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THE GROWTH FORUM LEADERSHIP SUMMIT 
...the first annual roundtable to celebrate the success of India's 'growth companies'. 

 
Designed as a high-level, intellectual retreat, the summit seeks to bring together a select group of 
growth focused companies in the medium enterprises space to engage with the best and the brightest 
pioneers from this genre. The intent is to facilitate collective introspection and highlight 'best-in-class' 
performances that serve as a blueprint for excellence within the community. 
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THE AGENDA 
 
 
 
 
 

April 6, 2008  
 

 

10.45 am Registration at The Royal Ballroom 

11.00 am {Ŝǎǎƛƻƴ мΥ ¢ƻƳƻǊǊƻǿΩǎ LƴŘƛŀΥ will politics and business come closer? 

Industry leaders are moving into politics and many more political families are open about 
their business aspirations. Traditionally, both have been looked at with skepticism. What 
ǇŀǘƘ ǿƛƭƭ ǘƘŜ ŦǳǘǳǊŜ ǘŀƪŜΚ ²ƛƭƭ ǘƘŜ ΨƴŜȄǳǎΩ ƳƻǊǇƘ ƛƴǘƻ ŀ ǇŀƭŀǘŀōƭŜ ΨŎƻŜȄƛǎǘŜƴŎŜΩΚ Lƴ ŀ ǘŀƭƪ 
show format, led by Barkha Dutt, Sandeep Dikshit and entrepreneurial India shared their 
ŜȄǇŜŎǘŀǘƛƻƴǎ ŦǊƻƳ ǘƘƛǎ ΨǇŀǊǘƴŜǊǎƘƛǇΩΦ  

Sandeep Dikshit, Member of Parliament, Indian National Congress 
Barkha Dutt, Managing Editor, NDTV 24X7  

12.15 pm Session II: Brands: essential to attract good talent?  

Today, corporates ς big and small ς are fighting hard to attract high quality people. Mid-
sized and newer companies are often at a disadvantage, without the deep pockets and 
ŦŀƳƛƭƛŀǊƛǘȅ ǘƘŀǘ ƭŀǊƎŜǊ ƻƴŜǎ ŜƴƧƻȅΦ LƴŘƛŀΩǎ ōŜǎǘ ΨƳƛŘ-ǎƛȊŜŘΩ ŜƳǇƭƻȅŜǊǎ ǎƘŀǊŜ ǘƘŜƛǊ ǎǘǊŀǘŜƎƛŜǎ 
and experiences with luring, retaining and managing talent, despite the absence of a well-
known brand, and using it to become better known in the market. The session debated 
whether a company benefits more from first building its brand to get people, or put 
ǎǘǊŀǘŜƎƛŜǎ ƛƴ ǇƭŀŎŜ ǘƻ ƎŜǘ ΨōŜǎǘ-in-ŎƭŀǎǎΩ ǇŜƻǇƭŜΣ ǘƘŀǘ ŜƴƘŀƴŎŜ ƛǘǎ ōǊŀƴŘ ŀƴŘ ǊŜǇutation.  

Sanjeev Bikhchandani, Co-founder and Chief Executive Officer, Info Edge 
Ashish Rajpal, Co-founder and Chief Executive Officer, iDiscoveri Education 
Biplob Banerjee, Director - HR Global Services (India), Nokia Siemens Networks 

1.30 pm  Lunch  

2.30 pm  Session III: Compliance and beyond: will governance be the differentiator?   

Among other things what gets neglected, most often, by high-growth medium-sized 
companies is compliance and the criticality of intangible assets. The pace of business is 
tƻƻ ǊŀǇƛŘ ǘƻ ǿƻǊǊȅ ŀōƻǳǘ ΨǘƘŜ Řƛŀƭ ǘƻƴŜΩΧ   

In some cases, risks and critical assets remain unrecognised. We believe that the quality 
of leadership and governance will be a key differentiator for companies going forward. In 
ǘƘƛǎ ǎŜǎǎƛƻƴΣ ƻƴŜ ƻŦ LƴŘƛŀΩǎ ƭŜŀŘing risk managers and a subject matter expert shared their 
experiences and insights from over the years.  
Capt Raghu Raman, Chief Executive Officer, Mahindra SSG  
Deb Deep Sengupta, Vice President ς SME and Channels, SAP Indian Subcontinent 

3.30 pm Coffee  

3.45 pm Session IV: The CEO: necessarily superhuman?  

The faster a company grows, the greater the pressure upon its CEO to evolve as a leader, 
visionary and hands-on manager across a number of fields. CEOs of rapidly-transitioning 
companies will debated ǘƘŜ ƳƻǊǇƘƛƴƎ ǊƻƭŜ ƻŦ ǘƘŜ ΨƳƛŘ-ǎƛȊŜΩ /9h ǘƻŘŀȅΣ ŘǊŀǿƛƴƎ ƭŜǎǎƻƴǎ 
for critical aspects of growth such as visioning and team-building, attracting talent, 
enhancing performance, and managing operational and technical change; all at the same 
time.  

Ajay Singh, Director, SpiceJet 

Lt. Col. H S Bedi, Chairman and Managing Director, Tulip IT  
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5.00 pm 
 

Session V: Partnering with the Biggies: no right answers  

The last decade and a half has witnessed every form of partnership. Some have survived, 
others have not; some amicable, others ugly. There seem to be no right answers. But over 
the years, it seems to have become easier to see the possible patterns, and ask the right 
questions before beginning the journey. There are some good reasons to partner and 
some not-so-good reasons. Most importantly, owner-ƳŀƴŀƎŜǊǎ ŦƛƴŘ ƛǘ ƘŀǊŘ ǘƻ ΨƎƻ ōŀŎƪ ƻƴ 
ǘƘŜƛǊ ǿƻǊŘΩ ς a constraint seldom faced by the larger, transnational partner. Is this always 
good for the business? Tough decisions which need to be made. In this session, a business 
leader who has lived the journey shared his perspective.   

Cyrus Guzder, Chairman, AFL   

6.15 pm Close  

7.30 pm Cocktails and dinner at the San Gimignano lawns 
 

 

April 7, 2008  
 
 

9.30 am Session VI: Thinking Big: the art and the strategy   

TodŀȅΩǎ ƳƛŘ-ǎƛȊŜŘ ŎƻƳǇŀƴȅ Ŏŀƴ ōŜ ΨǘƻƳƻǊǊƻǿΩǎ ƎƛŀƴǘΩΣ ƎƛǾŜƴ ŀ ƳƛȄ ƻŦ Ǿƛǎƛƻƴ ŀƴŘ ǎǘǊŀǘŜƎȅΦ 
¢ƘŜ ǉǳŜǎǘƛƻƴ ƛǎ ƘƻǿΚ ²Ƙŀǘ ŘƻŜǎ ƛǘ ǘŀƪŜ ǘƻ ǘƘƛƴƪ ŀƴŘ Řƻ ΨōƛƎΩΚ ²Ƙŀǘ ŘƛŦŦŜǊŜƴǘƛŀǘŜǎ ǘƘƻǎŜ 
who achieve scale from those who remain constrained? Are the attributes of these 
individuals and companies very different ς ƻǊ ƛǎ ƛǘ Ƨǳǎǘ ΨǘƘŜ Ǿƛǎƛƻƴ ǘƘƛƴƎΩΚ 5ƻŜǎ ŦŜŀǊ ƘƻƭŘ 
most people back? What does it take to convince the Board, senior management, 
ŜƳǇƭƻȅŜŜǎΣ ƛƴǾŜǎǘƻǊǎ ŀƴŘ ƻǘƘŜǊ ǎǘŀƪŜƘƻƭŘŜǊǎΣ ŀƴŘ ŀƭƛƎƴ ǘƘŜ ŎƻƳǇŀƴȅ ǿƛǘƘ ƛǘǎ ƭŜŀŘŜǊΩǎ 
viǎƛƻƴΚ Lƴ ǘƘƛǎ ǎŜǎǎƛƻƴΣ ƻƴŜ ƻŦ ǘƘŜ ǿƻǊƭŘΩǎ Ƴƻǎǘ ǊŜǎǇŜŎǘŜŘ ǘƘƻǳƎƘǘ ƭŜŀŘŜǊǎ ǎƘŀǊŜd his 
perspective.  

Rajat Gupta, Senior Partner Emeritus, and Former Managing Director, McKinsey & Company   

11.00 am Coffee 

11.15 am  {Ŝǎǎƛƻƴ ±LLΥ Dƭƻōŀƭ ΨDƻ-ƎŜǘǘŜǊǎΩ 

Globalising operations is fast emerging as both a necessity and a benchmark for 
competitive success. But not all companies may yet be ready to take this leap. Pioneers, 
who have set up successful global operations, offered insights into what indicators a 
company sƘƻǳƭŘ ǳǎŜ ǘƻ ƎŀǳƎŜ ƛǘǎ ΨƎƭƻōŀƭ ǊŜŀŘƛƴŜǎǎΩΣ ŀƴŀƭȅǎŜd risks; and shared their views 
ƻƴ ΨǎǳŎŎŜǎǎ ǎǘǊŀǘŜƎƛŜǎΩ ŀǎ ǿŜƭƭ ŀǎ ǎŀŦŜƎǳŀǊŘǎΦ  

Dilip Kapur, Chairman and Managing Director, Hidesign 
Pramod Chaudhari, Chairman, Praj Industries 

12.30 pm Lunch  

1.30 pm Session VIII: Funding the business: the price for impatience  

One often hears that if you have an idea ς money is not a problem. Successful Indian 
companies have several attractive financing routes, albeit with very different 
implications. Debt and equity, VCs and banks, angel investors and HNIs ς companies are 
ǎǇƻƛƭǘ ŦƻǊ ŎƘƻƛŎŜΦ 9ŀŎƘ ƻǇǘƛƻƴ ŎƻƳŜǎ ǿƛǘƘ ƛǘǎ ƻǿƴ ΨǇǊƛŎŜΩ ς is there a right price for 
impatience?  Some companies have embraced external funding, while others remain 
skeptical. In this session, a panel debated the pros and cons, facilitated by a senior 
finance professional.  
Rajeev Samant, Chief Executive Officer, Sula Wines 
Shantanu Prakash, Chairman and Managing Director, Educomp   
Ajay Tandon, Director, Citi Venture Capital International, India 
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3.00 pm    Session IX: Letting go: the eternal quest   

Medium-sized companies are often run by a dynamic individual or family. Increasingly, 
they feel the need to induct professional managers to scale-up and modernise their 
businesses. This relationship has its own delicate dynamics, often throwing up conflicting 
approaches that need to be reconciled. Professional managers dialogued with owner-
managers to share their perspectives on how this unique partnership can be negotiated 
for the greater good of the company.  

Vineet Agarwal, Executive Director, Transport Corporation of India Limited 
Sanjeev Aggarwal, Founder Daksh and Managing Director, Helion Ventures    

4.30 pm Coffee and Close 
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ABOUT US 
 

9.9 Media, an integrated media group with diversified interests, enjoys strong insights and 
ǊŜƭŀǘƛƻƴǎƘƛǇǎ ƛƴ ǘƘŜ LƴŘƛŀƴ ŎƻǊǇƻǊŀǘŜ ŜƴǾƛǊƻƴƳŜƴǘΦ фΦф aŜŘƛŀΩǎ ŦƻŎǳǎ ǎǇŀƴǎ ŀŎǊƻǎǎ ǘƘŜ ŦƻƭƭƻǿƛƴƎ 
businesses:  
 

9.9 Insights 9.9 Insights is the research and research-led corporate initiatives 
arm of 9.9 Media. We recognise the compelling need to provide 
senior executives with high quality, objective, business and best 
practices research; and create platforms to engage meaningfully. 
Our services are carefully crafted to facilitate the sharing of 
experiences and problem-solving by leveraging the powers of 
ΨŎƻƭƭŜŎǘƛǾŜ ǿƛǎŘƻƳΩΦ ²Ŝ ŀǊŜ ŦƻŎǳǎŜŘ ƻƴ ƘƻǊƛȊƻƴǘŀƭ ŀƴŘ ǾŜǊǘƛŎŀƭ 
communities in the burgeoning world of Indian business. 
  
 

Our offerings are delivered through the following platforms... 
 

The Growth Institute       The CFO Institute       The CTO Institute 
  

Speaker Bureau      Research Services 
 

 

OUR BRANDS 

 

 

 

 

 

 

 

 

OUR PARTNER 

 

9.9 Digital This houses all the online initiatives of the group - builds and 
manages online platforms for all other 9.9 businesses, also, uses 
ŀ άǎǇŜŎƛŀƭƛǎǘ ŀǘǘŀŎƪŜǊέ ǎǘǊŀǘŜƎȅ ǘƻ ƭŀǳƴŎƘ ƻƴƭƛƴŜ ōǳǎƛƴŜǎǎŜǎ ǘƘŀǘ 
exploit profitable niche segments or services drawing inspiration 
from other successful models. We are also offering B2B off-shore 
services related to content development and publishing ς print, 
electronic, and online ς to US clients through our Pittsburgh 
presence. 
 

9.9 Print Unlike the developed world, print continues to show healthy 
readership and advertising growth in India. Over time, we plan to 
launch print publications in new genres and formats to capture 
value from the ongoing growth in this industry.  
 

9.9 Ventures This division serves as our vehicle to invest in and acquire media-
related businesses that we can add value to. We play an advisory 
role with a view to add and create value to media properties 
outside of the existing 9.9 portfolio. 
 

