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Golden Peacock
| nnovation M anagement Award Scheme

GENERAL

The Golden Peacock Awards Secretariat hasgreat pleasureininviting applicationsfor The Golden Peacock
I nnovation M anagement Award.

Entrepreneurship getsnurtured in those enterpriseswhere the structureissimple, informal and flexible; the
leadership isstrong and charismatic and employees areimbued with asense of mission and theculturefor
innovetivenessexigs.

Har nessingthe Human Resour ce

If Indian corporationsareto leverage human capital for competitiveness, much will depend ontheir ability
to nurture knowledge and entrepreneurship. This indeed is what will give Indian corporations the
organizational capability to competein aglobaised environment. Nurturing entrepreneurshipisessentid if
corporationsareto capitalise on emerging opportunities, L everaging knowledgeiskey if organisationsare
to derive value creating linkages between processes, business unitsand its core functionsand processes.

TheNeed to NurtureKnowledge and Entrepreneur ship

How then shoul d organi sations design themsel ves to nurture entrepreneurship and leverage knowledge?
Therefore, Organi sation design must take an integrated view of structure, peopleintermsof skillsand
competencies, remuneration and rewardstasksand processesand link themto long term goa's. Organisations
that are ableto evolveaclear, focussed, inspiring and distinctive purpose have alwaysfound it easy to get
extraordinary resultsfrom ordinary people.

I nnovative Precepts

Intomorrow’sworld, the hallmark of winning organisationswill betheability to solvethe challenges of
entrepreneurship and knowledgein tandem.

The paradigm of an overwhel ming spate of innovative preceptsbeing witnessed in an unprecedented array
of technological invasion has suddenly forced mankind to be gotten away from the older concepts of
development and created asituation for the economiesin transition to stimul ate awell-coordinated and
well-knit operation of interdisciplinary groupsof scientific and engineering community, academic, industry,
financeand government.

Our preoccupation will now beto explore how far the preponderance of such ahyperactivity triggered by
asophisticated intellectual acumenwill hel pimprovetheliving standard of amore matured society of the
near future.



Technological Innovations

Thus, technol ogical innovation has becomethe main driver of competition, propelling new firmsto the
forefront and eroding the competitive advantage of well-established firmswhofail ed to adapt to the changing
environment/market needs. A closer look acrosssevera industriesreved ssubstantial inter-and intra-sectora
differencesin innovative performance. It would, therefore, beimportant to know about the process of
technologicd innovation acrossdifferent industries. Thisknowledgewill ultimately lead to the devel opment
of better instrumentsfor themanagement of technol ogy and innovationfor managinginadynamic environment
with changesthat may occur within months.

Therulesof businesssuccesshave changed and innovation hasemerged asatool for gainingand maintaining
competitive advantage. Organisations can becomeinnovative by channdling theflow of creativetaentsof
all individua sintheright direction and through top management focus encouragerisk taking, teamwork,
freeflow of ideasaswell asprovide opportunitiesfor new learning.

If you areaming to beaninnovative organisation, youwill need both, creativity or invention, and the ability
to successfully implement your inventions. Whileinvention requiresgreater degreeof free-wheding, innovation
requiresdisciplined professionalisation. Theneedisto beinnovative ontheright thingsintheright areasat
theright time, to mix the proven and thenovel so asto atain an optimum, harmoniousensemble. Innovation
must be combined with wisdom stemming from experience, and, for new ideastoyield maximumgains,
effortsmust becarefully planned.

Innovationwill not flow if itschannel sare overly consgtrained or if it isperceived assuitable only for narrow
isolated functions. Innovative thought processes should beregarded as potentialy valuableand eigiblefor
applicationin every dimension of business of acorporate- finance, marketing, product devel opment,
manufacturing, purchases, public relationsand corporate communi cationsand therest. Superior innovative
ideas continualy await birth and implementation.

TheAwards

TheGolden Peacock I nnovation M anagement Awar d named after India snational bird the* Peacock”

isawarded every year. Each winner receivesatrophy together with acertificate. Thewinner may usethe
Gol den Peacock | nnovation Management Award logo on al printed and promotional materialsfor aperiod
of threeyears. Someof thefinalist organisationsmay a so get acommendation card. The Golden Peacock
Innovation Management Award would be given separatdly for different industrial sectorsunder manufacturing
and serviceorganisations, in thefollowing categories.

