicts	profitable	opportunities.	

•	 Smartly	 empowers	 relationship-building	
with decision makers and influencers.

•	 Sensibly	delivers	 savings	by	 restricting	
flow of marketing funds to detractors in 
favour of advocates.

In other words, project N-Gage makes 
every investment Rupee by GSS work 
harder and smarter.  

The outcome is two-way dynamic 
communication in dozens of variants 
personalised to the gender, age, geography, 
religious beliefs and language preferences 
of the recipient. 

But one question still stands. The 
question that was posed by NetCarrots.
com: “Who should get the 3 IPL tickets?” 

The winners could be easily picked by 
using an algorithm developed specially for 
the purpose.  

The Logic of Segmentation - Model 
building Strategy 

The logic of a model began with 
inspiration of an article from Harvard 
Business Review from about ten years 
ago.  An old saying goes, “All things 
being equal, one would rather do 
business with a friend. All things not being 
equal, one would still rather do business 
with a friend.” But how does one define 
a friend?  A friend could be defined in so 
many ways.   In the most basic approach, 
one could define a friend as a person who 

likes your brand and prefers it over other 
brands. However, this positive disposition 
may not have meaning, unless the person 
who likes your brand has an impact 
on purchase decisions (has sufficient 
seniority or influence in a purchase 
contract). Then again, what’s the use of 
a strong disposition and impact without 
organisation capacity to buy?

In order to relate all these complex 
parameters into a parsimonious 
intelligence system, a simple yet powerful 
model was conceived.

All customers of GSS are classified on a 
2 x 2 matrix. On the Y axis is a personal 
score. This score attempts to capture the 
disposition and impact of the individual 
towards Godrej Security Solutions. 

On the X axis is an organisation score - 
largely an outcome of the prof i ts an 
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6. The model: VOSID - Parameter and Weights

Organisation Score= 70%

Individual Score= 30%

30 marks for V= Value

20 marks for O= Opportunity

20 marks for S= Share of Business

15 marks for I= Impact

15 marks for D= Disposition

organisation delivered to Godrej Security 
Solutions. This profit was a function of 
Sales Volume, Trade Discounts and Share 
of Business. All customers post-scoring 
are dynamically classified as follows: 

•	 Individuals	 who	 belonged	 to	 an	
organisation giving profitable business to 
GSS were either True Friends (if they were 
positively disposed to GSS) or Barnacles 
(if they were negatively disposed to GSS) 

•	 Individuals	 who	 belonged	 to	 an	
organisation giving low profits to GSS 
were either Butter f l ies ( if they were 
positively disposed to GSS) or Strangers 
(if they were negatively disposed to GSS) 

The model: VOSID - Parameter 
and Weights

Organisation and Individual Scores are 
easier said than assigned.  

Primarily, it was agreed that an Organisation 
score should be assigned 70% weightage 
vs. Individual scores being assigned 30% 
weightage.  This is so that resource allocation 
would in effect be driven by Organisation 
Score and Communication strategy would 
be dictated by individual scores.

Organisation Variables
•	 Value	is	a	function	of	topline	sales	with		
negative marking assigned for discounts.  

•	 Opportunity	is	assessed	by	a	salesperson	
through either an inbound enquiry or an 
outbound pitch.

•	 Share	 of	 Business	 measures	 GSS	
business vs. business of competitor to this 
organisation.

Individual Variables
•	 Impact	 measures	 the	 seniority	 of	 the	
individual in an organisation with respect 
to the opportunity at hand.

•	 Disposition	 measures	 the	 positive	
engagement the individual has with the 
sales team at GSS.

Depending on the bucket a customer 
fell into, the treatment of engagement and 
communication is decided.

Outlook and Dealer Engagement
As GSS launches Project N-Gage, what 

does the future look like? When asked 
this question, Mehernosh replies like this: 
“We initiated Project N-Gage to ensure 
Customer retention and brand loyalty to 
maintain the current dominant market share. 
To do so, we needed: 

•	 To	 improve	customer	 insights	and	use	
those insights to enhance satisfaction. 

•	 To	develop	engagement	programmes	
to deliver experiential delight to our 
customers. 

•	 To	 see	 increased	 productivity	 from	
our sales and marketing teams and track 
increased shares of spends.” 

Are we there yet? Certainly not! But we 
seem to be well on our way. We still need 
to overcome the challenges of keeping 
motivation levels high of our sales team to keep 
giving us meaningful data through our forms. 
And we in turn need to make it meaningful 
for them by delivering highly personalised 
engagements for their customers. 

In fact, not just our sales teams, our 
dealers also need to see value in sharing 
information. They need to believe that 
sharing will only help us empower them 
more!   So we’ve created a special Dealer 
Portal, where our valued dealer partners 
and our sales teams can collaborate 
with information about our common 
customers.  We will treat these customers 
with utmost care and build a relationship 
with them on behalf of our dealers. 

 Will this be easy?  Not always, I’m sure.  
But our dealers are among the best in 
the country and with their partnership, 
we are very excited about this portal.  
Their contribution will be recognised and 
rewarded through a 3-vector benefits 
framework addressing – Economic, 
Emotional and Ego boosting interventions.     

It’s a long journey, but as Mr. Byramjee 
often tells us, “If there is one thing we can 
learn from our 100+ years of heritage, it is 
that well begun is half done!”

6



27

Customer 
Relationship 
Management 
goes Social

Engage on the social media or 
else risk becoming irrelevant for 
the new-age customers.

For many years businesses at G&B have been deploying Customer 
Relationship Management (CRM) platform for building and 

maintaining close relationships with their customers. CRM is about 
two main purposes; building relationships and increasing the value 
of transactions. With more than 50 million internet users in India, it 
is absolutely essential that our CRM initiatives include the platform of 
social media as well. Also, it makes a good business sense to leverage 
the existing CRM platform to create active engagements with the new 
breed of customers and stay connected. 

Individual customers are becoming more expressive in terms of 
talking about their interactions with the host of companies they are 
engaging with and are likely to tell the world as to how their experiences 
have been in their interactions. Today’s internet savvy customers love 
to carry on such conversations actively. By responding positively 
and promptly to any complaint or discontent that our followers may 
have, we not only satisfy the needs of our customers but also create 
a positive reputation amongst all those who are visiting the same 
social media sites. This openness about how we are responding to 
the concerns of our customers helps us build trust with our customers 
and eventually enables us win new customers. It is a widely held view 
that this kind of ‘positive buzz’ on the social media far outweighs 
anything else which a business can say about itself to bring in more 
customers in the conventional  media. When we use social media, be 
it Facebook, Twitter, YouTube or any other blogging sites thoughtfully, 
not only we can avoid costly, large ticket advertising campaigns but 
reach out to more customers economically. The ‘positive buzz’ proves 
to be more effective if handled well, over a period of time. 

