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Golden Peacock
| nnovation M anagement Award Scheme

The Golden Peacock Awards Secretariat (GPAS) hasgreet pleasureininviting applicationsfor TheGolden
Peacock I nnovation Management Award.

If Indian corporationsareto leverage human capital for competitiveness, much will depend ontheir ability
to nurture knowledge and entrepreneurship. Entrepreneurship gets nurtured in those enterpriseswhere the
gructureissmple, informal and flexible; theleadershipisstrong and charismatic and employeesareimbued
with asense of mission and the culturefor innovativenessexists.

I nnovative Precepts

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

Innovationwill not flow if itschannel sare overly constrained or if it isperceived assuitable only for narrow
isolated functions. Innovative thought processes should beregarded as potentialy valuableand eligiblefor
application in every dimension of business of acorporate- finance, marketing, product devel opment,
manufacturing, purchases, public relationsand corporate communicationsand therest. Superior innovative
ideascontinualy await birth and implementation.

Technological |nnovations

Therulesof bus nesssuccess have changed and innovation hasemerged asatool for gainingand maintaining
competitive advantage. Organi sations can becomeinnovative by channeling theflow of crestivetaentsof
all individua sintheright direction and through top management focus encouragerisk taking, teamwork,
freeflow of ideasaswell asprovide opportunitiesfor new learning.

If you areaiming to beaninnovative organisation, youwill need both, crestivity or invention, and the ability
to successfully implement your inventions. Whileinvention requiresgreater degreeof free-whedling, innovation
requiresdisciplined profess onalisation. Theneed isto beinnovative on theright thingsin theright areasat
theright time, to mix the proven and the novel so asto attain an optimum, harmoniousensemble. Innovation
must be combined with wisdom stemming from experience, and, for new ideasto yield maximum gains,
effortsmust be carefully planned.

TheAwards

TheGolden Peacock I nnovation M anagement Awar d isawarded every year. Each winner receivesa
trophy together with acer tificate. The winner may use the Golden Peacock Innovation Management
Award logo on all printed and promotional materialsfor aperiod of three years. Some of the finalist
organisationsmay a so get acommendation card. The Golden Peacock | nnovation M anagement Award
would begiven separately for different industria sectorsunder manufacturing and service organisations, in
thefollowing three categories.



LargeEnterprises Medium and Small Enterprises
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 Innovation Management Award' .

The operationsof the applicant must reasonably correspondto al theAward criteriathat can beverifiedin
Indiaat thetimeof evauation.

Theoperationsof the organi sation must be carried out independently, meaning that respongibilities, authorities,
resultsetc, areclearly defined. Thismust be documented, for example, intheannual report, organisation
planor equivalent.

Rulesand Regulations
GPA reservestheright to award more than onetrophy each year and aso to withhold award if the
required standard isnot met.

* GPA acceptsnolliability for any lossor changeresulting from the disclosure of information concerning
an entry, though all reasonabl e precautionswill be taken to maintain secrecy.

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

* Thedecision of the National Chairman of the Award Council, on the recommendations of the Jurey
isfina and no appedl or correspondencewill be entertained.

Non-Disclosureand Confidentiality

Namesof applicants, commentary and scoring information devel oped during thereview of gpplicationsare
regarded asproprietary and are kept confidential. Such informationisavailableonly toindividua sdirectly
involved intheassessment and admini strative process.

The Golden Peacock Awards Secretariat will take all reasonabl e precautionsto ensurethat applications
and information therein are treated 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, financia lossor consequential) incurred through the breach of confidentiaity
or otherwise by the applicantsor any third party.

The Golden Peacock Awards Secretariat reservesthe right, subsequent to the Award Presentation to
publish salient detail sof the Innovation methods/ modules/Quality |mprovement Schemes of theAward
Winners, asastep towards sharing of knowledge.

Note
All itemsof theapplication format should betotally answered and noitem should beignored.



Renaissance of Thelnnovating Cor por ate

Renaissance of thel nnovating 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 analysismanaged 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 to react 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.



TheOrganisational Agenda
Building an innovative or ganisation

Vison

Where do wewant to go? TheFocus

Mindset/Culture

What mindset/culturemust we share TheEthos
inorder to beinnovative?

Competitive Competitive Performing
Innovative Innovative Innovative
Organisation Organisation Organisation

Howdowedesign  Howdowehire& How doweassess&
ourorganisation?  promotethedesired  reward behavours,
competencies? effortsand results

Whatwouldbeour How dowetrainthem ~ STOrs& resuits?

communication desired cometencies?