9.9 Studio This business represents our foray into filmed entertainment ς 
TV and films for traditional and new forms of distribution. 
Initially, we will stick to the production part of the value chain. 
Our aspiration is to build a professionally-driven production 
house that works with other independent producers adding 
value in concept development, financing, marketing, rights 
management, and distribution. 
 

 
 
 

... the founding team 

Dr Pramath Raj Sinha, Group Managing Director and CEO; 
Asheesh Gupta, Director & Group CFO; 

 Vikas Gupta, Director, 9.9 Media and Principal, 9.9 Ventures; 
Anuradha Das Mathur, Director, 9.9 Media and CEO, 9.9 Insights 

Kanak Ghosh, Director, 9.9 Media and CEO, 9.9 Interactive 
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OUR PARTNERS 
 
PRINCIPAL PARTNERS 
 
 

CITI 
Global Commercial Bank 

 
/ƛǘƛΩǎ Dƭƻōŀƭ /ƻƳƳŜǊŎƛŀƭ .ŀƴƪ ǳƴŘŜǊǎǘŀƴŘǎ ǘƘŜ ŜǾƻƭǾƛƴƎ ƴŜŜŘǎ ƻŦ ƛǘǎ ŎƭƛŜƴǘǎ ŀƴŘ ƛǎ ŎƻƳƳƛǘǘŜŘ ǘƻ 
harnessing the power of its franchise. It constantly leverages its global presence, local knowledge, 
breadth of capabilities and integrated technology platforms to help clients grow and expand their 
business. 
  
The Global Commercial Bank services over 60,000 clients across the world and has two specialist 
units: 
  

¶ Commercial Relationship Banking - facilitating banking solutions and the global aspirations of 
the SMEs and Mid Market Enterprises  

¶ Network Relationship Banking - providing a full suite of financial solutions to multinational 
companies and their subsidiaries 

  
This combination gives Citi a powerful, seamless coverage along with the ability to provide end-to-
end global supply chain finance solutions and world class support for both buyers and sellers. 

 

 

MAHINDRA SPECIAL SERVICES GROUP 
 
Mahindra Special Services Group (MSSG) is a strategic business unit under Mahindra & Mahindra, 
one of the most respected business groups of India (www.mahindraworld.com). It helps 
organisations retain and enhance competitive advantage through information security (InfoSec) and 
de-risking strategies. 
 
a{{DΩǎ ǎŜǊǾƛŎŜ ƻŦŦŜǊƛƴƎǎ Ƙelp identify, mitigate, and manage the risk exposure of organisations. 
Their ability to look at information security from a 'people and process' perspective rather than an 
IT-centric approach has helped organisations, irrespective of the industry, to protect their short and 
long-term business objectives by preventing loss of revenue and opportunity. 
 
The MSSG team has a combined experience of over 100 years in risk management and has executed 
over 40 major projects in diverse industries. The core personnel of the group are drawn from the 
fields of defence, state security agencies, business process consulting, auditing, information risk 
management services, and technology design, and include specialist capabilities related to forensic 
investigation, BS 7799 / ISO 27001, SOX, SAS 70, BCP / DR, SLA Compliance Audits, and other 
frameworks for risk management. 
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ASSOCIATE PARTNERS 
 
 
BUSINESS STANDARD 
 
.ǳǎƛƴŜǎǎ {ǘŀƴŘŀǊŘ ƛǎ LƴŘƛŀΩǎ Ƴƻǎǘ ǊŜǎǇŜŎǘŜŘ ōǳǎƛƴŜǎǎ ŘŀƛƭȅΦ [ŀǳƴŎƘŜŘ ƛƴ мфтрΣ ŀǎ ŀ ǎƛƴƎƭŜ ŜŘƛǘƛƻƴ ƴŜǿǎǇŀǇŜǊ 
from Kolkata, Business Standard is now published simultaneously from the top 12 cities of the country. The 
paper is door-delivered in over 1000 towns across India. Business Standard is an acknowledged quality leader 
and draws acclaim for its credibility and ŀŎŎǳǊŀŎȅΦ [ŜŘ ōȅ aǊ ¢ b bƛƴŀƴΣ ŀƳƻƴƎ LƴŘƛŀΩǎ ōŜǎǘ ƪƴƻǿƴ ŜŎƻƴƻƳƛŎ 
journalists, Business Standard counts in its ranks, an enviable array of journalists and columnists. 
 
.ǳǎƛƴŜǎǎ {ǘŀƴŘŀǊŘΩǎ ŎƛǊŎǳƭŀǘƛƻƴ Ƙŀǎ ǎŜŜƴ ŀ ǉǳŀƴǘǳƳ ƎǊƻǿǘƘ ƻŦ фо ǇŜǊ cent in the last two years (source ABC) ς 
making it the fastest growing business publication in India. In keeping with its pioneering image, it was the first 
to launch a business daily in Hindi. It has also simultaneously launched a business daily in Gujarati which is 
publisheŘ ŦǊƻƳ о ƭƻŎŀǘƛƻƴǎ ƛƴŎƭǳŘƛƴƎ aǳƳōŀƛΣ LƴŘƛŀΩǎ ŦƛƴŀƴŎƛŀƭ ŎŀǇƛǘŀƭΦ 
 
A fast growing multimedia house, it has interests in publishing (newspaper, magazines and books), events and 
online media. A full fledged third party publishing division is devoted to create customised print and online 
products (www.business-standard.com). 

 
 
GATI 
 
Dŀǘƛ Ƙŀǎ ǊŜǾƻƭǳǘƛƻƴƛǎŜŘ ŀƴŘ ǊŜŘŜŦƛƴŜŘ ǘƘŜ LƴŘƛŀƴ ƭƻƎƛǎǘƛŎǎ ƛƴŘǳǎǘǊȅ ōȅ ǇƛƻƴŜŜǊƛƴƎ ǘƘŜ ŎƻƴŎŜǇǘ ƻŦ άǊŜǘŀƛƭ ŜȄǇǊŜǎǎ 
ŎŀǊƎƻέ ŀƴŘ άŜȄǇǊŜǎǎ ŘƛǎǘǊƛōǳǘƛƻƴέΦ ²ƛǘƘ ǘƘŜ ƭŀǊƎŜǎǘ ŦƭŜŜǘ ƻŦ ƻǾŜǊ пллл ǾŜƘƛŎƭŜǎ ƻƴ ǊƻŀŘΣ ƛǘ Ƙŀǎ ŀ ƴŀǘƛƻƴǿƛŘŜ 
network and capability of delivering to 594 out of 604 districts. Supporting this are state-of-the-art 
technological initiatives, web-centric value added services, seamless multi-modal service systems covering 
road, air, rail and sea, and with mechantronic warehousing facilities of 1 million sq. ft. across India. 
 
Gati has evolved as a leading express distribution and supply chain management organisation, providing 
innovative and cost-effective business solutions. It is taking ambitious leaps in introducing new services, 
acquiring new business, and rolling out a growth plan across the Asia-Pacific region.  
 
Gati has enhanced its position in the Asia-Pacific region by establishing a market presence in China (Shanghai & 
Beijing), Hong Kong, Singapore, Sri Lanka, Thailand, Dubai, and Nepal. The company now has an extensive 
network in the SAARC and the Asia-Pacific countries, harnessing the India centric opportunity in these areas.  
 
Gati has been awarded the 'Best Logistics Partner' status by HCL Infosystems. It has been awarded Consumer 
SuperBrand status in the logistics category for 2006-2007 and was also nominated for the NDTV Business 
Leadership Awards 2006 in the logistics ŎŀǘŜƎƻǊȅΦ Dŀǘƛ Ƙŀǎ ōŜŜƴ ǊŜŎƻƎƴƛǎŜŘ ŦƻǊ ƛǘǎ Ψ.Ŝǎǘ tǊŀŎǘƛŎŜǎΩ ƛƴ Iw ōȅ ǘƘŜ 
Amity International Business School. 
 

 

SAP 

 
{!t ƛǎ ǘƘŜ ǿƻǊƭŘΩǎ ƭŜŀŘƛƴƎ ǇǊƻǾƛŘŜǊ ƻŦ ōǳǎƛƴŜǎǎ ǎƻŦǘǿŀǊŜϝΦ ¢ƻŘŀȅΣ ƳƻǊŜ ǘƘŀƴ псΣмлл ŎǳǎǘƻƳŜǊǎ ƛƴ ƳƻǊŜ ǘƘŀƴ 
120 countries run SAP® applications ς from distinct solutions addressing the needs of small businesses and 
midsize companies to suite offerings for global organisations.  
 
Powered by the SAP NetWeaver® technology platform to drive innovation and enable business change, SAP 
software helps enterprises of all sizes around the world improve customer relationships, enhance partner 
collaboration, and create efficiencies across their supply chains and business operations.  
 

http://www.business-standard.com/
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SAP solution portfolios support the unique business processes of more than 25 industries, including high tech, 
retail, financial services, healthcare, and the public sector. With subsidiaries in more than 50 countries, the 
company is listed on several exchanges, including the Frankfurt Stock Exchange and the NYSE under the 
symōƻƭ ά{!tέ όǿǿǿΦǎŀǇΦŎƻƳύΦ 
 
(*) SAP defines business software as comprising enterprise resource planning and related applications such as supply chain 
management, customer relationship management, product life-cycle management and supplier relationship management. 

 
 
ZEE BUSINESS 

 
½ŜŜ .ǳǎƛƴŜǎǎΣ LƴŘƛŀΩǎ premier 24-hour business channel, continues to bring the best quality programming to 
viewers across the country with an unsurpassed line-up for 2008-09, including some of its top-rated current 
programmes and some exciting new shows.  
 
Their objective is to empower and entertain consumers on smart decision-making related to investments, 
savings and spending and make it available to them in a format they are comfortable with; evolving a whole 
new genre of content that personifies BIZ-TAINMENT, while maintaining continued focus on the stocks and the 
commodities market. The channel endeavors to meet the highest standards of editorial excellence and make 
their content always relevant to the work and lives of their viewers. 
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SESSION I 
TOMORROWΩS INDIA: will politics and business come closer? 
Barkha Dutt, Managing Editor, NDTV 24X7 
Sandeep Dikshit, Member of Parliament, Indian National Congress 

 
Introduction 
 
The world of politics and business is changing. There is a distinct difference between the DNA of the 
industrial conglomerates of yester years, and those emerging as leaders today. The hesitant success of the 
ƻƭŘŜǊ ōǳǎƛƴŜǎǎ ƘƻǳǎŜǎ ƛǎ ǊŜǇƭŀŎŜŘ ōȅ ŀǳŘŀŎƛƻǳǎƴŜǎǎ ŀƴŘ ΨƘŜŀƭǘƘȅ όŀƴŘ ǎƻƳŜǘƛƳŜǎ ƴƻǘ ǎƻ ƘŜŀƭǘƘȅύ ƛǊǊŜǾŜǊŜƴŎŜΩ 
for convention in the new leadership of businesses. ¢ƘŜ ΨōŀƭŀƴŎŜ ƻŦ ǇƻǿŜǊΩ ōŜǘǿŜŜƴ ǇƻƭƛǘƛŎǎ ŀƴŘ ōǳǎƛƴŜǎǎΣ ǿŜ 
ōŜƭƛŜǾŜΣ ƛǎ ŀǘ ŀƴ ƛƴŦƭŜȄƛƻƴ ǇƻƛƴǘΣ ƻǊ Ƙŀǎ ǇŜǊƘŀǇǎΣ ŀƭǊŜŀŘȅ ŎƘŀƴƎŜŘΦ Iŀǎ ǇƻǿŜǊ ōŜƎǳƴ ǘƻ ǊŜǎƛŘŜ ƛƴ LƴŘƛŀΩǎ 
businesses as opposed to its polity?   
 
Political developments are increasingly defining business developments and vice versa, making it necessary 
for politicians and businesspersons to collaborate. Post liberalisation, the nature and character of both these 
communities evolved, and a new interface emerged. Today, with nominations to the Rajya Sabha, 
industrialists are a part of the political fabric, and in this scenario, conflicts of interest are bound to increase.  

 
Business and politics - the strained relationship 
 
Traditionally, the relationship between business and politics has been mired in mistrust and 
misunderstanding. Even today, the business community perceives politicians as people who come from an 
old school of thought. This has led to tension and insecurity that now defines the relation between politics 
and business. Clearly, there is room for businessmen and politicians to develop a better understanding of 
each other. Over time entrepreneurs have entered politics, however, it is no more necessary to take that 
route, as there are enough opportunities for them to have an effect on politics, programs, and the thinking of 
the government.  

 
Politics and business ς ŦǳƭŦƛƭƭƛƴƎ ŜŀŎƘ ƻǘƘŜǊΩǎ ƴŜŜŘǎ 
 
In India, politicians do not have a salary structure for hiring employees; as a result they rely heavily on 
volunteers and college students who can work as their foot soldiers. Managing and motivating 15-20,000 
volunteers requires resources, therefore, a 24-hour politician is more likely to come from professions which 
allow him to afford time for politics. Many people enter politics for a season, which is the first-entry test; 
while others acquire training that give them a set of convictions and experiences which drive them further 
into politics.  
 
Over time, there also has been a fundamental change in terms of the fact that the government no longer 
relies on tough licensing laws, but on tax collection as a means to get private sector funds for social 
infrastructure. As this continues ƎƻǾŜǊƴƳŜƴǘΩǎ ŘŜǇŜƴŘŜƴŎȅ ƻƴ ōǳǎƛƴŜǎǎes become clearly evident.  
 