Today, customers expect brands to have an active presence on 
social media. Brands having a strong voice can use social media to 
amplify it and brands having a weak voice can also use social media 
to strengthen their voice. Facebook is an ideal way to engage with 
customers in simple yet effective ways. Other social media can also 
be used for engaging online with customers. Once it is decided to 
use social media as a ‘conversation builder’ then many possibilities 
emerge. The chosen plan should be carefully devised and tested out 
upfront to eliminate any glitches later as glitches can easily go viral and 
cause widespread damage. 

Building relationships with customers using social media as an 
integral part of the CRM initiative has three important ‘Dos’ which must 
be always adhered to rigorously. These are:

1. Stay attentive: It is vital for the business to be alert and engage 
with the customers in ‘real time’ or shortest possible time. Do not let 
any opportunity to engage positively with customers, slip by. 

2. Be responsible: Deal with complaints quickly and professionally; 
here speed, sincerity and quality of the response are crucial. If we fib or 
fail in responding appropriately, the resulting negative vibes are likely to 
multiply manifold and inflict serious damage to the brand.  

3. Guide reliably: Take the position of a dependable source 
of information about the product and the correct ways to use it. The 
responses should be sensible and useful for the customers to help 
them overcome their anxieties. Such responses help businesses in 
creating an image of being a reliable and responsible business, having 
the best interest of the customers at the core.

As the world of business is getting increasingly connected and 
the online population worldwide is rising exponentially, social media 
is fast becoming a mainline platform for engaging with customers. 
This engagement enhances the reach of the existing CRM platforms 
significantly and yields many benefits.

Do engage with customers on social media but tread the 
path thoughtfully!

By Kalpesh Patel, P&A
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Industrial relations
By G.R. Dastoor, P&A

Coming together is the beginning. Keeping together is progress. Working 
together is success.                                      - Henry Ford

In today’s rapidly changing uncertain 
scenar io,  oppor tun i t ies abound 

abroad and in India. Once it is decided 
to exploit these opportunities we need to 
put in place a process of managing our 
workforce as, often the workforce is at 
the very epicenter of the business. 

The newer approaches for ‘man 
management’ calls for deep changes 
in the thinking and implementing a host 
of new practices meant to improve the 
willingness of the workers to become 
more productive, flexible and skilled. The 
bedrock of this new way of managing are 
the relationships at work which must be 
founded on unflinching trust between 
the managers and the workers and 
their representatives. It is the nature of 
these relationships that ultimately would 
determine the success of a business.

Industrial Relations (IR) defined
The term IR is often understood as 

something pertaining to a situation where 
conflicts and differences exist at a place 
of work between the employer and the 
employees. The field of IR is considered 
to be stressful as it involves resolving of 
conflicts continually. Individuals involved 
in IR are considered to be politically 
savvy, playing a role of mediators 
between the two conflicting parties and 
are required to perform a balancing act 
of being perceived as working in the 
interest of each of the parties and yet are 
expected to settle the matter in favour of 
one of the parties. 

In simple words, Industrial Relations 
is defined as a work based relationship 
between the management and the 
workmen which is based on mutual trust 
and respect wherein both work towards a 
common goal and the good of the society 
at large. 

Mutual trust and respect are the keywords 
in this definition and it is through the 
sound managing of the relationship that 
trust and respect are fostered, assuring 
individual’s respect and dignity at work.

IR is essentially concerned with the 
relationships which arise at and out 
of the workplace i.e. the relationship 
between individual workers, relationships 
of the workers with their employers, the 
relationships which the employers and 
the employees have formed to promote 
and defend their interests and the rights 
as well as the relationships that exist in 
the organisation at all levels. 

IRs also includes the processes 
through which these relationships are 
expressed such as collective bargaining, 
workers’ involvement in decision making, 
grievance and dispute settlement and 
the management of conflict as and when 
it arises in the relationships mentioned 
above. 

The role of IR is not to just seek peace 
and harmony at place of work but to bring 
forth the desired performance under 
demanding conditions of tension and 
conflict. It is through intervention in this 
network of relationships that the complex 
problems at place of work are resolved.
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In the context of emerging paradigms, 
the scope of IR gets expanded to not 
only include all the relationships at work 
but also several considerations critical 
to the performance of an organisation.  
Such as job design, organisation of 
work, sk i l ls development, f lexibility 
of employment, security of jobs, 
compensation, incentives and the like.

To achieve the ‘flexibility’ and 
‘efficiency’ at work, organisations 
today are required to respond quickly 
and effectively to the changes in the 
marketplace. Consequently, the narrow 
job descriptions (JDs) of workers are 
required to be re-written. Now the new 
JDs are based on ‘broader groupings of 
activities’, emphasising the need to take 
into account ‘work tasks in totality’. 
Organising work on these lines ensures 
flexibility by design and prevents 
disputes arising out of defining of the 
work tasks narrowly. 

To promote efficiency in operations, 
work is being re-organised, giving 
greater emphasis to team-based 
activities with a view to improve the 
linkages between the departments, 
line of businesses (LOB) and across 
business units within a company. 

This calls for changes in organisation 
structure whereby more autonomy 
and freedom is given to people at 
operational level. 

To susta in pressures of  g loba l 
competition, world-class products are 
required to be delivered at competitive 
prices. This becomes possible only 
if quality is improved and costs are 
lowered continually. Constant increase 
in the productivity is called for.

Another aspect of globalisation 
of markets is rising demand for 
higher quality customised products. 
Manufacturing of such products 
require the workforce that is highly 
skilled and has the required flexibility.  

The workforce should be versatile and 
be able to perform a variety of jobs with 
a high degree of skill in a flexible way. 

All of these changes are directed 
to achieving stronger commitment 
of workforce to the company and 
its goals. Closer relations based on 
consultation and cooperation between 
the managers and the workers are 
absolutely essential. 