LargeEnterprises Medium and Small Enterprises  SSI (Certified Units)
Annual Turnover 300 crores& above  Annua Turnover lessthan 300 crores

Eligibility
Manufacturing or Service organisationsor divisionsof organisations(self accounting profit/cost centres) in

the privateand public sectorsand government organi sationsoperating in Indiamay participateinthe* Golden
Peacock |nnovation Management Award' .



The operations of the gpplicant must reasonably correspondto all theAward criteriathat can beverifiedin
Indiaat thetimeof evauation.

Theoperationsof theorganisation must becarried out independently, meaning that respongibilities, authorities,
resultsetc, areclearly defined. Thismust be documented, for example, intheannual report, organisation
planor equivalent.

Rulesand Regulations

* |OD reservestheright to award more than onetrophy each year and a so to withhold awardif the
required standard isnot met.

* OD acceptsnoliahility for any lossor changeresulting from thedisclosure of information concerning
an entry, though al reasonabl e precautionswill be taken to maintain secrecy.

* |OD cannot undertaketo return documents or supplementary material submitted with an entry. *
|OD reservestheright to after theAward Scheme.

* Thedecision of the National Chairman of the Award Council, onthe recommendations of the Jurey
isfinal and no appeal or correspondencewill be entertained.

Non-Disclosureand Confidentiality

Namesof applicants, commentary and scoring information devel oped during thereview of applicationsare
regarded asproprietary and are kept confidential . Such informationisavailableonly toindividualsdirectly
involvedinthe assessment and administrative process.

The Golden Peacock Awards Secretariat will take all reasonabl e precautionsto ensure that applications
and information therein aretreated in strict confidence. However, in no way Golden Peacock Awards
Secretariate can be held responsiblefor any loss of confidentiality to athird party, nor held liablefor any
damage (to goodsor persons, financid lossor consequential) incurred through the breach of confidentiaity
or otherwise by the applicantsor any third party.

The Golden Peacock Awards Secretariat reserves the right, subsequent to the Award Presentation to
publish salient details of the Innovation methods/ modules/Quality Improvement Schemesof theAward
Winners, asastep towards sharing of knowledge.

Feed Back

Applicantsfor Golden Peacock I nnovation Management Award schemewill receive afeed back report on
areas of strength & weaknessfor better performance.



Renaissanceof Thelnnovating Corporate

Renaissance of thelnnovating Cor por ate

The 7sframework for innovating corporates, propagated by M ckinsey recommendsthefollowing:

Change

Strategy

Shared values

Structure

Skills

Staff

Systems

Style

From

Market to major customer segments

Serve customers well

Product orientation with focus on

Analytica orientationtowardsmajor
segments and their collective
behaviour over-long periods

Marketing analysis managed statistically;
Information technology acts as support,
but not as an active partner

Detailed, segmented, but relatively
static decision support tools

To

Addvaluetoindividual customer relationships
through Tailored interactions

Serve customers differently; Serve best
customersreally well

Customer-segment orientation
current period economics  with focuson
lifetime customer Value

Ability to gather, andyse & interpret

data and design systems exploit a

large, constantly evolving customer
information base; ability toreact at individual
customer (or at least micro-segment) level.

Integration of marketing creativity
with systems competencies to create
capability that isboth ideasdriven and
analytically Intense

Extensive, dynamic, and flexible
marketing support tools, programme
management and Execution systems, and
operating linksto support actions

Marketing plan orientation with emphasis Analytical approach and experimental

on programme for major segments
delivered within standard period;
mass media focus.

Leading measures of success:
Market share Current period profits
Period-Based marketing programmes

attitude with emphasis on continuous
learning (do, test, measure, learn, fix)
And value of data.

Leading measures of success:

Share of most attractive customers (based
onlifetime profit potential) Continuous
learning/ tailored marketing. Hugeimpact on
asmall set of customers.



How You are Assessed

Your applicationwill be examined by ateam of trained assessorsto ensureahighlevel of consistency in

scoring.
Your appliaction will be assessed on strengths and areas of improvement and scored on a0 to 1000

pointsscalefor Innovation Management.

TheOrganisational Agenda
Building an innovative or ganisation

Vison
Where do wewant to go? TheFocus

Mindset/Culture

What mindset/culturemust weshare TheEthos
inorder to beinnovative?