On the other hand, it is also felt that there are domains in which the government has control on the survival 
or growth of a business. Those who are reliant on the government for grants and licences in order to operate 
are often hesitant to voice their opinion. They are the ones who may always be in the clutches of the licence 
raj. This creates a need for businessmen to actively participate in the political process.  
 
The only way to explore partnerships is to understand the conflict areas, and build a mechanism for co-
existence. 

 
The emergence of technocrat politicians ς admired and resented in equal measure! 
 
During the 50s and 60s, political leaders were part of the independence movement. By the 80s, the economy 
started changing, and the country needed effective people to run it. Times have changed since the 1980s, and 
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today it is important for the technocrats to align with the masses.  

 
A technocrat politician is not an IIT guy who works on implementation of hard infrastructure policies. They 
belong to a newer generation who have received formal education, and speak the language of the modern 
world.  
 
The business of politicians is to represent their people, and to be an interface between the grassroots and all 
the mechanisms of the government. They need to be supported by the bureaucracy, by technocrats, and 
their staff. However, it would be simpler if they were supported by politicians who also spoke their language, 
hence, the term technocratic politician. These are the people who understand business, do not fear authority, 
and are interested in a full consideration of facts. 

  
Should politics and business come closer?  
 
It is important to know where business and politics intersect and diverge. With regard to strategies, the 
business community is in serious cƻƴŦƭƛŎǘ ŀōƻǳǘ ǿƘŀǘ ǎƘƻǳƭŘ ōŜ ǘƘŜ ƎƻǾŜǊƴƳŜƴǘΩǎ ǇǳōƭƛŎ ǇƻƭƛŎȅΦ A middle 
ground needs to be reached where business can provide support, while the government leads the way. It is 
difficult to find where the place for such partnerships exists, but the business community should voice its 
interest, and the government should enunciate policies.  
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SESSION II 
BRANDS: essential to attract good talent?  
Sanjeev Bikhchandani, Co-founder and Chief Executive Officer, Info Edge 
Ashish Rajpal, Co-founder and Chief Executive Officer, iDiscoveri Education 
Biplob Banerjee, Director - HR Global Services (India), Nokia Siemens Networks 

 
Today, corporates ς big and small ς are fighting hard to attract high quality people. Mid-sized and newer 
companies are often at a disadvantage, without the deep pockets and familiarity that larger ones enjoy. 
LƴŘƛŀΩǎ ōŜǎǘ ΨƳƛŘ-ǎƛȊŜŘΩ ŜƳǇƭƻȅŜǊǎ ƘŀǾŜ ŎǊŀŦǘŜŘ ǎǘǊŀǘŜƎƛŜǎ ǘƻ ƭǳǊŜΣ ǊŜǘŀƛƴ ŀƴŘ ƳŀƴŀƎŜ ǘŀƭŜƴǘΣ ŘŜǎǇƛǘŜ ǘƘŜ 
absence of a well-known brand, and using it to become better known in the market. It remains to be debated 
whether a company benefits more from first building its brand to get people, or put strategies in place to get 
ΨōŜǎǘ-in-ŎƭŀǎǎΩ ǇŜƻǇƭŜΣ ǘƘŀǘ ŜƴƘŀƴŎŜ ƛǘǎ ōǊŀƴŘ ŀƴŘ ǊŜǇǳǘŀǘƛƻƴΦ 9.9 Insights recognised this as a burning issue 
with almost all the owner-managers of medium sized enterprises across the country, and therefore brought 
ǘƻƎŜǘƘŜǊ о ƪŜȅ ǇŜƻǇƭŜ ǿƘƻ ƘŀǾŜ ōŜŎƻƳŜ ǿŀƭƪƛƴƎ ŜȄŀƳǇƭŜǎ ƻŦ ΨƘƻǿ ǘƻ ƎŜǘ ƛǘ ǊƛƎƘǘΩ.   

 
Sanjeev Bikhchandani 
 
A dearth of talented people has forced the employers to change their mindset. They now view ΨemployeesΩ as 
ΨcustomersΩ. Resultantly, one of the new Key Result Area (KRA) for managers is the ability to attract, engage, 
and therefore, retain talent. An increasing view is that, the weakest link in retention is the immediate 
supervisor, adding impetus to new KRA, and new insights on leadership. 
 
CǊƻƳ LƴŦƻ 9ŘƎŜΩǎ ŜȄǇŜǊƛŜƴŎŜΣ ȅƻǳƴƎ ǇŜƻǇƭŜ ǘŜƴŘ ǘƻ ǎƘƛŦǘ Ƨƻōǎ ƛƴ ǘƘŜƛǊ ƛƴƛǘƛŀƭ н ǘƻ о ȅŜŀǊǎ ƻŦ ǘƘŜƛǊ ŎŀǊŜŜǊΦ 
Therefore, it is not surprising that employees with 2 to3 years work experience have changed 5 jobs. They 
seek meaning to their work; otherwise they leave for the next higher salary. A brand, reputation and 
relationships at work, especially with the boss, define retention rates. Studies show that 80 % of employees 
shift jobs to escape their bosses. The ability to acquire talent cannot be exclusively responsible or a 
ŎƻƳǇŀƴȅΩǎ ŀōƛƭƛǘȅ ǘƻ ǊŜǘŀƛƴ ǘŀƭŜƴǘΤ ƘŀǇǇȅ ŜƳǇƭƻȅŜŜǎ ŀǊŜ ŀ ƳŀƎƴŜǘ ŦƻǊ ǘŀƭŜƴǘΦ  
 
Employer branding for relatively smaller companies is done by word of mouth from current and past 
employees. In addition, business activities ς advertising, marketing investor relations ς inadvertently increase 
employer branding.  

 
 
Ashish Rajpal  
 
iDiscoveri focuses on state and private school education along with private enterprise and during the last 5 
years has worked with large and small companies. A key finding from this experience has been that, Ψbuilding 
a brand to attract talent is futileΩ, because building a business requires the right people. Since good work has 
become a source of competitive advantage making a case for the opportunity to do exceptional work is more 
attractive than brand and money.  
 
However, acquiring the right people is best achieved when the CEO evangelises and recruits. Such was the 
case in tƘŜ мфулΩǎ ǿƘŜƴ bLL¢ ǿŀǎ ŀƴ ǳƴƪƴƻǿƴ ōǊŀƴŘΣ ǿƘŜƴ ǘƘŜ ŦƻǳƴŘŜǊǎ ǎǇŜƴǘ ǘƛƳŜ ǊŜŎǊǳƛǘƛƴƎ ŀƴŘ 
incentivised every employee to help them attract talent. With attrition increasing, companies ought to 
consider creating owner employees as opposed to ESOPs holders. Companies are beginning to do this by 
creating employee partners who also invest their own salaries in the business. Simultaneously companies are 
investing in leadership development so as to facilitate the top performersΩ evolution to leadership positions. 

 
GoƻƎƭŜΩǎ ŜȄŀƳǇƭŜ ƛǎ ŀǎǘƻƴƛǎƘƛƴƎΤ ǎƻƳŜ ƻŦ ǘƘŜƛǊ ǊŜŎŜƴǘ ƛƴƴƻǾŀǘƛƻƴǎΣ ƛƴŎƭǳŘƛƴƎ ǎƻŦǘǿŀǊŜ ǎŜǊǾƛŎŜǎ ǿŜǊŜ ŀ ǊŜǎǳƭǘ ƻŦ 
allowing employees to use 20 % of their time to pursue projects of their own choice. In addition, employees 
also got a stake in the business. Unlimited quality meals ς breakfast, lunch and dinner ς on the entire campus 
along with healthcare and gyms have gone a long way in attracting employees.  
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Organisations like Pepsi and Reuters are 
known to develop leaders!  
These two chart a path for their people, 
and then execute it with patience and 
support, which allows them to make 
mistakes and learn. They display a 
ΨǿŀƭƪƛƴƎ ǘƘŜ ǘŀƭƪΩ ŀǇǇǊƻŀŎƘΣ ǿƘƛŎƘ 
permeates the entire organisation. In 
consulting companies, supervisors are 
responsible for recruiting and retaining 
talent and their own growth is dependent 
on the growth of their teams. Making 
Yw!Ωǎ ŜȄplicit and getting external 
facilitators to develop the leadership 
skills ensures they develop. 

 
 

Biplob Banerjee 
 
Human Resources (HR) professionals increasingly spend time interviewing employees who are leaving the 
organisation. These interviews are often honest and candid, and go to show that employers can be branded 
into distinct groups; those with established brands and those aspiring to. IƻǿŜǾŜǊΣ ǘƘŜ IwΩǎ ŎƘŀƭƭŜƴƎŜ ƛǎ 
classifying employees into those from an established employer brand and those from a less established 
brand. There is a dissonance when employees from less established brands join large companies, and even 
more so when employees from established brands join less known but successful midsized companies.  

 
Lƴ ǘƘŜ ǉǳŜǎǘ ǘƻ ƎǊƻǿ ŀƴŘ ōŜ ōǊŀƴŘŜŘΣ ƳƛŘǎƛȊŜŘ ŎƻƳǇŀƴƛŜǎ ƻŦǘŜƴ ŘƻƴΩǘ ǘŀƪŜ ŀŘǾŀƴǘŀƎŜ ƻŦ ǘƘŜƛǊ ǎƛȊŜΦ {ƻƳŜ ƻŦ 
them seem to be apologetic about their size or worst still, mislead candidates in order to attract talent. This is 
why once the ΨƘƻƴŜȅ Ƴƻƻƴ ǇŜǊƛƻŘΩ ƛǎ ƻǾŜǊΣ ŀƴŘ ǇǊƻƳƛǎŜǎ ŀƴŘ ŎƻƳƳƛǘƳŜƴǘǎ ƳŀŘŜ ōŜŎƻƳŜ ƛƳǇƻǎǎƛōƭŜ ǘƻ 
meet, employees leave. hƴ ǘƘŜ ŎƻƴǾŜǊǎŜΣ ōƛƎ ŎƻƳǇŀƴƛŜǎ ǇǊŜŦŜǊ ǘƻ ΨŎŀǎƘΩ ŜǾŜǊȅǘƘƛƴƎΣ ǿƛǘƘ ǇƻƭƛŎƛŜǎ ŘǊƛǾŜƴ ōȅ ŀ 
standardised approach, and therefore lose touch with employees and their families. A new trend is to recruit 
from smaller towns, rather than from big cities, and reducing the standards for recruitment. However, in this 
case the challenge lies in supporting their unique needs, because organisational structures are not geared for 
this. An increasing fear amongst companies is that employee dissatisfaction could soon pave way for the 
revival of unionism.  

 
{ƻƳŜ ŎƘŀƭƭŜƴƎŜǎ ŀǇǇƭȅ ǘƻ ōƻǘƘ ƭŀǊƎŜ ŀƴŘ ǎƳŀƭƭ ŎƻƳǇŀƴƛŜǎΣ ŜǎǇŜŎƛŀƭƭȅ ǘƘŜ Ψǎŀȅ ŀƴŘ ŘƻΩ ƎŀǇΦ hǘƘŜǊ ŎƻƳǇŀƴƛŜǎ 
ŀǇǇƭȅ ǘƘŜ ΨƛƴƧŜŎǘƛƻƴ ŀǇǇǊƻŀŎƘΩ ǘƻ ƘƛǊƛƴƎ ǘƘŜ ōŜǎǘ ǇŜƻǇƭŜΣ ŀƴŘ ǇƻǎƛǘƛƻƴƛƴƎ ǘƘŜƳ ŀǘ ǘƘŜ ǾŜǊȅ ǘƻǇΦ ¢ƘŜ ǊŜǎǳƭǘ ƛǎ ŀ 
heterogeneous employee mix which creates a dissonance. Interestingly, however, with the increasing ability 
to reason, pin point and compute, companies stilƭ ŘƻƴΩǘ ƪƴƻǿ Ƙƻǿ ǘƻ ǎƻƭǾŜ ǘƘƛǎ ŎƘŀƭƭŜƴƎŜΦ 
 
Shift in mind-sets, and how that was catalysed 
 
The core in many companies remains the same. That said, a lot of them have also understood and accepted 
the changes, and are now emulating best practises with external help. Many organisations have made 
employee motivation and retention as one of the key 
responsibility areas. A few things can influence mindsets. 
One needs to recognise the fact that it takes time to shape 
behaviours, and efforts made in this direction do not always 
see the desired result. Over a period of time, teams with 
better dynamics perform better, and if companies reward 
based on performance, these teams are likely to be 
motivated to close the gap. Job rotation helps, as does giving 
functional roles, working directly with the CEO, in addition 
to training. If a company focuses on the 29 ς 33 age groups, 
the return on investment is higher than that for the 25 to 29 
age group. Retaining people has become frustrating for 
midsized companies because emǇƭƻȅŜŜǎ ŀǊŜ ΨƳŜǊŎŜƴŀǊƛŜǎΩ 
who need rapid growth, and along with the limited 
bandwidth mentoring them is a challenge. Info Edge 
experienced rapid growth of 60 to 80%, therefore most 
employees were in jobs that grew faster than their 
capabilities. Although this is a challenge, growth motivates young people. That said, companies still cannot 
escape from managing talent or competition on compensation. The Rupee is strengthening rapidly, therefore 
it is unlikely that the IT industry will be hiring in droves as in previous years. The other sectors must reinvent 
themselves in order to attract talent.  

 
Things done by organisations to attract and retain talent... 
 