The challenges ahead: 
To meet the challenges ahead, what 

is required is a new way of managing- 
styles and strategies, which take 
into account cultural values and the 
imperatives of new economic order. IR 
now will have to be managed in a new 
way- the building blocks of which are as under: 

1.  Attitudes and Behaviours
The domain of IR is highly prone to 

conflicts and is adversarial by its very 
nature. To overcome its i l l ef fects, 
fostering of constructive attitudes and 
behaviours becomes an absolute must. 
The antagonistic attitude makes the task 
of resolving conflicts needlessly difficult 
and as a result beneficial outcomes 
and developments are kept at bay.  
The need for a change is likely to be 
accepted readily when the workers are 
constantly informed and are involved 
in the decision making, either directly 
or indirectly by their representatives. 
Two way communications and frequent 
consultations are a great help. 

2.  Productivity
The main sources of the productivity 

growth are technological changes, 
increases in the capital intensity, 
economies of scale and improvements in 
labour efficiency. Education and training 
play a vital role in promoting labour 
efficiency through the enhancement 
of workforce skills. Today, modern 
technology demands wider range 
besides a host of new things.

Emerging IR paradigms: The key to the success in the rapidly changing business 
scenario calls for a fundamental shift in the existing paradigms of IR as below: 

Existing Emerging

Dependence Inter-dependence 

Being directed Goal driven  

Top down decisions Consensus and involvement

Control dominant Collaboration  fostering

Working as individuals Working in teams
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As the technology changes rapidly, schemes for imparting new 
skills on the job, for retraining and upgrading of existing skills 
are a must. 

3. Flexibility
In today’s uncertain business scenario, flow of orders or demand 

for products becomes highly volatile and hence unpredictable. If 
at all the orders are received and there also exists a demand for 
the products that we manufacture, then our workforce should be 
able to work flexibly without any restrictive work practices to meet 
the demand. Also, the workforce should have multiple skills to 
do the work as required and whenever required. The workforce 
should be attuned to grab the opportunities available.

4. Involvement 
Involvement of workers happens at two levels. At level one, 

our workforce has to be completely involved in the process of 
ongoing improvement. At the second level the workers and their 
representatives (trade union) have to engage meaningfully into 
the process of conflict resolutions and collective bargaining. 
Managers and supervisors should strive to strengthen the bond 
with the workers and the union. 

In this kind of new culture everyone is aligned to meet fierce 
external challenges with a minimum wastage of energy diverted 
towards petty conflicts. 

5. Mindset of Trade Unions    
In the management – workmen relationship, trade unions (TUs) 

are pivotal and their mindset can make a huge difference to the 
performance of the company. Today, the unions are required to 
play a totally different role. TUs have to become more business 
oriented rather than being oriented towards their own wages 
and benefits. TUs have to learn to appreciate the compulsions 
of a successful business and bargain accordingly. Yesterday’s 
rigid postures have no place today. TUs will have to focus on the 
employability of people than the assurance of employment so that 
the businesses can survive. Unions must play an active role in 
making their members more capable in terms of their skills, rather 
than excessively secure and unmindful of company’s performance. 

6. Collective bargaining:
The whole process of collective bargaining is undergoing a 

change. Just as a Charter of Demands is submitted by the union 
to the management, it is only fair that the management gives its 
own demand to the union. This could be in terms of enhanced 
productivity, better quality, reduction in cycle time, reduction 
in waste and more importantly, greater flexibility at workplace. 
Management will have to assign higher accountability to the unions 
in this regard. Transparency in communications, mutual trust and 
heightened understanding of each others’ compulsions are a must. 

Some Dos for healthy IR
In the area of industrial relations, decisions have to be taken quickly 

to keep things moving. These decisions have to be judicious and 
well thought through. Appropriate decisions cannot be culled 
out from the rule books or manuals; they call for managerial 
discretion and judgement not commonly encountered. 

Further, IR decisions are required to be taken at a point of time 
and that too in the context of the situation prevailing. Hence, the 
decision which was thought to be good one at a point of time 
in the past could become undesirable in the future. We have no 
option but to learn to live with such decisions and amend the 
same at the first possible opportunity. 
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To ensure that the decisions taken are sound in nature, I have 
from my own experience developed a list of some Do’s which if 
followed will minimise the chances of unsound decisions being 
taken. Here are some of the Dos.

•	 Every	 decision	 of	 the	 management	 must	 establish	
the ‘bonafide’ of the company

•	 Value	system	of	the	company	should	never	be	compromised

•	Taking	a	holistic	perspective	and	keeping	in	view	present	
and future  ramifications of the decisions generally lead  
to better decisions 

•	 Pragmatism	and	not	Idealism,	should	shape	the	nature	
of the decisions

•	 The	decision	maker	must	have	very	detailed	information	
at hand for taking sound decisions

•	 Tough	and	bold	decisions	ought	to	be	taken	promptly	
regardless of their unpleasantness 

•	 The	ethos	of	discipline	and	productivity	must	never	be	
compromised 

•	 The	decision	maker	should	be	prepared	to	forgive	but	
not forget 

•	 The	decisions	need	to	be	humane	(within	limits)	and	
should never compromise the larger good of the company 

•	 Well	thought-out	deliberate	decisions	are	always	better	
as opposed to the impulsive ones

It pays keeping communications direct and devoid of any 
ambiguity always pays.

The future:
If the industry were to survive, then the management, the workmen 

and the unions will have to come together and take decisions on 
a consensual basis so that the viability of the business is not 
adversely impacted. None of the parties should compromise their 
positions but should work towards attaining common goals with a 
deep sense of responsibility and accountability.

All conflicts must be resolved amicably without the intervention of 
any third party. 

Finally, let me underscore the submission that the practice of 
man management is changing rapidly and as a result, besides cold 
analysis, sensitivity and good judgement are called for in IR in large 
measures. It is my belief that humanistic ways of managing people 
would go a long way in creating work environments where 
people are inspired to give their best. The ‘sensibilities’ required to 
implement sound humanistic practices will not come from undertaking 
some courses or reading a few books on the subject, but will only 
come from solid experience in the field and deep reflection on what 
worked, what did not and why.

 I would therefore urge young new IR practitioners to acquire first 
hand, some experience by working in the field. After all, it is in our 
common interest to not leave the wellbeing of our workforce in the 
hands of indifferent and opportunistic IR practitioners.
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Q1 - As a result of reorganisation 
in the company I now have a new 

manager heading my department. I have 
heard through the grapevine that he is 
a tough, no nonsense boss. How do I 
establish a sound working relationship 
with him? As I am keen to grow in my job, 
I want a degree of clarity on how should I 
perform and I want my new boss to have a 
good idea of my capabilities and potential. 
How do I go about handling these issues? 