Competitive Competitive Performing
Innovative Innovative Innovative
Organisation Organisation Organisation

Howdowedesign  Howdowehire& How doweassess&
ourorganisation?  promotethedesired  reward behavours,

competencies? effortsand results
What wouldbeour How dowetrainthem efforts& results?
communication desired cometencies?
The Sugtain/ The
Architecture Develop Motivators
I mplementation
. Brass
How doweasess & develop our capcity Track
toimplement ideas?
L eadership
How do we continuously set directions L eader ship.
& promotelnnnovation?




Fee
Theapplicationfeeisasunder:

@ LargeEnterprises

(b) Medium & Smdl Industries

(© SS|

Rs. 19,500/-
Rs. 15,500/-
Rs. 7,500/-

Thefee should accompany your application, in theform of demand draft/chequein favour of ‘ Institute of

Directors', payableat New Delhi.

Shortlisted applicants, whose sitesmay haveto bevisited by arepresentative of thejury, shall bear the

actual cost of suchvisit.

How ToApply

The Application should be submitted by 15 December 2005 in duplicate neatly typed (minimum font size
10pt.) only ononesideof A-4 size paper in English. It should cover thefollowing:

1. Tableof contents
2. Badclnformation
3. BusinessOverview

4. Saf-Appraisal Report

5. Annud Reports

Item 1 (asper Annexure- 1)

Threeto five pages summary, providing an outline of the
gpplicant’ sBusiness. Guidelinesfor businessoverview are
attached as Annexure- 2

a) Thisreport will bebased on GPIMA mode and criteria
guidelinesgiven at annexure-3. Theguidelinesconsist of a
set of questions on each of the 11 categorieswhich when
answered, duly supported by the objectiveevidence, would
hel pin appreciating the extent of excellence achieved by
theapplicant.

b) Support material:- Support material may have been
derived from self-assessment of the organisation’sactivi-
ties Thisinformation must beclosdly digned withtheAward
assessment criterias. Thecriteriaare carefully and deliber-
ately phrased in non-prescriptiveterms, to allow you the
freedom to present self-assessment informationwhichis
relevant to the specific Situation.

A copy of thelast annual report of the organi sation shall
form part of the support material.

All entries should be addressed to the Director General, Golden Peacock Awards Secretariat, M-64,

Gresater Kailash-11, New Delhi - 110 048.



Annexure 1

Application Form -- GPIMA

(you may photocopy this form or reproduce it on a word processor)

Name of Applicant OrganiSatiON ........ciciiiiiiiiie e e e aas
0 [ 1=

Name Of  CONLACE PEISON .....iiiiiiiiiii e e
Telephone (OffiCe)......ccovvviiiiiiiiiiieenn, (RES)ieiiiiiiee, MOD..o

Facsimile .....ocoviiiiii E-mail oo

Name of Highest Ranking Official ...........ooiiiiiiiii e
(Lo LTI 1 To] o PP
Telephone (OffiCe)......coiiiiiiiiiiii (Residence).......ccooevvivieiiiiiiiie

Fascimile ..c.oooiiviiii o 0 =1

Facsimile
1. Location & principal sites

2. Total number of employees
3. Is the application from the whole organisation? 1 Yes [ No
4. s the applicant an independent profit/costcentref Yes [0 No
5. Name the Parent Organisation
AAIESS .o
Telephone (OffiCe)......cciiiiiiiiiiii e (Residence)......ccoovevveiiiiiieiiceeen

6. Type of Organisation (/) (Tick here)

Large ] Manufacturing [ ]
Medium & Small ] Service ]
SSI Certified Orgn =~ [ ]

7. Declaration

| agree, On behalf of my organisation do hereby declare that | Shri/ Smt..............ooooii,
abide by the rules/regulation of the Golden Peacock Innovation Management Award Jury and
accept that the decisions of the committee of judges are final. | confirm that my Organisation is
eligible to take part in this competition and that all information and accompanying application
documents are correct in this behalf.

Date Signature of Highest Ranking Official



Annexure 2

The Business Overview

TheBusinessOverview isan outline of the applicant’ sbusiness, addressing what ismost important to the
business, key influences on how the business operates, and where the businessisheaded. The Business
Overview isintended to hel p Examinersunderstand what isrel evant and important to the applicant’ sbusi-
ness.