Nowadays a lot of organisations are hiring external experts to chart out the best way forward at the very 
beginning. When an organisation grows from an entrepreneurship to a corporate, employees lose the aura of 
working with promoters, which results in communication down the hierarchy becoming essential. There are 
many soft ways to retain people such as; communication, innovation, job rotation and through very strong 
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induction programmes. It has also been observed that when an employee stays for 3 years, they are likely to 
stay on for a long time. The top management at Info Edge have been with the organisation for at least 8 
years. As a small and rapidly growing company, the standards increase year-on-year, and so if employees can 
last that long within the organisation it is only fair to retain them. 9ǾŜǊȅ ƳŀƴŀƎŜƳŜƴǘ ƎŜǘǎ ǘƘŜ ǿƻǊƪŜǊΩǎ ǳƴƛƻƴ 
they deserve! In the same vein, the challenge is to think differently, irrespective of the industry. 
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The reason why MSSG 
became more conscious of the 
growing need for information 
security was their IPO. It took 
them 30 months to prepare 
the processes and they have 
certainly become more 
compliant then. This is 
certainly one area where an 
external impetus is required; 
otherwise it may not be of 
interest. 

 

SESSION III 
COMPLIANCE AND BEYOND: will governance be the differentiator? 
Capt Raghu Raman, Chief Executive Officer, Mahindra SSG 
Deb Deep Sengupta, Vice President ς SME and Channels, SAP Subcontinent 

 
9ƴǘŜǊǇǊƛǎŜǎ ƛƴ LƴŘƛŀ ŀǊŜ ǿŜƭƭ ŀǿŀǊŜ ƻŦ ΨƛƴŦƻǊƳŀǘƛƻƴ ǎŜŎǳǊƛǘȅΩΣ ŀƭǘƘƻǳƎƘ ƴƻǘ ƳǳŎƘ ƛǎ ōŜƛƴƎ ŘƻƴŜ ǘƻ ƛƳǇƭŜƳŜƴǘ 
initiatives to curtail the associated risks. Information security is not about defining confidential documents or 
following processes. It is about ensuring the desired outcome to mitigate potential risks and losses. Many 
companies have robust compliance policies, yet when audited; their dustbins contain confidential 
documents, which render the entire initiative futile. Companies today need to take this subject more 
ǎŜǊƛƻǳǎƭȅ ŀƴŘ ƴƻǘ ōŜ ŎƻƳǇƭŀŎŜƴǘΦ ¢ƘŜȅ ƴƻǘ ƻƴƭȅ ƴŜŜŘ ǘƻ ǾƛŜǿ ǘƘƛǎ ŀǎ ƳŀƴŘŀǘƻǊȅΣ ōǳǘ ŀǎ ΨǾƛǘŀƭΩ ŦƻǊ ŜȄƛǎǘŜƴŎŜΦ  

 
LǘΩǎ ŀƭƭ ƛƴ ǘƘŜ ƳƛƴŘΗ 
 
IƴŦƻǊƳŀǘƛƻƴ {ŜŎǳǊƛǘȅΩ ƛǎ ǾƛŜǿŜŘ ŀǎ ŀƴ ŜȄǇŜƴǎƛǾŜ ǇǊƻǇƻǎƛǘƛƻƴΦ /ƻƳǇŀƴƛŜǎ will generally try to calculate the ROI 
of an information security investment, and this is where they usually flounder. How can companies measure 
the ROI of something that has yet to happen? The fact is that the cost of 
implementing information security compliance regulations and processes 
is relatively inexpensive when you consider the potential losses that can 
result from information security breaches. Generally, organisations put 
issues relating to information security on the sideline as they are too 
busy handling existing business responsibilities. It is imperative that 
information security be treated as a critical priority. Medium sized 
enterprises generally consult an information security expert when they 
pitch for larger business relationships, or while entering into a joint 
venture, where they suddenly face the request to look into their systems 
and processes. It is then the realisation, that although some information 
security processes are in place, huge gaps still exist, strikes. When a 
company hires an information security service and questions the staff on 
whether information breaches can ever be eliminated, can a secure 
organisation ever exist? ¢ƘŜ ōǳǎƛƴŜǎǎ ǇƘƛƭƻǎƻǇƘȅ ŦƻǊ ƘƛǊƛƴƎ ƛƴŦƻǊƳŀǘƛƻƴ ǎŜŎǳǊƛǘȅ ǎŜǊǾƛŎŜǎ ƛǎ ƴƻǘ ǘƻ ΨǇƻƭƛŎŜΩ 
employees. The service entails catching lapses in security where critical information may be leaked without 
you or your employees even realising it. For instance, information relating to mergers and acquisitions, 
strategy, unaudited financial results, succession planning, research and development etc., are all highly 
sensitive and could dramatically affect your business should it fall into the wrong hands.  
 
! ǊŜŎŜƴǘ ǎǳǊǾŜȅ ƻƴ ŎƻǊǇƻǊŀǘŜ ǎŜŎǳǊƛǘȅ ŎƻƴŘǳŎǘŜŘ ōȅ фΦф LƴǎƛƎƘǘǎ ƻƴ ōŜƘŀƭŦ ƻŦ aŀƘƛƴŘǊŀ {{D ǎƘƻǿŜŘ ǘƘŀǘ /9hΩǎ 
thought their companies were at greater risk from information security breaches when compared to their 
/LhΩǎΦ tŜǊƘŀǇǎ ǘƘŜ /9hΩǎ ŀƴŘ /LhΩǎ ŀǊŜ ŘƛǎŎƻƴƴŜŎǘŜŘΣ ƛŦ ƴƻǘ ƛƴ ǎǘŀǘŜ ƻŦ ŘŜƴƛŀƭ ƻŦ ǘƘŜ ǊƛǎƪǎΦ  
 
It could be a stretch to say that governance (Information security compliance) is not a source of competitive 
advantage, but is in fact an enabler for sustained local and global growth. One may be a high growth company 
and better, if not best in class, but one needs to know that it is governance and leadership that will 
differentiate them going forward. Governance is necessary to sustain your position at the top but will not 
help you achieve your goals. It is about drawing a list of key priorities where strategy and execution take 
precedence. You need several things in order to succeed as a company that takes the leap forward from small 
to medium and medium to large. Balancing structured processes with good governance will ultimately deliver 
growth and boost the reputation of the company and that of its CEO. Everything is a sub-set of governance, 
ranging from strategy, people, manufacturing practices, business development, corporate communication 
and marketing. 
 
Traditionally, it was considered to be a financial discipline, but today governance covers the entire gamut of 
business practices. It is a philosophy that needs to be introduced right from the start, to ensure dynamic 
growth. Information security comes at a price, although cost is primarily relative to the requirement, and 



 

 
The Growth Forum Leadership Summit               14 

guarantees in the information security space are not practical (Mahindra MSSG is trying to establish if the 
medium sized companies are trying to escape a hygiene cost).It is ironic that clients seek a guarantee when in 
business everything is a calculated risk. The aim of the information security system is to set a road-map and 
set processes in place. The largest cost to mid-sized companies is in establishing the mind-share of the CEO 
along with the top management. The belief that cost is mostly in financial terms goes against the entire 
concept. Information security is an initiative similar to the ISO 9000 and Six Sigma. 
 
The Indian mind-set is very innovative; the more you find out, the more information security becomes 
relevant. Many Indian managers believe growth is stunted by risk management and governance. In fact, it is 
an enabler. 
 
Price to pay ς information security breach: 
 
Mid size companies in emerging economies face similar challenges though it is it is unlikely that governance 
(information security compliance) is at the top of their priority list. Therefore, when mid-sized companies 
begin to export, for instance in the automotive sector, spare parts problems may arise leading to the 
ŎƻƳǇŀƴȅΩǎ ǎƘǳǘ ŘƻǿƴΦ IƻǿŜǾŜǊΣ ǘƘŜ ƭŀǊƎŜǊ ŎƻƳǇŀƴȅ όab/ύ ǿƘƻǎŜ ōǊŀƴŘ ǊŜǎǘǎ ƻƴ ǊŜƭƛŀōƛƭƛǘȅ Ƴŀȅ ƘŀǾŜ ǘƻ 
recall the vehicles, face brand reputation issues, all of which make it imperative that governance and risk 
management be given top priority.  
 
In many instances there is confusion between information security and confidentiality. It is actually about 
keeping the board abreast with the reality of the risks within the company.  
 
Mismatch in systems and compliance procedures: 
 
Many companies come to India in search for local partners. In many cases the international companies have 
concerns as they believe their brand is far more valuable and their stakes are much higher. To address these 
concerns, when entering a JV, they lay down norms which are stricter than the standards they follow 
themselves. To a large extent product quality and tests are taken care of by the larger party and has to be 
deciphered by the local company. Most of the demands made by these companies are on product related 
issues, and almost none on the information security front. 
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SpiceJet was founded on the simple premise that it was possible to eliminate costs, and build a low-
cost carrier at a time when aspirations for air travel were on the rise as a resultant outcome of 
increased spending capacities. The investors, however, were sceptical since India was still viewed as a 
limited airline market, and more so since the venture was being led by a first-time entrepreneur. 
SpiceJet, on the other hand, continued to believe in its core idea and the team. The team highlighted 
the fact that the exorbitant industry-wide cost base was responsible for existent expensive flights. 
Equally challenging were the prevailing operational structures and branding issues, which conflicted 
ǿƛǘƘ {ǇƛŎŜWŜǘΩǎ ƛƴǘŜƴǘƛƻƴ ƻŦ ŜƭƛƳƛƴŀǘƛƴƎ ŀƎŜƴǘǎ ŀƴŘ ǊŜŘǳŎƛƴƎ ŦŜŜǎ ǘƘǊƻǳƎƘ ǘƘŜ ƛƴǘŜǊnet booking model. 
The founders also insisted that if the prices were sufficiently low people would book flights even at 
cyber-cafes through borrowed credit cards. 

SESSION IV 
THE CEO: necessarily superhuman? 
Ajay Singh, Director, SpiceJet 
Lt. Col. H S Bedi, Chairman and Managing Director, Tulip IT 

 
The faster a company grows, the greater the pressure upon its CEO to evolve as a leader, visionary and 
hands-on manager across a number of fields. It is therefore, imperative for the ownerςmanager to have a 
grasp on the critical aspects of growth, such as, visioning and team-building, attracting talent, enhancing 
performance, and managing operational and technical change; all at the same time. While businesses grow 

out of ideas that look simple, managing them is a fairly complex task. In a world of rapid change and little 
stability, the role of the CEO is under enormous pressure. Market turbulence, new technologies, 
demographic shifts and globalisation have transformed organisational life, where a CEO must define 
the vision of his company, articulate and link the inputs of various stakeholders, the environment and 
competition, and forge a clear strategy that drives the institution towards its ultimate goal. 
 
Success arises from the ability to innovate, and create new and different markets. It is therefore, important 
for a CEO to build teams who will continuously innovate, and create successful businesses which will invite 
healthy competition. Leaders must be effective listeners who can filter the best ideas for the business and 
continue to build on them.  

 
At every stage of growth there are partners. One needs to have a passion for the business they are in; 
merely looking to reshape the balance sheet does not guarantee success. There are a lot of talented people 
in the country, but, they must be inspired to believe they will build something they can be proud of. The 
SpiceJet experience clearly shows that letting-go part of the business to talented people disproportionately 
increased the value of the business. 
 
Initially, there is no alternative to getting involved in every aspect of the business. Gradually, it becomes 
important to employ self inspired people who can carry the business forward. LƴŎǊŜŀǎƛƴƎƭȅΣ /9hΨǎ ƴŜŜd to 
spend time thinking about the long-term rather than the day-to-day operational issues. It is necessary for a 
CEO to know how the business fits into the overall economic environment, and how the business is likely to 
be affected by the global economy.  
 
Some businesses allow for long-term visibility while others do not. In industries such as 
telecommunications, regulations change, new customers emerge, competition becomes intense, and 
products evolve on a regular basis. This makes it difficult to have visibility beyond 2 to 3 years. Recruitment 
policies and business investments should be long-term plans, which balance these goals. 
 
From an investors perspective having confidence in the team that is taking over is essential. As long as the 
hand-over process is explained properly and transparently conducted investors will support the transition. 
While it is difficult and painful to handover the control of business to someone else but it is necessary. The 
succession should happen quickly else it erodes the ƴŜǿ ǘŜŀƳΩǎ ŀǳǘƘƻǊƛǘȅ ŀƴŘ ŘŀƳŀƎŜǎ ǘƘŜ ōǳǎƛƴŜǎǎ 
tremendously. ΨLetting-ƎƻΩ ƛǎ ǇƻǎǎƛōƭŜ ǿƘŜƴ ŜƳǇƭƻȅŜŜǎ ǇǊƻǾŜ ǘƘŜƳǎŜƭǾŜǎ ƛƴ ǘƘŜ ōǳǎƛƴŜǎǎΦ 9ǾŜƴ ŀŦǘŜǊǿŀǊŘǎΣ 
entrepreneurs must be continuously involved in providing a direction to the business. 
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SESSION V 
PARTNERING WITH THE BIGGIES: no right answers 
Cyrus Guzder, Chairman and Managing Director, AFL 

 
Growth 

 
Now that the liberalisation of Indian industry and markets is well underway and protection for medium-sized 
enterprises is being progressively reduced, they are feeling the heat of competition. Managing a business 
profitably has become very challenging; indeed for many, the issue is how to ensure survival. 
 