Ans:  Working relationships develop (or 
fail to develop) along several dimensions. 
However, in my experience I have found 
that from the several dimensions that may 
come into play, three dimensions emerge 
as particularly important. These are Mutual 
expectations, Trust and Influence. These 
dimensions of effective WRPs tend to grow 
over time and become more concrete, 
tested and grounded. In dysfunctional 
WRPs, these dimensions are found with 
many unresolved issues. Let me elaborate 
upon each of these briefly:

1. Mutual expectations - In the above 
situation obviously, you will be concerned 
about the expectations your new boss has 
from you about your performance. You have 
to therefore clarify and have an agreement 
with him on your business goals, the means 
with which they will be achieved, priorities 
and standards. Also, there are expectations 
from you and your boss about the roles 
that each one of you will play to enable you 
meet your goals and these too needs to be 
clarified. Then there are expectations  about 
the relationship itself in terms of openness, 
the support expected from your boss 
and the way in which conflict, if any, is to 
be resolved. To clarify all these aspects, 
I would suggest that you request a one-
on-one meeting with adequate amount of 
time at hand and discuss yours and his/
her expectations, identify the differences 
and resolve them. Also, please note that 
these expectations will get sharply defined 
as you move along. Also, during the daily 

interactions, on the spot feedback will be 
received by you and given by you to your 
boss, which too can be viewed as a good 
way of clarifying mutual expectations. 
Certainly in about six month’s time, a lot of 
clarity will emerge. And thereafter I suppose 
it is all up to you to perform well.

 2. Trust - Trust too takes time to 
develop. Generally it is after about a year or 
so that the relationship becomes more 
grounded and trust is developed on the 
basis of accumulation of interactions, 
specific incidents, problems and events. 
For example, if you find that your boss 
has intentionally withheld important 
information then you will stop trusting 
him fully. Likewise, if he/she gets a whiff of 
an integrity issue on your side, then he/
she too will stop trusting you fully. Please 
always have a good idea of your boss’ 
motives upfront so that you can be sure 
that what you are doing or saying does 
not backfire on you. Further, consistency 
of your behaviour, a degree of openness, 
and a sense of discretion will also play an 
important role in the development of trust. 
Sharp business sense combined with 
solid competence in your sphere of work 
will go a long way in furthering the trust. 
Being dependable, disciplined and mature 
will help reinforce the existing trust. 

Initially, be vigilant about not saying or 
doing anything that may damage the 
green shoots of trust. 

3. Influence – In a WRP, interpersonal 
inf luence between a boss and the 
subordinate develops much the same way 
as trust and mutual expectations, i.e. over 
a period of time. Each person’s influence 
will grow or reduce depending on the 
cumulative assessment of various actions 
and the interactions amongst them. 
Initially, your new boss will have seemingly 
a lot more power as it flows out of his 
position in the organisation. But with the 
passage of time your power flowing from 

Relationships 
at work
By Indrapal Singh

The relationships at work are fraught with several issues and we are 
touching upon a few of these in a FAQ from here. Issues emerging from 
a manager-subordinate relationship and from relationships at a lateral 
level. In the forthcoming issues of CHANGE, we will continue to explore 
different dimensions of relationships at work to enable Godrejites to 
handle these relationships better.
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your domain knowledge and competency 
will come into play and there will be a 
much better balance between the two. 

In case you want to enhance your 
influence, you have to display a lot of 
expertise in your area of work. Secondly, 
your ability to act quickly, competently 
and decisively will play an important role in 
influencing the boss favourably. Bosses love 
people who get things done. Keeping the 
boss informed proactively and regularly 
on the progress made helps enhance 
influence. Anticipating problems and 
suggesting solutions also count a great 
deal. Walking an extra mile is beneficial too.  

In closing, I will suggest that in the first 
six months you carry out well the two or 
three projects as assigned by your boss. 
Make sure you perform well on these 
projects and only then begin to push 
for the project that will enable you to 
showcase your talent and potential. 

Q2 - In my new job I am at a level of an 
individual contributor. For every job that 
I handle, I have to have inputs and data 
from at least two or three people in the 
business and some of them are at levels 
higher than mine. I have to also depend 
on the support of two or three persons 
in the execution department. Often the 
inputs are not forthcoming properly & on 
time and the work promised does not 
get done satisfactorily; time wise and 
quality wise. Notwithstanding the above 
‘I am responsible for the quality and the 
timeliness of the jobs’. 

I raise this dilemma with my boss 
frequently and she always has one 
answer- relate better with the people you 
are dealing with. 

How do I relate better with these two 
sets of persons? 

Ans: Obviously, your boss is right. 
Essentially there are two aspects in 
relating better to the input providers (IPs) 
and the executors of the job (EJs). Let’s 
first tackle the issue of relating better to the 
input providers. In my view, they would get 
irritated and express their dissatisfaction 
if you frequently query them and do not 
present acceptable quality work. One of 
the better ways to reduce the frequency 
of multiple querying is to have the required 
inputs in the written form and that too in 
a structured way. You have to therefore 
develop a form for obtaining inputs, a kind 
of brief for the IPs. This form should be as 
comprehensive as possible and yet not too 
long, designed to yield a degree of clarity 
so that the inputs are of actionable nature. 

Also, there has to be some clarity about 
the way in which the creative elements of 
the job are to be treated. There should be 
broad directional guidelines from the IPs 
to help the EJs. If you manage to get the 
inputs in a disciplined way then you are 
helping enormously the creative people 
to come up with better solutions. In case 
you receive the brief which is incomplete 
or not good enough then you’ll have to 
work on it and improve it before sharing 
it with the EJs. 

Be prompt and thorough in your 
responses and respect the deadlines. In 
case the deadlines are unreasonable then 
inform accordingly upfront and ask for 
the required amount of time. Request for 
priorities. Once your intent of being helpful 
becomes visible then better relationships 
will surely ensue.  

Coming to the EJs, I guess you will relate 
to them better if you work to minimise 
their pain and the rework that arises. 
You have to ask them to work on rough 
concepts first, obtain the comments, 
take approval of the IPs and then ask 
them to proceed further. Here again, 
quick and clear responses will help. You 
have to also impress upon the EJs that 
ultimately they have to serve the interest of 
businesses and hence they have to gear 
up to do some jobs on an urgent basis. 
Also, they must develop capabilities to 
handle’ last minute changes’. This kind of 
flexibility will always auger well. Adhering 
to the brief and demonstrating it through 
an execution done well will smoothen out 
many a wrinkles.