The Sustain/ 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

Theapplication feeisasunder:

@ Large Enterprises Rs. 24,500/-
(b) Medium& Smdl Indudtries  Rs. 18,500/~

Thefee should accompany your application, intheform 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

TheApplication should be submitted in duplicate neatly typed (minimum font size 10 pt.) only ononeside
of A-4 sizepaper in English. It should cover thefollowing:

1 Tableof contents
2. BasicInformation Item 1 (asper Annexure- 1)

3. BusinessOverview Two to Four pages summary, providing an outline of the
applicant’sBusiness. Guiddinesfor busnessoverview are
attached asAnnexure- 2

>

Sdf-Appraisal Report Thisreport will bebased on GPIMA model and criteria
guiddinesgivenat Annexure-3. Theguiddinesconsst of a
set of questions on each of the 11 categorieswhich when
answered, duly supported by the objective evidence, would
helpin appreciating theinnovative effortsof the gpplicant.

5. Support materia Support materia may have been derived from self-assess-
ment of the organi sation’ sactivities. Thisinformation must
be closaly aligned with theAward assessment criteria. The
criteriaare carefully and deliberately phrased in non-pre-
scriptiveterms, to allow you thefreedom to present self-
assessment informationwhichisrdevant tothespecificstu-
ation.

5. Annud Reports 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,
Greater Kailash-I1, 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 ... e
o (o | ==

N F=Ta L= o) S oo T o} = ot A 1= =0 o [ PPN
Telephone (Office).....ccovvvuiieiiiiiiiiiiiiiieeees (R€S) . uveiiiiiiiiiiiciieee, Mob....ooii

Facsimile .....ccoooviviiiiiiiiin, E-mail oo

Name of Highest Ranking Official ...........oooiiiiiiiiiii e
(o 1Yo o PP

Telephone (OffiCe)...c..viiiiiiiiiiiiiiiie e, (Residence)......cceveveveniiiiiiiiiiiicceie

Fascimile .....ooviviiiiiie E-mail oo

Total number of employees

Is the application from the whole organisation? O vyes 0O No
Is the applicant an independent profit/costcentre ?[] ves [0 No
. Name of the Parent Organisation

AQAIESS .o

»Pop oo

Telephone (OffiCe)....c.viuiiiiiiiiiiii (E-mail)...oeeiiiii

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

Large ] Manufacturing [ ]
Medium & Small [] Service []

7. Declaration

| agree, On behalf of my organisation do hereby declare that | Shri/ Smt.........ccccoiiiiiiiinnnneen.
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’sbusi ness, 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 consistency inresponse, especidly inreporting busi-
nessresults, and

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

Guidelinesfor Assistance to the Company to Preapre Application.
TheBusinessOverview consstsof thefollowing sections:

1. Basic Description of the Company

Basicinformation should be provided on:

ad  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)  Mgorequipment; 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 provided to include (but not restricted only to thefollowing):

a  Attributesof utmost importanceto target customers.

b)  Typeand number of suppliersof goods& services.

c)  Typeandnumber of other partnersin businesssuch asdedlers.

d)  Specificinformation rel ated 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.



Annexure 3

Self-Appraisal Report

TheCriteriaGuidelines Total Points: 1000
A.GENERAL OVERVIEW 75 pts
Al Primefactorsforinnovation. 25pts
1  What weretheprimefactorsrespons blefor driving your organisation toinnovation?

2. What main hurdleswere encountered, inintroducing innovation in your organisation. What are

considered asthe organisational road-blocksto Innovating.

All Areasfor Innovation 50 pts
1.  Whatwaysareusedtoingitutionaisethepracticeof continuoudy innovating new ideas, suggestions

PWONPRPORPONEPONO ©OCONOOAWNDNRTWNRFRTII HODN

and recommendations and recognising and rewarding ideas which add value to the company’s
operations

How do you assess and devel op your capacity to implement ideas

How are customer contactsmaintained at all functiond levels

Areasencouraged for innovation

.CORPORATE CREATIVITYAUDIT 125 pts

I nitiativeson product devel opment. 50 pts
How much of your revenue comesfrom products|essthan ayear old?

How many new products have been developed inthelast 2 years ?

What isthetype of technology input?

Capabilitiesin enhancing production 75 pts
Who brought thelast Six crestivemoves(new product ideas) to avareness. Aninsider or anoutsider?
Didtheseinitiativesarisein responseto an emergency, acompetition, or someother event ?
Werethey theresult of awell-considered corporate plan?

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

Didyou foster company-wide awareness of new developmentsin your industry’ ?

What capabilities doesyour company haveto create distinctively, and continuously?

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

Doyou have systemsfor taking stock of your creative capacities and performance?

Detailsof long terminvestment in technology devel opment.