DǊƻǿǘƘ ƛǎ ƪŜȅ ǘƻǿŀǊŘǎ ŜƴƭŀǊƎƛƴƎ ƻƴŜΩǎ ŎǳǎǘƻƳŜǊ ōŀǎŜ ǘƻ ŘŜǊƛǾŜ ŜŎƻƴƻƳƛŜǎ ƻŦ ǎŎŀƭŜ ŀƴŘ ǘƻ ǇǊƻǘŜŎǘ ǇǊƛŎƛƴg 
power. Fortunately, the economy now offers several opportunities to grow and avenues to achieve growth 
are also expanding.  
 

Why joint ventures (JVs)? 
 

Faced with problems like high market pressure, attrition and other fundamental business challenges, 
medium-sized companies often find partnering with larger multinational companies an irresistible approach. 
It provides them with immediate access to the elite world of global players within a very short time span. The 
alliance also brings home a large inflow of technology/knowledge and fresh sources of capital to enhance 
infrastructure.  
 
The multinational, on the other hand, enjoys access to the emerging and lucrative Indian market. It also 
acquires critical business intelligence ς knowledge of the local market, consumer preferences etc. This 
significantly reduces geographical expansion risks, ensures that regulatory restrictions are met and provides 
high quality talent at a reasonable cost.  

 
Evolution of joint ventures 

 
The impetus for JVs in the 1960s and 70s, was primarily to bring in products to the closed Indian market. Post 
liberalisation, this rationale fundamentally changed as multinationals could sell products directly and set-up 
manufacturing facilities through wholly-owned or majority owned subsidiaries. While the early 90s witnessed 
a slew of JVs, post 1997, there was a relative slowdown.  

 
 

{ƻƳŜ ǿƻǊƪΣ ǎƻƳŜ ŘƻƴΩǘΦΦΦ 
 

Some joint ventures that worked well for a considerable period of time include ς  
 

¶ Modi XeroxΥ aƻŘƛΩǎ ƎŀƛƴŜŘ ǎŎŀƭŜ ŀƴŘ ǇǊƻŦƛƭŜΤ ·Ŝrox learnt the distribution and copier usage model 
that worked well for India. 

¶ Sanmar Group: They have atleast 15 JVs with many international business partners in diverse 
businesses. 

¶ ING Vysya: Vysya gained experience in a variety of new financial products and services, while ING 
gained a strong branch network. 

 

Despite the success stories, many partner companies have separated. In the last ten years, many more 
have unravelled than have endured. Where they failed to keep the partnership going, the MNC sold to the 
Indian partner or vice-versa. Sometimes, the differences were so great that the JVs became publicly 
dysfunctional. 
 

 
The DNA of stability and instability 

 
The inherent causes for most JV failures include poor strategy, weak management, cultural incompatibility 
and inequitable deals. Deeper reasons include the fundamental asymmetry between the learning 
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opportunities of the MNCs and Indian companies.  
 

MNCs, usually, have greater intent and capability to acquire, and internalise knowledge. So once they have 
learnt from their Indian counterparts they exert their bargaining power to enhance their share of business. 
Meanwhile, the Indian partners look for short-term intangible benefits rather than enhancement of 
knowledge for the long-term.  

 
The manner in which the partners contribute resources is also asymmetrical. Where the Indian partner 
ǇǊƻǾƛŘŜǎ ƭƻŎŀƭ ƪƴƻǿƭŜŘƎŜ ŀƴŘ ΨŦƻƻǘ ǎƻƭŘƛŜǊǎΩΣ ǘƘŜ ab/ ǇǊƻǾƛŘŜǎ ǘŜŎƘƴƻƭƻƎȅΣ ǇǊƻŘǳŎǘ ƪƴƻǿ-how, branding, 
best practices and relentless bench-marking to raise productivity and service standards. The drawback for 
the Indian partner is that these resources ς many of them intellectual ς are held at the MNC headquarters 
and not easily accessible. 

 
A recurring pitfall for MNCs was that they rushed into JVs with inadequate understanding of the demand. 
This led to conflicts between partners. With time, the relative strengths/ weaknesses of the partners undergo 
change resulting in a stark asymmetry of the strategic direction of each partner.  

 
Evidently, a large number of JVs have a finite life; the initial rationale for their formation rapidly becomes 
obsolete due to a variety of reasons like regulatory changes, emergence of new technology or the risk 
appetite of one partner changes etc.  

 
Identifying the golden rules 

 
JVs are not an ideal structure for growth partnerships. Though sub-optimal at most times, they can still serve 
a limited purpose provided there is alignment between both parties.  

 
Key factors governing alignment... 
 

¶ Honest negotiation: the convergence of long term strategic intentions of both parties and 
highlighting the areas where possibilities of divergence may emerge. 

¶ Common values: attitudes and practices relating to the environment - trade unions, tender 
procedures , political leanings and payment of tax etc - have a strong impact on the ability and 
willingness to partner. 

¶ Clear strengths and weaknesses:  a JV partnership whose shareholding reflects the strengths and 
weaknesses is essential. 

¶ Motivation: the motivation for partnering must be clear. For instance, when a JV is driven by the 
need to meet required regulatory compliance laws, partners need to plan a course of action when 
regulations change.   

¶ Minimal distractions: partners typically require the JV to be protected from family disputes, 
especially if this could disrupt the smooth functioning of the business. 

¶ Company size: when the size of the JV partner is not very large it is worth considering if they could 
be an acquisition target for an even larger company. Large companies constantly acquire small ones, 
which can create conflicts of interest for the JV. 

 
W±ǎ ŀƭǎƻ ƻŦǘŜƴ ǎŜǊǾŜ ŀǎ ŀƴ ŜȄŎŜƭƭŜƴǘ ƳŜŎƘŀƴƛǎƳ ŦƻǊ ŀ ΨƳŀǊǊƛŀƎŜ ƻŦ ŎƻƴǾŜƴƛŜƴŎŜΩ ŦƻǊ ōƻǘƘ ǇŀǊǘƛŜǎ ς accelerating 
the entry of the international partner into the domestic market, and allowing an Indian partner to use the JV 
to build significant value, so that the encashment is more lucrative than a  sell-out early in the Indian 
ŎƻƳǇŀƴȅΩǎ ƎǊƻǿǘƘ ŎȅŎƭŜΦ  

 
New avenues for growth 

 
For SMEs, there is always the opportunity to become a home grown champion, ōǳƛƭŘƛƴƎ ƻƴŜΩǎ ƻǿƴ ōǊŀƴŘ ς 
possibly using PE (private equity) as a catalyst for initial growth but ultimately looking at the capital markets 
to fuel their long term growth strategy.  
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A recent study by McKinsey (in Harvard Business Review) recently identified a number of such champions 
across many emerging markets. In India, for instance, CavinKare marketed shampoos in a sachet and 
ǇǊƻǘŜŎǘŜŘ ǘƘŜƛǊ ƳŀǊƪŜǘ ŦǊƻƳ [ΩhǊŜŀƭΣ ¦ƴƛƭŜǾŜǊ ŀƴŘ IƛƴŘǳǎǘŀƴ [ŜǾŜǊΦ {ǳōƘƛƪǎƘŀ ŘŜǾŜƭƻǇŜŘ ǘƘŜ ƴŜƛƎƘōƻǳǊƘƻƻŘ 
stores model that seŜƪǎ ǘƻ ƻǾŜǊŎƻƳŜ LƴŘƛŀΩǎ ƭƻƎƛǎǘƛŎǎ ŎƘŀƭƭŜƴƎŜΦ  

 
These companies appear to have adopted a number of similar strategies such as creating customised 
products and services; developing business models to overcome local obstacles; deploying latest 
technologies and investing in talent etc. 
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SESSION VI 
THINKING BIG: the art and strategy 
Rajat Gupta, Senior Partner Emeritus, and former Managing Director, McKinsey & Company 

 
Growth is an ongoing and critical paradigm for companies. Overtime, soaring profits and healthy balance 
sheets have created a new breed of mid-sized companies who, through vision and mission are displaying the 
ōǊŀǿƴ ǘƻ ōŜ ŎƻƴǎƛŘŜǊŜŘ Ψ.LDΩΦ Lƴ ǘƘŜƛǊ ƭǳǎǘǊŜ ƛǎ ǎŜŜƴ ǘƘŜƛǊ ŀōƛƭƛǘȅ ǘƻ ōŜŎƻƳŜ ǘƻƳƻǊǊƻǿΩǎ ƎƛŀƴǘǎΣ ŀƴŘ ǘƘŜ ŀǊǘ ǘƻ 
do so has been observed to lie in their ability to translate a vision into action. ¢ƻŘŀȅΣ LƴŘƛŀΩǎ ŜƴǘǊŜǇǊŜƴŜǳǊǎ 
have an expansive view of the world, but many start of without it. 9.9 Media hosted The Growth Forum 
Leadership Summit and exposed one of the most impressive collection of mid-sized businesses to Rajat Gupta, 
who in-turn shared his views and experience with a group that believes ƛƴ άǘƘƛƴƪƛƴƎ ōƛƎέΦ  

 
Lƴ ǘƘŜ мфулΩǎ bȅŎƻƳŜŘ ǿŀǎ ŀ нр Ƴƛƭƭƛƻƴ ŘƻƭƭŀǊ ƳŜŘƛŎŀƭ ŎƻƳǇŀƴȅ ōŀǎŜŘ ƛƴ {ǿƛǘȊŜǊƭŀƴŘΦ ¢ƘŜ .ƭƛȄ ōǊƻǘƘŜǊǎ 
who promoted this company discovered a molecule that enhances medical images and licensed it to 
various global distributors. Their vision ς ǘƻ ōŜ {ŎŀƴŘƛƴŀǾƛŀΩǎ ƭŜŀŘƛƴƎ ǇƘŀǊƳŀŎŜǳǘƛŎŀƭ ŎƻƳǇŀƴȅΦ ¢ƘŜ 
brothers were brilliant scientists, but even they needed to be convinced of the global market potential of 
enhanced medical images. Convincing the Blix brothers of the geographical dimensions of their potential 
market required an identification of various procedures where their discovery could help diagnose 
patients. And thereafter, Nycomed fundamentally shifted from being a Scandinavian focused 
pharmaceutical business to a global contrast media business. The human resource dimension required 
ǘƘŜ .ƭƛȄΩǎ ǘƻ ŎŜŘŜ ƳŀƴŀƎŜƳŜƴǘ ǘƻ ŀ ƴŜǿ ƳŀƴŀƎŜƳŜƴǘ ƛƴ ōǳƛƭŘƛƴƎ ǘƘŜ ǇǊƻŘǳŎǘǎ ǇƻǎƛǘƛƻƴΣ ŀƴŘ distinctive 
value proposition to a global scale. Their long-term licensing arrangements gave 95 % of the profit to 
licensees and 5% of the profit to the Blix brothers. Clearly, they were unaware of their own products 
total market, profit potential, and, as ŀ ǊŜǎǳƭǘΣ ǘƘŜƛǊ ƎǊƻǿǘƘ ǇƻǘŜƴǘƛŀƭ ǿŀǎ ΨƘŀƴŘ-ŎǳŦŦŜŘΩΦ 
 
There was a need to fundamentally renegotiate the contracts and change the businesses economics. 
This 25 million dollar company went on to become the second largest company ς by market 
capitalisation ς in Scandinavia, only after the oil companies. Nycomed later got acquired by Amersham 
plc ŀƴŘ ǘǳǊƴƻǾŜǊ ƎǊŜǿ ǘƻ оΦп .ƛƭƭƛƻƴ 9ǳǊƻΩǎΦ ¢ƻ ǘƘŜƛǊ ŎǊŜŘƛǘΣ ǘƘŜ .ƭƛȄ ōǊƻǘƘŜǊǎ ǳƴŘŜǊǎǘƻƻŘ ǘƘŜȅ ǿere good 
at science and did not believe they could take their business global. Their Scandinavia-centric approach 
did not allow the business to grow and operate in a global fashion.   
 

 
DǊƻǿǘƘ ƛǎ Ǿƛǘŀƭ ŦƻǊ ŀ ōǳǎƛƴŜǎǎΩǎ ǾƛōǊŀƴŎȅ ŀƴŘ ŜƴŜǊƎȅΤ ŘȅƴŀƳƛŎ ƻǊƎŀƴƛǎations create more than wealth. 
9ƴǘǊŜǇǊŜƴŜǳǊǎ ƻŦǘŜƴ ŘƻƴΩǘ ŀƭƛƎƴ ƭŜŀŘŜǊ ƛƴǘŜǊŜǎǘǎ ŀƴŘ ǎƘŀǊŜ ƛƴ ǘƘŜ ŎǊŜŀǘƛƻƴ ƻŦ ǾŀƭǳŜΣ which is vital to a 
ŎƻƳǇŀƴȅΩǎ ǎǳŎŎŜǎǎΦ In the process of growth, its nature ς organic and inorganic ς should be assessed and 
good companies do both. Selecting where and how companies compete should be done keeping growth in 
mind, and how the evolving industry structure allows for the creation of an enterprise of scale and 
competitive advantage. Studies show a co-relation exists between scale and returns as well as market 
leadership with returns. It is important for entrepreneurs to give some control and broaden the management 
team, often entrepreneurs do not take the idea well. 

 
Strategies companies applied to grow in spite of a slowing economy: 
 
In a shrinking and stagnant market, a look at the long-term entrenched competitor is necessary because 
when growth is slow, growth share movements are small. Invariably, restructuring or collaborating to create 
size and scale ads value. Airlines do not make money, and actors in the entire chain make money. The answer 
usually lies in the industry structure and there is no question that in a fragmented market structure looking 
to create an enterprise of substantial scale can be done through inorganic growth. 