Please frequently call upon the EJs 
personally and appreciate the jobs done 
well and never forget to say thank you. For 
the things that have not gone well, work 
together to find solutions. How about 
reading ‘How to win friends and influence 
people’ by Dale Carnegie. It will surely 
sharpen your interactive skills. 

A way of working on the guidelines as 
above will help you relate better with both 
IPs and EJs.
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Attributes of a good surgeon

An eminent neurosurgeon shares with us the ways in which he serves his 
patients; rarely encountered but good enough for bringing smiles on the 
faces of thousands of patients and their loved ones.

By Sunil K. Pandya

The word ‘surgeon’ has been use 
over several centuries. It is derived 

from the Greek word kheirourgos. Kheir 
(hand) and ergon (work) are the roots of 
the word which connotes a physician who 
works with his hands, using anesthesia 
and tools to help the patient.

As with all other physicians, the surgeon 
works to relieve the patient’s symptoms 
and, where possible, cure the disease 
causing them.

In the course of his work, the surgeon 
deals with the patient, the patient’s family, 
colleagues in the hospital (doctors, 
nurses, physiotherapists, speciali s ts 
in imaging, laboratory personnel) and 
administrators.

The surgeon and his colleagues must form 
a team whose prime goal is to offer the best 
possible treatment to the patient, at the 
least expense and in the shortest period.

The first encounter:
Most patients are referred to surgeons 

by other physicians, who, after their 
evaluations have reached the conclusion 
that surgery is required. The patient enters 
the surgeon’s office in an anxious state. 
Several questions have troubled him en 
route. Is surgery absolutely necessary? 
How troublesome is it likely to be? How 
risky is it? Is there a chance of death from 
the operation? Will he be left worse off 
than his present state? How expensive will 
be the surgery and hospital stay? Will he 
have to borrow or, worse, have to sell off 
his meager possessions to meet the costs?

The surgeon’s prime task during his first 
interview is to put the patient at ease by 
displaying genuine interest in the patient’s 

wellbeing and inspiring confidence that 
everything possible will be done to help. 
The patient must feel the surgeon’s 
honesty and sincerity of purpose.

The surgeon elicits from the patient 
and his attendants details of the 
symptoms and the background of the 
patient’s health and earlier illnesses. 
This calls for the surgeon’s full attention 
on what the patient is saying and to help 
the patient. In the process, he eliminates 
all disturbances such as telephone 
calls, people walking in and out of the 
office etc. A detailed examination of the 
patient further reassures him. 

Building rappor t- some helpful 
practices:

The subsequent analysis of the patient’s 
illness, diagnosis and recommended 
treatment will make or break the 
relationship that the patient is trying to 
establish with his surgeon. A calm, 
gentle and unhurried discussion followed 
by detailed replies to all the questions put 
by the patient and the relatives facilitate 
the development of faith. Conversely, 
a hurried and peremptory monologue 
by the surgeon obviously in a hurry to 
move on the next patient causes deep 
disappointment and dissatisfaction.

I have found it helpful to provide the 
patient a copy of all the notes I have made 
during my consultation, my diagnosis and 
suggestions regarding the treatment. 
Most patients appreciate receiving this 
medical record as they can study it at 
leisure and, if necessary, use it to get a 
second opinion.

When the patient and his family see the 
surgeon sincerely explore non-surgical 
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avenues and use them scientifically, 
keeping surgery as the last option, their 
trust in his capabilities is strengthened.

Likewise, every effort at reducing 
costs, the recommendation of simple 
tests and forms of treatment and the 
avoidance of complex and expensive 
measures convinces the patient that 
the surgeon is truly on his side in his 
fight against the disease.

Easy access to the surgeon before and 
after surgery and the surety that both 
patient and relatives can obtain detailed, 
reasoned replies to questions at any 
stage go a long way in reducing anxieties.

The surgeon must lay down rational 
rules and enforce discipline in order 
to avoid being swamped by irrational 
demands but these must always be 
clearly and gently explained at the start of 
the doctor-patient relationship. The rules 
must never be one-sided, and must never 
be seen to be favouring the surgeon to 
the detriment of the patient.

Knowledge and skills of high order:
Measures described above can only 

succeed when they are grafted on to 
the solid trunk of technical expertise, 
experience and more than a nodding 
acquaintance with standard texts and the 
most recent journals and monographs. 
The ability to search the Internet and use 
the most current databases, statistical 
analyses and authoritative reports from 
international agencies on the subject 
enhances the surgeon’s credibility.

From ancient times, the surgeon’s 
ideal attributes have been ‘the brain 
of an Apollo, the eye of an eagle, the 
heart of a lion, and the hand of a lady’. 
The philosophical surgeon would add to 
this ‘… and the reverence for life’ so well 
displayed by Albert Schweitzer. In his 
own writings, Schweitzer explained: ‘If 
I am a thinking being, I must regard other 
life than my own with equal reverence. 
For I shall know that it longs for fullness 
and development as deeply as I do 
myself. Therefore, I see that evil is what 

annihilates, hampers, or hinders life. 
And this holds good whether I regard it 
physically or spiritually. Goodness, by the 
same token, is the saving or helping of 
life, the enabling of whatever life I can to 
attain its highest development.’

Relations with other physicians and 
surgeons:

Since the surgeon is a member of a 
profession, he must treat his colleagues 
as his brethren. Courtesy towards them 
must come naturally. His interactions with 
them must bring out the best qualities of 
a gentleman in himself. 

The patient seeking a second opinion 
must receive encouragement. The surgeon 
should, if requested, provide the names 
of respected colleagues whose advice 
might benefit the patient. Once the patient 
has made a choice, the surgeon must 
volunteer a detailed note to that doctor 
providing all relevant medical details, his 
own diagnosis and recommendations.

When a patient under the care of a 
colleague consults a surgeon, it is only fair 
that he should provide the patient a note 
to that doctor giving details of his findings 
on examination, opinion on diagnosis and 
advice offered to the patient.

It is unethical to take over the treatment 
of a patient referred by another doctor 
only for opinion and advice. Treatment 
can only be undertaken at the express 
request of the referring doctor.

As I close, your attention is drawn to 
inclusion of the words ‘genuine’, ‘sincere’, 
‘honest’ in this essay. These qualities 
form essential components of a good 
surgeon’s value system.