STRATEGY & DECISION 125 pts
| dentifying measuresfor new stragegies 60 pts
What measuresare used to identify new opportunities

What product devel opment strategies have beenintroduced in the organisation

| dentifying strategic dternativesin regard to long term and grand strategies

Processof development of annua objectives, dlocating resourcesand implementing short term plans
Need for BusinessPriorities 65pts
How isthe need to continually refine productsand servicesmet in the 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 creativeideas
arenot shot down.

D.ORGANISATIONDEVELOPMENT 75 Pts
DI Organisationd Structure 25 pts
1.  Howisorganisationdesigned tofacilitatetheflow of ideasthat lead to innovation.

2. What factorshelp youimplement continual changesinthetraditional functional organisational and

accountability structureto convert itinto aninnovative organisation.
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How do you continously monitor customer valueand improveva ue providing systems.

M easures adopted for Services sati sfaction, meeting expectations, managing differentiation, value
additionsand role of marketing departments.

Work basefor goal attainment 50 pts
How do you meet the need to create anetwork instead of hierarchiesfor multi-job assignments.
How do you organise structures, which arerel atively more organic and assure a proactive stance
towardstheir environment. How arerulesand regul ationsused judicioudy tofacilitategod attainmen.
How aretheloose-tight propertiesof the structure assured to accommodate free whedling nature of
creativework.

E. Leadership 75 Pts
El Leadershiptopromoteinnovation 35 pts
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 encourage innovativeness.

Ell  Assessment to anticipate customer needs 40 pts
1.  Assessingexternd opportunitiesand threststo improving customer value

2. Assesinginterna value capabilitiesresourcefulness and weaknesses.

F.CULTURE 50 Pts

w NFO P®

1. Howisthecultureof creativity establishedintheorganisation
2. Howdoyou nurtureemationd intelligence.
3. Whatisyour experiencein adopting provocation asaprocess.

G.HRD 50 Pts

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

2. What arethe cross-section of factors considered during the appraisal of employees

3. How doyou assessand reward behaviours, effortsand results.

4.  How doestheappraisa processtakeinto account theindividua spotential .

H.TRAINING & DEVELOPMENT 100Pts

HI1 Importanceof Training 50 pts

1.  Whenwetdk of trainingin acrestive organisation, thetraining cannot be standardised. It hasto
betailor madeto the person’ sunique requirements. How this has been organised.

2. Attheorganisationa level, how focus hasbeen shifted for creating alearning organisation and not
mereformd training.

3. Any specidised crestivity training being offered on acontinuing basis.

4.  Whatistheroleof supporting servicesand what competence based training hasbeen offered to
them.

5.  Whatisthecost of suchtraining?Isthereany relationship between budgeting exerciseand plan.

H 1l Reationship between Training and productivity 50 pts

1.  Whatistherdationship betweentraining, productivity and performancein production units?Isthere
any interface.

2. What istheprocessof assesment of impact of training.

3. Whattraining techniquesare used toincreasethe crestivity of the organisation.

4.  How doyou promotethe desired competencies.

|.RECOGNITION/REWARD 50 Pts

1.  How organisationisdesigned to nurture entrepreneurship and leverageknowledge' ?
2. What isthesystem of managing suggestion schemes/ideasfor ingtant recognition.
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3.

How cultura mind-set shift isachieved inrecognizing, encouraging and rewarding talent and
innovation.?

J.LEARNING ORGANISTION 100 pts

Ji
1

NE ™ WNhEPEX NP D

M echanism adopted to disseminateinformation 50 pts
What process or mechanism isadopted to expose the organi sation to new information, whether
created in house or acquired from the external environment and disseminateit acrossthe
organisation.

How the above knowl edge-based activities have been ingtitutionaised for carrying out ona
consciousand continuing basis.

What critical successfactors have been adopted.

What arethe key organisational problemsand strategicissues.

What arethe strategic optionsfor incrementa improvements

Innovation asatool to create valuefor stakeholders 50 pts
How to ensureuse of crossfunctiona teamsin product devel opment and problem solving.

How areyou using innovation asatool to create valuefor al your stakeholders

.COMMUNICATION 50 pts

How have you organised the communication channel s?
What isthe System to facilitate freeflow of ideas?
How do you encourage new learning from multidimens onal sourcesof knowledge?

CREATINGKNOWLEDGE BASE 50 pts

What arethe objectivesfor creating knowledge based concept, process and products.
Wheat arethe organisation strengths & weaknessfor Cresting empowered organisation,
devel oping leadership skillsfor Crestive problem solving

M. Impact of M anagement I nnovation on Perfor mance or Outcome of the Company

1.

75 pts
How do you measure outcomeof :- 30 pts
aCommitment
b.Moativation
¢. Responsible autonomy
d. Qudity
e. Teamwork
Businessoutcome 45 pts
a. Increasein Market shareand profitablity during thelast 3 years
b. What | nnovative measurestowards sustainability have been adopted.
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