 
Small companies becoming suppliers to large organisation: 
 
Companies involved in business to business selling, must align with the interests of the end customer. In a 
business to consumer scenario, branding is essential, however, there is nothing like one customer at a time 
and building a large network of customers should be the effort. 

 

http://en.wikipedia.org/wiki/Amersham_plc
http://en.wikipedia.org/wiki/Amersham_plc
http://en.wikipedia.org/wiki/Amersham_plc
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In the transition from a rapidly growing start-up, employees become attractive to larger companies and 
therefore difficult to retain, how can this be managed?  
 
There are no easy answers to leadership. Firstly, there is an industry of very good head hunters who can 
match entrepreneurs and CEOs, who eventually have a tremendous impact on their business. Many 
companies maintain an ongoing relationship with these head hunters. In many situations it is good to 
develop a broad theme; many successful leaders overinvest in this dimension.  Building the right team as 
opposed to hiring the next high flying CEO is more important, because having a transition, dialogue with 
defined roles is important. Entrepreneurs tend to be good strategists, while it is not true in all cases, but the 
fundamental issue is getting professional help which can objectively manage this dynamic.  
 
Companies do not make the right trade-offs in aligning incentives for key people. Giving proper, explicit 
incentives grows the size of the pie, and successful companies provide alignment incentives to key people, 
and therefore, share the wealth created. The other route involves creating a culture where teams are 
rewarded, recognised, and are a true part of the leadership. Medium sized companies with potential are in a 
good position to attract talent, because they have successfully dealt with the initial risk of failure which 
discourages talent. Medium sized businesses are established, and hold good upside potential, while large 
companies have a tougher time to offer this. 
 
The best way forward ς acquisitions, diversification, or buying larger companies:  
 
Different management research, especially in India, confirms the necessity of diversification. There is no one 
model or no right answerΣ ǘƘŜǊŜŦƻǊŜ ƛǘ ŀƭƭ ŘŜǇŜƴŘǎΦ Lƴ ǘƘŜ ƻǾŜǊŀƭƭ ǎŜƴǎŜΣ ŘƛǾŜǊǎƛŦƛŎŀǘƛƻƴ ƛƴŎǊŜŀǎŜǎ ŀ ŎƻƳǇŀƴȅΩǎ 
footprint, and many companies successfully build on it, depending on the available management band-width. 
[ŜǾŜǊŀƎŜ ΨŎǳǘǎ ōƻǘƘ ǿŀȅǎΩΦ ! ƘƛƎƘƭȅ ƭŜǾŜǊŀƎŜŘ ǘǊŀƴǎŀŎǘƛƻƴ ƛǎ ŀƴ ƻǇǇƻǊǘǳƴƛǘȅ ǘƻ ŎǊŜŀǘŜ ƛƳƳŜƴǎŜ ǿŜŀƭǘƘ ōǳǘ 
can equally bankrupt a company. The risk profile is preferable in a loose credit environment such as that of 
the last decade; analysis of private equity returns show that 70 - 80 % of the returns have not been created 
by value added but by accessing cheap capital.  
 
It is time for Indian companies to become global because there are larger opportunities for India to be more 
effective globally as opposed to China. Successful acquisitions relate to skill acquisition as opposed to 
geographical expansion; although it increases the complexity and challenge of managing across time zones, 
cultures and management groups.  
 
Common mistakes made by mid-sized companies in the transition to being large enterprises: 
 
Ensuring to attract the best talent is very critical, which makes it easier to add value in a competitive space. 
Often the inorganic growth path could help in starting a business and a sufficient amount of time and 
external inputs to identify the hidden gems which may be outside of the mind-set of the starters. This is done 
by being in touch with customers and the market at large.  
 
While adding enormous value to the economy in terms of jobs, it is critical to use the inherent skills and 
those acquired to give to the larger development of society and these are often needed in other sectors. 
Public private partnerships could create opportunities and give an immense amount of satisfaction.  
 
The right mix of internal and external leaders: 
 
Many companies prefer to recruit raw talent, and promote them, however off late there has been a shift in 
organisations, in prudent measure, where they bring in talent from outside, and mix it with the internal. It is 
good to bring in some agents of change. Bringing outside talent helps break the isolation and insulation of 
the organisation from outside thinking. In much of the medium sized companies, businesses grow faster than 
the capabilities of the talent, which is a good opportunity to overinvest in the incoming talent in order to 
develop that opportunity, and bench strength. Many companies worry if they can afford it, but it is always 
healthy to bring in outsiders to change the mind-set. This however, should be done bearing the employee 
ŎƻƳǇŜƴǎŀǘƛƻƴ ƻǊ ƻǳǘǎƛŘŜǊΩǎ Ŏƻǎǘǎ ƛƴ ƳƛƴŘΦ It is better to bring in an employee at a market clearing price and 
then build on that internally to foster a meritocratic institution which values employee in terms of their 
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contribution to the organisation. Rather, at the start-up phase, companies are small, and employees are 
friends and families who forgo their earnings. However, when external capital comes in, and some of the 
founding employees may not be suited to the growth of the company. It then becomes difficult to predict the 
path along which a company structure has to grow. It can be a traumatic process, but if one is fair and 
equitable a lot of founders are serial entrepreneurs who will continue to be happy leading start-ups. It 
requires a frank discussion, and an on-going dialogue between founders and entrepreneurs, and a fair return 
for the effort.  
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SESSION VII 
GLOBAL ΨDO-GETTERSΩ 
Dilip Kapur, Chairman and Managing Director, Hidesign 
Pramod Chaudhari, Chairman, Praj Industries 

 
HIDESIGN: A UNIQUE CRAFTSMANSHIP 
 
Globalising operations is fast emerging as both a necessity and a benchmark for competitive success. But not 
all companies may yet be ready to take this leap. Pioneers, who have set up successful global operations, 
ƘŀǾŜ ƛƴǎƛƎƘǘǎ ƛƴǘƻ ǿƘŀǘ ƛƴŘƛŎŀǘƻǊǎ ŀ ŎƻƳǇŀƴȅ ǎƘƻǳƭŘ ǳǎŜ ǘƻ ƎŀǳƎŜ ƛǘǎ ΨƎƭƻōŀƭ ǊŜŀŘƛƴŜǎǎΩ ŀƴŘ ŀƴŀƭȅǎŜ ǊƛǎƪǎΦ !ǊŜ 
there some sure-ǎƘƻǘ ΨǎǳŎŎŜǎǎ ǎǘǊŀǘŜƎƛŜǎΩΤ ŀǊŜ ǘƘŜǊŜ ǎŀŦŜƎǳŀǊŘǎ ǘƘŀǘ ƻƴŜ Ŏŀƴ ōǳƛƭŘ-in?   
 
Mid-sized companies face daunting obstacles when they try to expand internationally. One of the more 
difficult tasks faced by them, is to build a brand.  To build a brand in markets like Europe, large advertising 
spends are required. If you manage to establish the brand in about six or seven countries, then you are more 
or less international. The main issue is how to build a brand country by country, since media communication 
is not affordable everywhere. Very often, companies also look at stores as a brand-building tool.  

 
Exclusive and unique products ς design makes the day! 
 
For any brand to go international it must possess uniqueness. Garments and accessories produced out of the 
Indian and Chinese markets are still expert copies. All reputed stores in the US or Europe, stock only originals 
and constantly turn down Indian producers since quality and not price is the criteria for them.  
 
Design is the key to providing a cutting edge to any product. The designs created by Hidesign are meant to 
give the product an international look ς as a result the unique designs appeal to global customers.  
 
Cutting edge  
 
CǊƻƳ ǘƘŜ ǎǘŀǊǘΣ IƛŘŜǎƛƎƴ Ƙŀǎ ŦƻƭƭƻǿŜŘ ǘƘŜ ΨƴŀǘǳǊŀƭΩ ǊƻǳǘŜΦ ¢ƘŜ ŦƛǘǘƛƴƎǎ ǳǎŜŘ ŀǊŜ ǊƻǳƎƘ ōŜŎŀǳǎŜ ǘƘŜȅ ŀǊŜ ǎƻƭƛŘ 
brass as opposed to die-cast. India has had a long tradition of ecological production, such as tanning leather 
with vegetables. Hidesign is considered a leader in non-polluting vegetable tanning of leather. 
 

 
Partnering the right way 
 
Finding the right partners was most critical to the successful globalisation of Hidesign. This did not 
necessarily mean working with large partners - they tend to be less interested in the growth of the smaller 
partner. In fact, passionate amateurs with motivation proved to be the best partners for selling Hidesign. For 
instance, the UK partner for Hidesign is an architect, the distributor in South Africa is a dancer and the person 
in Russia is an engineer. Partners provide contacts and knowledge of the local market which is very useful.  

 
Growth strategy 
 
The high-end luxury market is a niche one in India. Here, growth can come from a horizontal growth across 
markets as opposed to trying a vertical route. If Hidesign had to grow vertically, it would have to make 
products that were less global and the price would have to go down in order to appeal to a mass market. 
 
Hidesign started retail outlets in India since it did not have the confidence in the existing multi-brand store 
format. Only some stores understand the message communicated by a brand; internationally multi-brand 
stores allow for a shop-in-shop. The problem in India is that even in the best multi-brand stores certain 
brands may be given a go-by.  
 
Further, it is essential to register a brand long before entering a new market. Chances of competitors 
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registering the brand are very high, making it more risky not to register; furthermore, the challenge of 
regaining a brand is even more challenging. 

 
 

PRAJ: ON THE GLOBAL ROUTE 
 
Introduction 
 
Praj Industries was founded in 1984. In the initial 7-8 years, the focus was on establishing a customer 
network. The first phase of international operations began in Southeast Asia. To build a strong brand name, 
Praj Industries shifted to Singapore and entered into a joint venture with a Chinese company. This allowed 
Praj instant international presence in a region where most businessmen were Chinese. It also strengthened 
ǘƘŜ ŎƻƳǇŀƴȅΩǎ ǇǊŜǎŜƴŎŜ ƛƴ ŎƻǳƴǘǊƛŜǎ ƭƛƪŜ LƴŘƻƴŜǎƛŀ ŀƴŘ tƘƛƭƛǇǇƛƴŜǎΦ  
 
International presence 
 
The 1997 economic meltdown in Asia led to a currency breakdown and business almost went into a lull. Praj 
Industries had to mitigate risks and using the Ansoff model, the company started off on a horizontal growth 
path. Since the fermentation business has a strong correlation with climatic conditions, Praj Industries 
entered equatorial countries like Guatemala, Nicaragua, El Salvador, Jamaica and St Kitts resulting in 
volumes, profits and increased brand recognition. The next globalisation phase began in 2003-04, with Praj 
Industries entering temperate sub-tropical climate economies of USA and Japan. 
 
Today, Praj Industries has established its presence in all five continents, operating out of 40 countries with 50 
per cent turnover in the domestic circuit.  
 
The international business base was gradually shifted to cost-effective Bangkok. Acquisition of a US-based 
company helped Praj Industries make its foray into the North American market. In Europe, it has brokered a 
joint-venture deal with a mid-sized company and recently opened an office in Brazil.  
 
Few Indian companies have had the opportunity to enter both Brazil and China. It is difficult to engage in 
China because of the low Intellectual Property regime and the language barrier. Brazilians are more like-
minded people. But challenges exist in terms of the complex accounting procedures and the bureaucracy. 
This is why going to Brazil on 100 per cent basis, at the very first attempt, should be avoided. 
 
Creating the business ς crucial factors  
 
For an engineering company it is important to have a reference from the domestic market, then ensuring 
growth and profitability. Developing a global business model means developing marketing and distribution 
networks that blend together the domestic staff and Indian expats.  
 
Another important factor is adaptation and customisation to local conditions, in terms of practices, standards 
and culture. Further, there is the role of innovation which is a continuous requirement since customised 
products have greater value. Continuous training of human capital, for instance in the local language, also 
has to be a part of the organisational structure, trickling from the top to the bottom. 
 
In order to attract good talent, the company visits colleges in different parts of Maharashtra, informing final-
year students about manufacturing. Recruiting from colleges in the interiors ensures committed and sincere 
employees who just need some training. Furthermore, taking in large batches of graduates, and more 
recently lady engineers for designing purposes, proved to be useful for talent acquisition at Praj. There is also 
an ESOP scheme to motivate, reward and retain employees as the company is now in the process of moving 
from an entrepreneur/owner-driven company to a professional management driven one.  
 
The company has to be well prepared on the legal front as well as on issues such as liability, patent and 
insurance, the latter being relevant in places like Colombia.   
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Increasing focus and motivation 
 
[ŀǳƴŎƘƛƴƎ ƳƻǾŜƳŜƴǘǎ ǿƛǘƘƛƴ ǘƘŜ ƻǊƎŀƴƛǎŀǘƛƻƴΣ ǎǳŎƘ ŀǎ ŀ άDƻƻŘ ǘƻ DǊŜŀǘέ ȅŜŀǊΣ ōƻƻǎǘ ǘƘŜ ŦƛǊƳΩǎ ŦƻŎǳǎ ŀƴŘ 
motivation level.  
 