The good surgeon practices the 
principles of medical ethics. In doing so, he 
follows the golden rule: “Do unto others as 
you would expect others to do unto you.”

Dr. Sunil Pandya, Neurosurgon, 
Department of Neurosurgery, Jaslok 
Hospital & Research Centre, Dr. G.V. 
Deshmukh Marg, Mumbai-400026. 
Email: shunil3@gmail.com
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Good nursing 
today

Nursing today embodies traditional 
patient care with new age, high-
tech equipment and devices.

By Daisy Raj, 
Godrej Memorial Hospital

The profession of nursing has evolved 
over centuries. The traditional 

nursing role was one of humanistic, 
caring, nurturing, comforting and 
supporting; over the years, to this was 
added characteristics of professionalism 
including education, code of ethics, 
mastery of a craft and accountability.

The earlier assumption that nursing is 
an art possessed inherently by a person, 
specially a female, has hindered the 
development of the concept of nursing as 
a profession with an organised body of 
knowledge and specialised skills.

Change from a fragile, dependent 
nurse with some knowledge and skills 
to an intelligent  well educated, highly 
skilled,  confident, polite, and independent 
professional has brought in a new horizon 
to the fore for the nurses all over the world.

The  transition from ‘Lady with a lamp’ 
who was the epitome of ‘care & empathy’ 
to a tech savvy ‘lady with a palm top’ is 
a revolutionary change in concept and 
practice of today’s Nursing.

The evolution of modern day nursing 
have been influenced by the society’s 
changing needs and it call for a large 
dose of judgement and skills, derived 
from biological and social sciences.

Nursing today is an art and science 
that blends the attitudes, intellectual 
competencies and technical skills of 
the individual nurse into the desire and  
ability to help those unwell or well. It is 
a therapeutic and interpersonal process. 

It works in tandem with other processes 
of healthcare. Hence it is said that a 
nurse is temporarily the consciousness 
of the unconscious, the love of life for 
the suicidal, the leg of an amputee, the 
eyes of the blind, a means of locomotion 
for an infant, a source of confidence and 
knowledge of the young mother, the voice 
of those who are too weak or withdrawn 
to speak. All in all a noble profession!

Emerging scenario of healthcare:
People today have become highly 

knowledgeable about health and health 
related issues. They are concerned about 
good healthcare delivery for themselves 
and their family members. This new 
consciousness makes them not only more 
demanding but also necessitating learning 
of new ways of dealing with them.

T he  hea l th  ca re  i ndus t r y  has 
experienced profound changes during the 
last few decades. Nursing has emerged 
as a major component in the health care 
system and significantly impacted by 
the changes in the health care industry. 
Every practicing nurse today needs to 
appreciate that the success of health care 
business depends on quality of nursing 
and nursing profession’s participation in 
changing the system for delivering cost-
effective and high-quality care for the 
patients. The nursing is and will continue 
to be an important force in shaping the 
future of health care. 

Technology is becoming an overwhelming 
force in every field today and the same 
is the case for Medicine and Nursing 
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industry. Advances in medical technology 
have occurred with greater frequency 
and impact during the last few decades 
both in diagnostics and treatment 
modalities. Sophisticated techniques and 
devices have revolutionised surgery and 
diagnostic testing, making it possible to 
perform many procedures and tests on 
an outpatient basis, resulting in reduction 
in hospital stay.

This is also an era of sophisticated 
communication systems that connect 
most parts of the world and having 
a massive capacity for rapid storage 
& retrieval systems for information. 
Dissemination of information and 
knowledge occurs in real time. These 
technological advances are themselves 
stimulating fast paced changes as well 
as rapid obsolesce in the ways in which 
health care is delivered.

Nurses today are faced with increasingly 
complex issues and situations arising 
from the rapid advances in the technology 
and complex procedures for treatment 
besides many others. Hence, nurses have 
no choice but to specialise in some of 
the clinical areas such as intensive care, 
cardiac care, cancer, orthopedics etc.

The evolving new role:
Traditionally, nurses have used a 

problem solving approach in planning 
and providing nursing care. Today, the 
decision making part of the problem 
solving has become increasingly complex 
and requires technical expertise along 
with critical thinking. For eg. Interpretation 
of the information presented so that she 
focuses on those factors that are most 
relevant and most significant to the 
clinical situation. 

In a hospital setup, nurses have to 
provide ongoing assessment of the 
health of the patient by round the clock 
vigilance. The nurses have to be at 
the bedside specially in critical cases, 
observing and caring for the patients, 
identifying impending critical conditions 
like shock, arrhythmias, fibrillations, etc. 
and initiate intervention, inform promptly 
to the physician and averts eventualities. 
The physicians well assisted with accurate 
and prompt information are able to 
make prompt and better decisions for 
managing their patients.

The nurses operate high technology 
equipment like ECG, defibrillator, ventilator, 
cardio scope, endoscopes, and various 
diagnostic and monitoring equipment for 
the benefit of the patient. They are also 

well versed in administering advanced 
life support, insertion of central venous  
lines, arterial lines and the rest. 

Today nurses are comfortable in 
operating the computer as well. They 
seek instant in format ion, transfer 
information to the concerned people 
through electronic media. Nurses are 
technologically savvy. Today a nurse 
is the ‘lady with a palm top’, at your 
bedside, caring and comforting with a lot 
of empathy.  

It is to be realised that there is palpable 
loss of this great talent to other countries. 
The nurses all over the world are 
involved actively in healthcare delivery 
and family welfare to communities. No 
other healthcare professional reaches 
out to this deep level of care. In one of 
the surveys in the United States, nurses 
have been voted as the most trusted 
professionals! In India also a similar 
trend is visible and patients are making 
a choice of the hospital they would like 
to get admitted to, on the basis of the 
reputation of the nursing care available.

I attribute my professional as well as 
personal wellbeing to the unconditional 
blessings showered upon me by the 
patients that I have cared for over the 
years. I pay my respects to each one of 
them in a most humble manner.
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Godrejites on the run 
for causes

G&B’s participation in Standard Chartered Mumbai Marathon 2013.