TheBusinessOverview isof critical importanceto assessthe applicant, because:

a) Itisthemost appropriate starting point for writing and reviewing the application, helping to
ensurefocuson key businessissuesand cong stency in response, especialy inreporting busi-
nessresults, and

b) Itisused by the Examinersand Judgesin all stagesof application review, including thesite
vigt.

Guidelinesfor Preparing of the Company.
TheBusinessOverview consigtsof thefollowing sections:
1. Basic Description of the Company
Thissection should provide basicinformation on:

a  Natureof theapplicant’ sbusiness; productsand/or services, company size, location(s), and
whether itispublicly or privately owned;

b)  Theapplicant'smajor markets(local, regional, national, or international) and principal cus-
tomer types (consumers, other businesses, government etc.) Indicate any special relation-
ships, such as partnerships, with customersor customer groups);

c)  Aprofileof theapplicant'semployeebase, including: number, types, educationa level and any
other specid information.

d)  Magorequipment; facilities, and technologiesused.

If thegpplicant isasub-unit of alarger company, abrief description should begiven of theorganisationa
relationshiptothe parent’ and percent of employeesthe sub-unit represents. Briefly describe how
the applicant’s products and servicesrel ate to those of the parent and/or other unitsof the parent
company. If the parent company provideskey support services, that should a so bedescribed briefly.

2. Critical Business I nfor mation.

Key information that should be providedincludes:

a  Attributesof utmost importanceto target customers.

b)  Typeandnumber of suppliersof goods& services.

c)  Typeandnumber of other partnersin businesssuch asdedlers.

d) Specificinformation related to strategic partnership with key suppliers/trade partners.

€)  Critical successfactorsthat the organisation hasidentified as competitivefactors.

f) Other information that may heimportant to the organi sation, such as, company’ snew businesses,
new businessalliances, devel opment/introduction of new technologiesand likely changesin
drategies.
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Annexure 3

Self-Appraisal Report
TheCriteriaGuidelines
A.GENERAL OVERVIEW

Al
1
2.

All

pONPORPONEOO ©CONOOORWDNDRTIWDMRTTOD PAwWbd

Primefactorsfor innovation.

What werethe primefactorsresponsiblefor driving your organisation to innovation?

What main hurdleswere encountered, in introducing innovation in your organisation. What are
considered asthe organisationa road-blocksto Innovating.

Areasfor Innovation

What waysareused toingtitutionaisethe practice of continuoudy innovating new ideas, suggestions
and recommendations and recognising and rewarding ideaswhich add value to the company’s
operaions

How do you assess and devel op your capacity toimplement ideas

How arecustomer contactsmaintained at al functional levels

Areasfor innovation

.CORPORATE CREATIVITYAUDIT

[ nitiativeson product devel opment.

How much of your revenue comesfrom productslessthan ayear old?

How many new products have been developedinthelast 2 years ?

What isthetypeof technology input?

Capabilitiesin enhancing production

Who brought thelast Six creative moves (new product ideas) to avareness. Aninsder or anoutsider?
Didtheseinitiativesarisein responseto an emergency, acompetition, or sonic other event ?
Werethey theresult of awell-considered corporate design?

How much do you know about the procedures and cultures of your competitors?

Did you foster company-wide awareness of new devel opmentsin your industry’ ?

What capabilities doesyour company haveto create distinctively, and continuoudy?

How many of the creativetalentslost inthe past year haveyou replaced’ ?

Doyou have systemsfor taking stock of your creative capacities and performance?
Detailsof long terminvestment in technol ogy devel opment.

STRATEGY & DECISON

| dentifying measuresfor new stragegies

What measuresare used to identify new opportunities

What product devel opment strategies have beenintroduced inthe organisation

|dentifying strategic dternativesin regard to long term and grand strategies

Devel opment annual objectives, alocating resourcesand implementing short term plans
Needfor BusinessPriorities

How isthe need to continually refine products and services met inthe organisation.

How arecrestive and businesspriorities of the organisation integrated.

How do you focus attention on differentiation /cost | eadership to achieve competitive advantage.
How are corporate strategy sessions prevented from becoming abattle of ego and creativeideasare
not shot down.

D.ORGANISATION DEVELOPMENT 50 Pts
DI Organisationa Structure

1. Howisorganisation designedtofacilitatetheflow of ideasthat |ead to innovation.

2. Wha changeswereimplementedinthetraditiona functiona organisationd and accountability structure

to convert it into an innovative organisation.
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Monitoring and improving customer vaue and value providing systems.