Segmenting the market and offering new scope for engineering products and technical services are also 
ŎǊǳŎƛŀƭ ǘƻ ŜȄǇŀƴŘƛƴƎ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ōŀǎŜΦ ¢ƘŜ ƭŀǊƎŜǎǘ ǘƘǊŜŀǘ ǿƛƭƭ ŜƳŜǊƎŜ ŦǊƻƳ ŘŜǾŜƭƻǇƛƴƎ ƳŀǊƪŜǘǎ ƭƛƪŜ /Ƙƛƴŀ 
and Brazil. Though India is sometimes preferred over China, because of the warmth, transparency and the 
language factor, Brazil could definitely pose a stiff threat to India.  
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SESSION VIII 
FUNDING THE BUSINESS: the price of impatience 
Rajeev Samant, Chief Executive Officer, Sula Wines 
Shantanu Prakash, Chairman and Managing Director, Educomp 
Ajay Tandon, Director, Citi Venture Capital International, India 

 
THE SULA STORY 
 
In a fix over funds 
 
Sula wines started operations with an initial investment of Rs 4 crores and subsequently tried to raise funds 
from external sources. Since most banks did not understand the wine business, their proposal was turned 
down at least three times. It finally received funds from Saraswat Cooperative Bank, which agreed to lend 
because they had been bankers to the Samant family over a period of 30 years.  
 
A few years down the line, Sula Wines again struggled for funds. It was difficult to get money out of the 
Private Equity market since it was just emerging. Moreover, in addition to the money, the company was 
looking also ǘƻ ǇŀǊǘƴŜǊ ǿƛǘƘ ǎƻƳŜƻƴŜ ǿƘƻ ŎƻǳƭŘ ŀŎǘ ŀǎ ŀƴ ŀŘǾƛǎƻǊ ŀƴŘ ǎƘŀǊŜ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ƎǊƻǿǘƘ 
aspirations. 
 
Capital gains ς share prices rocket; turnover touches Rs 50 crores 
 
Soon, Sula Wines turned to the capital market in order to raise money for capital-intensive production 
facilities. This time, the shares sold off for four times the value of what it was in the previous year. From Rs 
40, Sula Wines shares are today valued Rs 165 per share.  
 
Further, 35 per cent of the business was acquired by a strategic investor. The company has recently achieved 
a turnover of over Rs 50 crores; the target now is of touching Rs 100 crores and entering the IPO market.  
 
Value of partners 
 
Sula Wines realised the value and worth of private equity investors since they made the company more 
aggressive and hungry for growth. As an entrepreneur, 10 per cent growth sounds good but with a board in 
place the aim becomes that of achieving 70 per cent growth! This is not achievable without the funds that 
got available.    

 

EXPERIENCE AT EDUCOMP 
 
Raising the funds  
 
Educomp Solutions was set-up in 1994, at a time when private equity did not exist. The founders borrowed 
Rs 1 lakh from family to start operations and today, the company has a market capitalisation of Rs 6,500 
crores.  
 
The paradigms have now changed and the young entrepreneurs can now access private equity and raise 
money within a short time span. However, one must carefully decide whether such kind of money is 
required. The next big question is to find out who is going to be the investor and on what kind of terms 
should the money be raised. Another important thing to ensure is that the goals of the entrepreneur align 
with that of the venture capital investor. 
 
How the business grew: the role of venture capital 
 
Educomp grew by raising loans at a flat 14 per cent interest rate. Fortunately, the business generated a 
higher rate of return on capital investments and the company could afford to pay the loans off. Afterwards, 
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the company moved on to taking venture capital funds by giving away a small stake of the company. It used 
that capital injection to reach the next level of growth and took the company public. Educomp recently 
invested money in six strategic private equity deals in different educational ventures; the company now 
being in a position to fund young aspiring entrepreneurs. 
 
Venture Capital is not the only source of external equity capital. There is a lot of strategic venture capital that 
is available. A lot of venture capital investors suggest that they bring a lot of ΨǾŀƭǳŜΩ ǘƻ ǘƘŜ ōǳǎƛƴŜǎǎΤ ŀƭǘƘƻǳƎƘ 
according to most entrepreneurs the actual value they being is only the funds - 80 per cent of the value that 
venture capital investors bring is money, 15 per cent is about bringing a new thinking to the system like 
creating new processes and financial discipline.  
 

THE BANKERΩS PERSPECTIVE 
 
Why need investor money? 
 
The question of financing depends upon what suits the business plan, how robust is the business and the 
proposition. Without a strong entrepreneurship, a business plan is worthless and even less valuable without 
a vision. Every plan has to be realistic depending on the available internal and external resources.  Given the 
different conflicts that an entrepreneur faces, he has to set benchmarks for his business. While doing that, it 
does not necessarily mean one has to downsize his or her ambition or vision. What one has to keep in mind is 
the reality and available funds. 
 
Equity or debt 
 
Businesses can commence initial operations with capital from family and friends or through venture capital 
funding.  
 
Equity lays the foundation for every business and there are plenty of choices available. No business can 
survive or grow purely on debt. In the initial stages, debt is very risky, unless it is backed by high-quality liquid 
assets which can be pledged if something goes wrong. Another way to get funds is venture lending which is 
catching up in India.  
 
In the US, it already accounts for 20-25 per cent of all initial funding. Thereafter, companies get into the next 
phase of growth capital and debt, thereafter heading for the IPO market. But the important thing is to build a 
strong platform, which is either on the basis of self funding, private equity and venture lending or debt.  
 
Both the equity and debt provider are looking for the business to generate cash flows ς the equity provider is 
looking for longer-term while the debt provider is looking at short-term cash flows. Finally, both the equity 
and debt provider look for some kind of checks and controls. While perspectives differ, both try to keep the 
business on its path and changing it in a collaborative fashion than a unilateral fashion.  
 
The difference 
  
Equity provides an initial foundation for a business. When a firm has crossed the initial four or five years, it 
can access other sources of debt and also have the capacity to leverage both cash flow and asset bases. 
Equity builds the base and looks for long-term growth of the company. Debt requires a minimum capital 
before coming in. 
 
The second key difference is that equity is dilutive; it looks at long-term growth and accommodates internal 
short-term constraints and negative cash flows. A debt situation is typically not dilutive, but has near calls on 
cash flows.  
 
In the case of equity financing, it is not hard to find a partner ς this can be an active partner who shares ideas 
and provides an independent perspective. In the case of debt, there is passive monitoring involved. Equity 
partners are more collaborative because they look at long-term growth. But it very important that one 
chooses the right kind of partner and both have the same goal in mind. 
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SESSION IX 
LETTING GO: the eternal quest   
Vineet Agarwal, Executive Director, Transport Corporation of India Limited 
Sanjeev Aggarwal, Founder Daksh and Managing Director, Helion Ventures    
Moderated by: Pramath Raj Sinha, Founder and Managing Director, 9.9 Media 

 
Vineet Agarwal 
 
Background 
 
The group was founded by Late PD Agarwal in 1958 as a one man, one truck and one office set-up. The 
company was founded on the principles of ethical practices, customer delight and trust. Following the 
inclusion of other family members in the business, the group was split first in 1975 and subsequently again 
in 1995. At present the business is run by both the second and the third generation.  
 
¢ƻŘŀȅΧ 
 
At present, TCIL ƛǎ LƴŘƛŀΩǎ ƭŀǊƎŜǎǘ ƛƴǘŜƎǊŀǘŜŘ ǎǳǇǇƭȅ ŎƘŀƛƴ ǎƻƭǳǘƛƻƴǎ ǇǊƻǾƛŘŜǊΦ Lǘ ƳƻǾŜǎ ŎŀǊƎƻ ŦǊƻƳ рл ƎǊŀƳǎ 
to 500 tonnes from anywhere to anywhere through all modes of transport ς air, road, sea and rail. The 
group has 1200 company owned offices across the world which employs approximately 6500 employees on 
ŘƛǊŜŎǘ ǇŀȅǊƻƭƭ ŀƴŘ ŀōƻǳǘ нлллл ƻƴ ŀƴ ƻǳǘǎƻǳǊŎŜŘ ōŀǎƛǎΦ ¢ƘŜ ƎǊƻǳǇ ƳƻǾŜǎ нΦр҈ ƻŦ LƴŘƛŀΩǎ D5t ƛƴ ǘŜǊƳǎ ƻŦ 
the value of goods! 
 
Transition to professionalism 
 
The transition to professionalism for the group has been a long one. The logistics industry is highly 
fragmented and competitive with a limited pool of professionals. It is also marred by poor infrastructure 
and bureaucracy.  
 
The fundamental dilemma for TCIL was to choosŜ ōŜǘǿŜŜƴ ΨƎǊƻǿǘƘΩ ŀƴŘ ΨŎƻƴǘǊƻƭΩΦ ¢ƘŜ ǎƛȊŜ ŀƴŘ ƎǊƻǿǘƘ 
plans of the company necessitated the infusion of professionalism ς in the 80s and 90s, several qualified 
ǇǊƻŦŜǎǎƛƻƴŀƭǎ ƭƛƪŜ ŎƘŀǊǘŜǊŜŘ ŀŎŎƻǳƴǘŀƴǘǎ ŀƴŘ a.!ǎ ǿŜǊŜ ƘƛǊŜŘΦ ¢Ƙƛǎ ǿŀǎ ƛƴŘŜŜŘ ŀ ǎǘŀƎŜ ƻŦ ΨƭŜǘǘƛƴƎ ƎƻΩ ŀƴŘ 
when growth started happening. The company was growing at a rapid pace and just prior to the split in 
1995, it had revenues of Rs 250 crores.  
 
There was a huge focus on empowering managers down the line to take on the spot decisions. There was 
also creation of major divisions with respective CEOs. Today, there are 6 CEOs responsible for their 
respective divisions. Further autonomy has been given to divisional CEOs and functional HODs to allow 
better functioning.  
 
Sustaining professionalism 

 
The group heads have their own core committees which meet for quarterly reviews and strategic plan 
reviews. The promoters are a part of this core committee but the chairman of this committee is the 
divisional head. Monthly meetings of the Executive Committee Members take place to review group 
performance and strategic vision and planning. As such there is no day to day interference by the 
promoters. TCIL has implemented the Balance Score Card system at the divisional level to measure 
performance. 

 
Preparing for the future 

 
An independent board of directors of repute has been put in place. The family owns 68% of the shares of 
the company. A 360 degree appraisal system was introduced three years ago which includes the promoters 
as well. They receive active feedback from the divisional CEOs and functional HODs. In the last few years, 
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performance related rewards and ESOPs have also been introduced.    
 
The perception of the company has changed from that of a trucking company to an integrated supply chain 
management logistics company. The company, as a result, has been valued at Rs 700 crores today as 
opposed to its value of Rs 40 crores in 1994. 

 
At family level, all members live and work together and have a family business counsellor who advises 
ŜǾŜǊȅƻƴŜΦ 9ǾŜǊȅƻƴŜΩǎ role and responsibilities have been clearly clarified. There is a clear view on 
succession planning and dispute management. All members contribute personal time towards the TCIL 
Foundation which undertakes social work.  

 
Sanjeev Aggarwal 

 
IBM Daksh ς creating value for clients 
 
The three phases of the journey... 
 
Phase I (conception and entry): In the first phase the focus was on the foundation and it was during this 
time that it got its first customer. A very narrow focus was maintained in the early years with only single 
channel, vertical and city offering. For the first year, the revenue of the company was USD 2 million with 
about 500 employees. After 6 months, the company was split into three units and post a decentralisation 
process; outsiders were brought in to head these units. From one vertical, the company slowly became a 
multi-vertical organisation.  

 
Phase II (reshaping for growth): During the growth phase, the company grew from USD 2 million to USD 18 
million by year two. In the third year, revenues touched USD 30 million. Here the focus was on achieving 
operational excellence and profitable growth through expanded service offerings and a decentralised 
corporate structure. 
 
Phase III (global excellence): The company realised that it had the potential to be a global force and began 
to give shape to its globalisation plans. It opened offices in Europe and North America, Philippines and 
invested well in building the brand. Revenues grew from USD 30 million to USD 60 million. The company 
was acquired by IBM. 

 
¢ƘŜ ǇǊƛƴŎƛǇƭŜ ƻŦ ΨƭŜǘǘƛƴƎ ƎƻΩ ǿŀǎ ŀǘ ǘƘŜ ƘŜŀǊǘ ƻŦ ǘƘŜ ōǳǎƛƴŜǎǎ ς the splitting of the company into different 
business units was a defining moment. Today, Daksh employs around 3500 people. IBM has preserved this 
organisational structure because there is a strong belief that the only way to scale a services company is to 
create self-sufficient micro units. 

 
Key learnings from Daksh: 

 
¶ Constantly changing gears in a rapid growth environment which involves restructuring.  

¶ Empowerment can happen only if there is alignment. Decentralisation has 2 aspects ς alignment 
and empowerment. Alignment means ensuring that those leading the different business units 
share the same vision and value system. Greater the alignment, easier it is to let-go. 

¶ A high governance framework. 

¶ As you establish leadership to run business units, you need to reinvent yourself to focus on long 
term strategy. 

¶ Distribute ownership along with accountability. 

 
At Helion 

 
The strategy that is followed at Helion Ventures is that of having distributed leadership but a clear 
ownership. A team of complementary skills is valued more in order to avoid the risk of a one key-man.  
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The organisation also avoids strong concentration of equity in one key-man. An equity structure which is 
broadly distributed is preferred when it is evaluating businesses.  
 
A lot of companies restructure the core team at different stages of evolution. The owner/ promoter may 
introduce a CEO and elevate himself to the role of a chairman. If such a relationship can work, then one can 
focus on strategy while the other can convert those ideas into revenues.  
 
The mindset of several Indian companies is to keep the initial team till the end. The core team must change 
and evolve according to the needs of the business ς appropriate skills create lasting shareholder value. 

 
In businesses that are evolving at a rapid pace a high quality governance system is a good way to avoid 
surprises and synergise the company.  