By Nariman Bacha, P&A and Deepak Banota, Corporate Communications

The 10th edition of Standard Chartered 
Mumbai Marathon (SCMM) was 

held on 20th January 2013. Two major 
purposes drive this very well promoted 
and patronised annual event. The first 
purpose is to collect monetary donations 
from the participating corporates and 
individuals for selected causes which 
are furthered by NGOs and charitable 
trusts. The second purpose is to promote 
involvement of Mumbaiites into this high 
energy event and let them firsthand 
experience the great spirit of Mumbai. 
This spirit unique to Mumbai, manifests itself 
into thousands of persons belonging 
to different age groups and fitness 
levels coming together to run whatever 
distance they can to celebrate the spirit 
of Mumbai.

This year 75 Godrejites ran the half 
marathon, a distance of approximately 
21 kilometres. All the runners were first 
time runners. Fifty of these runners were 
chosen by using a method of lucky draw, 
and the remaining twenty five were 
selected being the top 25 runners in 
the Godrej Marathon held in June 2012, 

which was held to commemorate the birth 
centenary year of Late Sohrabji Godrej. 

Most of the Godrejites barring a few, ran 
the half marathon successfully. Shekhar 
Morde of Corporate Procurement ran 
the half marathon in 2 hours 1 minute and 
46 seconds, the fastest timing for the 
Godrejites this year. “It was a thrilling 
experience”, exclaimed all the participants 
without an exception. 

In the words of Vinod Nannaware from 
Godrej Tooling “Mumbai Marathon is 
one of the finest events of its kind held in 
Mumbai. I would urge more Godrejites to 
take part in SCMM 2014 and experience 
the spirit of Mumbai.”

At G&B we subscribe to the well known 
adage ‘healthy mind in healthy body’. 
Physical fitness is valued by us and is 
promoted through a variety of measures, 
including holding of our own marathon, 
sponsored participation in SCMM every 
year and the like. 

This year three NGOs, Republican 
Sports Club, Vasantha Memorial Trust and 
War Wounded Foundation were chosen 

1. Godrejites who ran for SCMM 2013

1
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by us for our support. These NGOs are 
involved in promoting Hockey, early 
detection and prevention of cancer 
and rendering help to those Armed 
Forces personnel who are wounded in 
wars, respectively. This year Godrejites 
donated a sum of Rs 14 lakhs plus for 
these worthy causes, an increase of 
about 40% over the previous year.

United Way of Mumbai, and Procam 
International did a great job of organising 
and coordinating G&B’s participation in the 
marathon. Nariman Bacha of Corporate 
P&A and his team performed splendidly 
making the event a great success. 

Resolving to run a marathon, part or full, 
is a great way to motivate oneself to take 
up the habit of running and becoming 
fit both in body and mind. Running is a 
great mood up-lifter, a potent de-stressor 
and a powerful antidote for many lifestyle 
diseases. Regular running enhances 
wellness holistically.

So, grab your running gear now and 
start practicing to take part in the Godrej 
Marathon 2013.

2,3,4: Snapshots of SCMM 2013
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How to Win Friends 
and Influence People 
in the Digital Age

How to win friends and influence people was originally 
published in 1936 and it yet remains the first and the 
best book of its kind. 

By Chaitali Rambhad, Godrej Construction

It is compulsory for any new joinee at a leading German 
multinational to read the book ‘How to Win Friends and Influence 

People (HWFIP)’ by Dale Carnegie before joining the organisation. 
Interesting! Isn’t it? I was intrigued by this unusual mandate which 
spurred me to get hold of a copy of ‘HWFIP’.

In the process of getting this classic book, I came across the 
extended version of it namely ‘How to Win Friends and Influence 
People in the Digital Age’ (HWFIPDA), still better I thought because 
of its relevance to the age that we live in.  

The fundamentals of HWFIP contained in the classic edition are 
all there in HWFIPDA, but they are modified suitably to align with 
today’s communication platforms of Twitter and Facebook and 
the like. Also, how these modern digital modes of communications 
could be used effectively to the organisation’s advantage by 
implementing few fundamentals in this book. 

Curious as I am, I hurried to the note on the last page of book 
which mentions that the only Diploma that hangs in Warren Buffet’s 
Office is a certificate from Dale Carnegie and Lee Lacocca credits 
Carnegie for giving him the courage to speak in public. As you 
read the book you will come across many interesting anecdotes 
from the lives of great leaders like Mahatma Gandhi, Abraham 
Lincoln and others. 

To me, this book is a gold mine of practical advice for managing 
human relationships effectively. From tools as simple as a genuine 
smile to connect with people to sophisticated ways for building trust 
in your organisation, clients / customers, etc. this book has it all. 

The book is thoughtfully divided into four parts that are most 
essential for making personal and professional relationships work. 
The first being the ‘Essentials of Engagement’, second being ‘Six 
Ways to Make Lasting Impression’, third ‘How to Merit and Maintain 
Others’ Trust’ and the last but one of the most important ‘How to 
Lead Change without Resistance and Resentment’. Second and 
third sections are particularly important in improving interpersonal 
skills and managing client relationships effectively.

Each part is well elaborated and interestingly presented to give 
insights into the fundamentals.  

The first part on Essentials of Engagement tells us how we need to 
set aside our egos, become humble and stop blaming others. We must 
respect emotions and the logic of the people we are dealing with. This 
section tells us to be more appreciative of people and why it is important 
to connect with their core desires, ideas and values to understand 
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them deeply and engage with people 
effectively. Suffice to say that the healthy 
rules of engagement are often forgotten in 
practice resulting in costly disengagements. 

The 2nd part elaborates on the 
f undamenta l s  o f  mak ing l as t i ng 
impressions. Who amongst us doesn’t want 
to do this? All of us do! Right? This could 
be simple to achieve if we engage sincerely 
with people, be genuine in your remarks 
and not just say something for the sake of 
saying it. Smiling more often, appreciating 
their interests,  listening to what matters to 
them could make all the difference. This 
book tells us that one not only ‘Lives and 
learns’ but also ‘Listens and learns’ hence 
listening is one of the most effective ways 
for connecting with people. The ancient 
wisdom says that ‘we must treat others the 
way we want to get treated by them’. As far 
as possible always remember names of 
people you interact with and just use their 
names without heavy formal prefixes such 
as Mr., Dr., etc. Try and remember the last 
time someone admiringly called you by your 
name and you were taken by surprise. As a 
result you felt elated all day long. Let’s put 
this advice in practice frequently and make 
someone’s day. This section includes a 
range of useful tips, from a simple Duncan 
comparison chart to important strategic 
advice such as how it is advisable for any 
organisation to connect with consumers or 
clients rather than just campaign.