Services satisfaction, meeting expectations, managing differentiation, val ue additions and rol e of
marketing departments.

Work basefor goal attainment

How do you meet the need to create anetwork instead of hierarchiesfor multi-job assignments.
How do you organise structures, which arerel atively much organic and assure aproactive stance
towardstheir environment. How arerulesand regulationsused judicioudy tofacilitategod atanment.
How aretheloose-tight properties of the structure assured to accommodate freewheeling nature of
creativework.

E. Leadership 100 Pts
El Leadershiptopromoteinnovation

1.  Howdoyou continuoudy set directionsand promoteinnovation

2. How doyou create performance gaps and support innovatorsthrough an environment of stretch.
3. What top management practicesare employed to encourageinnovativeness.

Ell  Assessment to anticipate customer needs
1.  Assessingexternd opportunitiesand threststoimproving customer value
2. Assesinginterna value capabilitiesresourcefulnessand weaknesses.

F.CULTURE 100 Pts

w NFO P®

1. Howisthecultureof credtivity establishedinthe organisation
2. Howdoyou nurtureemotiona intelligence.
3. Whatisyour experiencein adopting provocation asaprocess.

G.HRD 50 Pts

1.  Primetool of innovation are people. How doesthe organi sation changethe mindset and
encourage peopleto think without constraint and experiment without fear.

What arethe cross-section of factors considered during the appraisal of employees
How do you assess and reward behaviours, effortsand results.

How doestheappraisal processtakeinto account theindividuaspotential.

.TRAINING & DEVELOPMENT 75 Pts
| Importanceof Training
Whenwetalk of training in acreative organisation, thetraining cannot be standardised. It hasto
betailor made to the person’ sunique requirements. How this has been organised.
At theorganisational level, how focus has been shifted for creating alearning organi sation and not
mereformd training.
Any specialised creativity training being offered on acontinuing basis.
What istheroleof supporting services and what competence based training hasbeen offered to
them.
What isthe cost of suchtraining?Isthere any rel ationship between budgeting exerciseand plan.
Il Relationship between Training and productivity
What istherel ationshi p between training, productivity and performancein production units?Isthere
any interface.
What isthe process of assesment of impact of training.
Wheat trai ning techniques are used to increasethe crestivity of the organisation.
How do you promote the desired competencies.

|.RECOGNITION/REWARD 100 Pts

PN PTO AW N PRPIT PWOD

1.  How organisationisdesigned to nurtureentrepreneurship and leverageknowledge' ?
2. What isthesystern of managing suggestion schemedideasand instant recognition.
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3. How cultura mind-set shift achievedin recognizing, encouraging and rewarding talent and
innovation.?

J.LEARNING ORGANISTION

J1I Mechanism adopted to disseminateinformation

1.  What processor mechanismisadopted to exposethe organisation to new information, whether
created in house or acquired from the externa environment and disseminateit acrossthe
organisation.

How the above knowledge-based activitieshave beeningtitutionalised for carrying out ona
consciousand continuing basis.

Critical successfactors.

Key organisational problemsand strategicissues.

Strategic optionsfor incremental improvements

Innovation asatool to create valuefor stakeholders

How to ensure use of crossfunctional teamsin product devel opment and problem solving.
How areyou using innovation asatool to create valuefor al your stakeholders

.COMMUNICATION
How have you organised the communication channels?
What isthe Systemtofacilitatefreeflow of ideas?
How do you encourage new |learning from multidimensional sourcesof knowledge?

CREATINGKNOWLEDGE BASE
| Objectives
Product apperal
Product concept creation
Flow of activities
Ensuing process
[1 Organisation strengths& weakness
Creating empowered organisation
The benchmarking process
Developing leadership kills
Creative problem solving
Employeemotivation
Quality improvement approach

OUTCOME

H R Outcome

Commitment

Moativation

Responsbleautonomy

Quality

Teamwork

Businessoutcome

Market share

Profitability

Servicequdlity

Cost optimization

. Differentiction

M 11 Expected affectsof innovation schemes
M IV Win-Windtutation

MV Innovative measurestowardssustainability.

~PAPTErQOTPrT WNREX NRPSOAWO N

gD ORODNRZIZ
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