‘How to Merit and Maintain Others’ Trust’ 
tells us how this could be achieved by 
emulating simple but golden rule of avoiding 
arguments. We must learn to disagree 
gracefully and not be labor to convince 
others of our point of view. A diplomatic 
approach combined with humility and 
not hot headedness goes a long way in 
building unexpected relationships and 
collaborations. “I am sorry”, these three 
simple words have immense power 
to diffuse the situation and facilitate a 
meaningful two way communication. 
Sharing credit with profound gratitude 
helps us to gain trust of the people we 
deal with. Few learnings from this section 
such as appeal to the inherent dignity and 
noble motives of people can help resolve 
personal & professional conflicts with 
surprising ease. Similarly, it could help 
significantly in managing client/consumer, 
vendor relationships effectively. The last 

section ‘How to lead change without 
resentment or resistance’ emphasises 
on the importance to begin on a positive 
note. How sending negative signals at the 
beginning of the conversation could affect 
the entire interaction negatively. Instead, the 
book emphasise on genuine appreciation 
at the beginning of the interaction to 
make the recipient less defensive or more 
receptive. Similarly being candid about your 
own mistakes could build in trust naturally 
and on the other hand not being too loud or 
cynical about the mistakes of others could 
help bring them out of the state of dejection 
which in turn could be highly beneficial. 
Also, instead of passing direct orders, it 
is advisable to ask questions so that the 
other person can see the situation as you 
want him to see it. Lastly, one of the very 
effective ways to influence people and build 
relationships is not just praise the good 
done by people but amplify it appropriately 
so that it acts as a strong measure of 
encouragement for doing more. The book 
tells us “abilities wither under criticism and 
blossom under encouragement” – a sound 
advice for leaders.

 In closing up I recommend this classic 
book strongly to anyone who wishes to 
improve relationships not only at place 
of work or with clients/customers but in 
personal life as well. It’s not a onetime 
read but is a goldmine of good, time 
tested advice which one needs to delve 
into frequently for getting more out of 
relationships.
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Trust is the focal point of every relationship. It becomes even more crucial 
in a profession where you shoulder the responsibility of being the bridge 
between the client and the agency.

By Omkar Todkar, Thought Blurb

Sustaining a client-agency 
relationship

In 2009, I completed my post graduation 
in Business Administration. Unlike most 

of my 700-odd batchmates, who wanted 
to join MNCs and work as Finance 
Executives and Marketing Managers, I 
aspired to be a part of advertising industry. 
I was always enthralled by an environment 
where the professional and leisure life 
combined to form the best possible work 
culture anyone could ask for. Eventually, I 
landed a job with an advertising agency 
as a Client Servicing Executive. The 
ambience turned out to be as expected 
but then, it was not the best thing that 
came with the job.

The crux of my work life shifted from the 
office to the client’s board room. While 
most of my colleagues had creases on their 
foreheads and burrows between their brows, 
I loved to attend and conduct meetings, the 
reason for which, I do not know.

Now, almost four years later, when I think 
about why it is that I like meetings, there is 
only one thing that comes to my mind - It’s 
the people you meet and the new relations 
that you form with them. There is so much 
to learn from other’s experiences.

Being a client servicing person is a very 
tricky job - one has to balance and uphold 
the relations of the agency with the client. 
Many a times I have to be the client’s 
advocate for the creative team and vice 
versa. It is very important that the two 
understand each other very well. As per 

an advertising adage, ‘a servicing person 
is the face of the agency for the client and 
the face of the client for the agency.’ 

Another major responsibility is to 
maintain the trust of the client. Like any 
other relationship, trust does not come 
easy in client-agency relation as well. It 
takes time and continuous interactions 
where work and sometimes personal 
experiences are shared. Incessant, timely 
and error-free delivery of work plays an 
important part in maintaining trust. Even 
a small unchecked error could easily 
dampen the relation or at worse, end it.

An agency should be supportive of 
its client. Supposedly, if a client calls 
during the second half of the day and 
asks to deliver a print ad for next day’s 
newspaper, we make sure that we give it 
our best shot. 

In order to do so, the creative team has 
to make it a point that the quality of work 
is maintained so that the client doesn’t 
have to face the consequences. It seems 
a little chaotic given the crunch of time, 
but the next day when I see the output, 
it makes me proud of my team for what 
they have managed to achieve.

To conclude, I would like to say that the 
day a client truly stops considering the 
agency as a vendor and looks at it as a 
partner, is the day when the client trusts 
the agency cent percent.
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THE GENERAL RULE may be laid down that in all of humankind’s 
institutions, especially in business, government, and the priestly 
employments, there is an inverse relationship between how much 
their literatures and instructions attend to a particular activity and 
the actual importance of that activity. The greater the attendance, 
the less important it is; the less the attendance, the more important.

By that principle, few things in business are as important as the 
business lunch, about which absolutely nothing can be found in 
textbooks, casebooks, MBA programs, seminars, or conferences. 

The business lunch is a pervasive institution, virtually obligatory, 
and everywhere conducted according to a fixed ritual. He who 
invites, pays. Conversation starts and for long remains in the realm 
of seemingly idle chatter about personal interests in recreations, 
entertainments, family matters, and mutual acquaintances. 
Business is finally and gradually crept up on with careful avoidance 
of any implications that the lunch exists specifically to enhance the 
lunchee’s opinions about the lunchor and the lunchor’s assessment 
of the lunchee.

The business lunch and its rituals are based on the established 
fact that important buying decisions are rarely made on price alone, 
or alone on specifications, technical service, delivery, or vendor 
competence and reputation. The lunch exists to learn about things 
that are not said, to help establish and cement relationships of 
personal trust and understanding, to create commercial friendships 
and reciprocities, to facilitate favours hoped for and favours given, 
to go beyond technicalities and legalities in getting and cementing 
some sort of sale.

So don’t knock it.

The Law of Lunch
By Theodore Levitt
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Relate 
the words
ACROSS
1. Promise; contract
3. Be successful; thrive
5. Dependability
7. Joined together 
    for a common purpose

DOWN
2. Combined action 
    of a group of people
4. To maintain
6. Firm belief
8. A mutually beneficial relationship

2

4

6

3

1

5

8

7

R E L A T I O N S H I P

ANSWERS:
ACROSS: 1. Commitment; 3. Prosper; 5. Reliability; 7. United. DOWN: 2. Teamwork; 4. Sustain; 6. Trust; 8. Symbiosis.