 
When hiring for the top management team, using the best search firms is useful although several 
companies prefer to follow the referral route. At Helion, when employees come on board, they are 
classified basis potential, job performance and alignment to organisational values.  
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OUR SPEAKERS 
(IN ORDER OF THEIR SESSIONS) 

 
 
Sandeep Dikshit, Member of Parliament 
Indian National Congress 
 
Sandeep Dikshit is a Member of Parliament, Indian National Congress, representing East Delhi. He was elected 
ǘƻ ǘƘŜ мпǘƘ [ƻƪ {ŀōƘŀ ƛƴ нллпΦ aǊ 5ƛƪǎƘƛǘ Ƙŀǎ ǎǘǳŘƛŜŘ ŀǘ {ǘ {ǘŜǇƘŜƴΩǎ /ƻƭƭŜƎŜΣ Delhi University, and at the 
Institute of Rural Management, Gujarat. He holds a post graduate diploma in rural development.  
 
His special interests include rural livelihood, poverty, employment and natural resource management. He has 
worked on several rural and human development issues over the last 15 years in the states of Rajasthan, 
Gujarat, Madhya Pradesh and Chhattisgarh, and has also worked with various voluntary organisations in the 
field, as well as for research and advocacy.  
 
He has contributed to and edited the Madhya Pradesh Human Development Report 1995, 1998 and 2002, 
Rajasthan Human Development Report, 2001, and Punjab Human Development Report, 2004. 
 
 
Barkha Dutt, Managing Editor 
NDTV 24X7 
 
Barkha is a multi-award winning journalist who has covered wars and political coups with equal panache. She 
hosts the incredibly popular weekly TV show - 'We, The People'. A role model for the young, her appeal cuts 
across all age groups. Barkha has pushed the limits of intrepid news reporting far beyond the conventional.  
 
Barkha was educated at Modern School in New Delhi and went on to do her Bachelors in Literature from St. 
{ǘŜǇƘŜƴΩǎ /ƻƭƭŜƎŜΦ !ƴ ŀƭǳƳƴǳǎ ƻŦ WŀƳƛŀ aƛƭƛŀ LǎƭŀƳƛŀΩǎ aŀǎǎ /ƻƳƳǳƴƛŎŀǘƛƻƴ wŜǎŜŀǊŎƘ /ŜƴǘŜǊΣ ǎƘŜ ŀƭǎƻ Ƙŀǎ ŀ 
Masters in Journalism from Columbia University. In 1997 she was the recipient of the Inlaks scholarship.  
 
She received wide critical acclaim during her frontline reporting of the Kargil conflict in the summer of 1999. 
Her daily reports from the front kept the nation enthralled, bringing some of the most momentous events 
ǊƛƎƘǘ ƛƴǘƻ ǇŜƻǇƭŜΩǎ ƭƛǾƛƴƎ ǊƻƻƳǎΦ {ƛƴŎŜ ǘƘŜƴ ǘƘŜ ŦƻŎǳǎ ƻŦ ƘŜǊ ǿƻǊƪ Ƙŀǎ ōŜŜƴ ŎƻƴŦƭƛŎǘ ǊŜǇƻǊǘƛƴƎΣ ŎƻǾŜǊƛƴƎ ŀǊŜŀǎ 
ranging from Kashmir to Afghanistan to New York City.  
 
Barkha has earned many awards for her work in journalism. The most prestigious being the Chameli Devi Jain 
Award, which she earned for her work in Kargil. She won the Global Leader of Tomorrow Award from the 
World Economic Forum in 2001, and the Broadcast Journalism of the Year Award from the Indian Express in 
2005.  
 
Most recently, she became the youngest journalist, ever, to be awarded the Padma Shri. 
 
Sanjeev Bikhchandani, Co-founder and Chief Executive Officer 
Info Edge 
 
{ŀƴƧŜŜǾ ƘŜŀŘǎ LƴŦƻ 9ŘƎŜΣ LƴŘƛŀΩǎ ƭŜŀŘƛƴƎ ƛƴǘŜǊƴŜǘ ŎƭŀǎǎƛŦƛŜŘǎ ŎƻƳǇŀƴȅ ǿƘƛŎƘ ƻǿƴǎ and runs naukri.com, 
jeevansathi.com, 99acres.com, brijj.com, naukrigulf.com, allcheckdeals.com, asknaukri.com, and Quadrangle.  
 
Sanjeev has been an entrepreneur since 1990. Prior to that, he worked in the marketing division at Glaxo 
SmithKline (then HMM) and in advertising at Lintas.  
 
IŜ ǎǘǳŘƛŜŘ 9ŎƻƴƻƳƛŎǎ ŀǘ {ǘΦ {ǘŜǇƘŜƴΩǎ /ƻƭƭŜƎŜΣ bŜǿ 5ŜƭƘƛ ŀƴŘ aŀƴŀƎŜƳŜƴǘ ŀǘ LLaΣ !ƘƳŜŘŀōŀŘΦ 
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Ashish Rajpal, Co-founder and Chief Executive Officer 
iDiscoveri Education 
 
Ashish Rajpal is a co-founder and Chief Executive Officer of iDiscoveri Education ς a social-enterprise, whose 
mission is to renew education by demonstrating visible change in the learning of children and adults. Ashish 
brings together diverse set of work experiences in international business, social entrepreneurship and school 
education.  
 
He holds an MBA from XLRI and a Masters in Education from Harvard University. He followed his passion to 
work in the education domain after pursuing a successful career leading consumer product businesses in India 
and Europe. At iDiscoveri, Ashish has defined the vision and executed the strategy for growing a small startup 
experiential learning program to a scaled innovation platform that has the potential to transform schools at 
large. Prior to setting up iDiscoveri, he worked at Procter & Gamble India and SUN Interbrew. Subsequently he 
assumed a leadership role at Groupe Danone in France. 
 
A passionate advocate of meaningful learning in classrooms and entrepreneurial effort in schools, Ashish has 
spoken at a number of public forums like the CII Education Summit, The Association of International Schools, 
The Wipro Forum and The Montessori Conference. Ashish serves on the advisory boards of a number of 
organisations such as the Army Welfare Education Society and the Navrachna Group of Schools.  
 
 
Rajinder Gupta, Founder and Managing Director 
Trident Group (Abhishek Industries) 
 
Rajinder Gupta, the Founder of Trident Group, has been serving Abhishek Industries, the flagship company of 
the group as Managing Director since 1992. He is a first generation entrepreneur possessing a rich and varied 
experience in promoting industrial ventures over the last two decades. His values and dynamic leadership 
have seen the Trident Group scaling greater heights of success and have enabled Abhishek Industries to 
emerge as one of the best governed companies. 
 
Several awards have been conferred on him, including the Padma Shri (2007); Distinguished Entrepreneurship 
Award (2005); Udyog Ratna Award (2005); and, Udyog Patra Award (1999).  
 
Over the years he has held prominent positions in various organisations such as, Chairman of CII Punjab State 
Council for 2007-8, Director of Punjab Technical University, Director of Punjab State Board of Technical 
Education and Industrial Training, Council Member of Thapar Institute of Engineering & Technology, Member - 
Committee of the Confederation of Indian Textile Industry, Member of Regional Advisory Committee of 
Central Excise, and Brand Ambassador of Home Textiles Today.  
 
Mr Gupta is also actively involved in areas such as education and training, women empowerment, health care, 
employee welfare and rural development. He holds a Management Fellowship from Templeton College, 
Oxford University, UK.  
 
 
Captain Raghu Raman, Chief Executive Officer 
Mahindra Special Services Group 
 
Raghu Raman is the founder and CEO of Mahindra Special Services Group, a Mahindra Group company that 
focuses on corporate risk management since 2004. Previously, Raghu was a practice head in Mahindra 
Consulting, the CEO of FirstChoice and IT Director at Mahindra United World College.  
 
Before joining the Mahindra Group in 1998, Raghu Raman served in the Indian Armed Forces for 11 years. 
During this stint, he had three operational tenures in Punjab, Siachen & Angola (UN Peacekeeper) and an 
instructional tenure in the School of Armoured Warfare.  
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He holds a bachelors degree in commerce from Delhi University. He has been a part of various executive 
management programmes from ISB, IIM and Mahindra. He is a certified information securities professional 
and an information systems auditor.  
 
 
Deb Deep Sengupta, Vice President ς SME and Channels 
SAP Indian Subcontinent 
 
At SAP, Deb Deep is responsible for the SME and Channel Business. Deb has been with SAP for more than six 
years and has been instrumental in developing innovative business models and partnership strategies that 
ƘŀǾŜ ŜƴƘŀƴŎŜŘ {!tΩǎ ŎǳǎǘƻƳŜǊ ōŀǎŜ ŀƴŘ ǇŀǊǘƴŜǊǎƘƛǇ ŜŎƻǎȅǎǘŜƳ ƛƴ LƴŘƛŀΦ 
 
He is an Industry veteran with over 17 years of experience across leading companies including IBM & Digital. 
 
 
Ajay Singh, Director 
SpiceJet 
 
Ajay Singh is the lead promoter of, and a board member of SpiceJet, India's leading low cost airline. He is also 
on the Board of Cranes Software, an information technology company and is Chairman and lead promoter of 
Argentum Motors, a company that has recently taken over the assets of Daewoo Motors in India.  
Ajay has served with the Government of India as Advisor in the Ministry of Communications and Information 
Technology and in the Ministry of Information and Broadcasting. He was also Director on the Board of the 
Delhi Transport Corporation. 
 
IŜ Ƙŀǎ ŀ ōŀŎƘŜƭƻǊΩǎ ŘŜƎǊŜŜ ƛƴ ǘŜŎƘƴƻƭƻƎȅ ŦǊƻƳ LL¢ 5ŜƭƘƛ ŀƴŘ ŀ ōŀŎƘŜƭƻǊΩǎ ŘŜƎǊŜŜ ƛƴ ƭŀǿ ŦǊƻƳ ǘƘŜ ¦ƴƛǾŜǊǎƛǘȅ ƻŦ 
5ŜƭƘƛΦ !Ƨŀȅ ŀƭǎƻ ƘƻƭŘǎ ŀ ƳŀǎǘŜǊΩǎ ŘŜƎǊŜŜ ƛƴ ōǳǎƛƴŜǎǎ ŀŘƳƛƴƛǎǘǊŀǘƛƻƴ Ŧrom Cornell University.  
 
 
Lt. Col. H S Bedi (VSM), Chairman and Managing Director 
Tulip IT Services 
 
A National Defence Academy graduate, Lt. Col. Bedi developed management qualities during his tenure in the 
LƴŘƛŀƴ ŀǊƳȅΦ IŜ ǿŀǎ ŀǿŀǊŘŜŘ ǘƘŜ Ψ±ƛǎƘƛǎƘǘ {ŜǾŀ aŜŘŀƭΩ ό±{aύ ōȅ ǘƘŜ tǊŜǎƛŘŜƴǘ ƻŦ LƴŘƛŀ ŦƻǊ Ƙƛǎ ǊƻƭŜ ƛƴ ǘƘŜ 
computerisation of the Indian Army.  
 
After serving in the Indian Army for 22 years, Lt. Col. Bedi pursued his entrepreneurial skills in the field of 
information technology and started his own company.  
 
He took over the business of Tulip as its Director. Under his guidance, Tulip IT Services has established itself as 
one of the strongest network connectivity players in the industry.  
 
 
Pramath Raj Sinha, Founder and Managing Director 
9.9 Media 
 
Pramath is currently the Managing Director of 9.9 Media, a company he founded in 2007.  Prior to this he 
spent 12 years as a Partner, with McKinsey and Company.   
 
During his McKinsey tenure, he assisted both public and private sector clients in a diverse set of industries on 
issues relating to business strategy and performance improvement in North America and Asia.  He has assisted 
several blue-chip Indian companies address the challenges of transitioning organisations to world-class 
standards.  
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Pramath took a year off from McKinsey to be the Founding Dean of the Indian School of Business (ISB), an 
initiative led by McKinsey and a group of leading Indian business leaders, in partnership with Kellogg School of 
Management and The Wharton School, to establish a world-class business school in India.   
 
He was associated with the project from its inception and continues to be actively involved in the school as a 
member of its Board of Governors. He is also on the Board of Directors of Vienova, an online education 
venture he helped found, V-Soft Inc., a Silicon Valley-based hi-tech services company, and Technopak, a 
management consulting firm specialising in the retail sector.  
 
Before founding 9.9 Media last year, he was the MD and CEO of ABP Group. 
 
Pramath received M.S.E. and Ph.D. degrees in Mechanical Engineering and Applied Mechanics from the 
University of Pennsylvania and a B.Tech. in Metallurgical Engineering from the Indian Institute of Technology, 
Kanpur. 
 
tǊŀƳŀǘƘΩǎ ǊƛŎƘ ŜȄǇŜǊƛŜƴŎŜ ƻǾŜǊ ǘƘŜ ȅŜŀǊǎ - across academia, consulting, education and business - has given 
him a rare insight into the running of organisations and different operating environments.  
 
 
Cyrus Guzder, Chairman and Managing Director 
AFL 
 
/ȅǊǳǎ DǳȊŘŜǊ Ƙŀǎ ŀ ƳŀǎǘŜǊΩǎ ŘŜƎǊŜŜ ƛƴ 9ŎƻƴƻƳƛŎǎ ŀƴŘ hǊƛŜƴtal Studies from Trinity College, Cambridge 
University. He is the Chairman and Managing Director of AFL, which is a multi divisional company engaged in 
logistics, courier services and global freight forwarding. He is also the Chairman of Carlson Wagonlit Travel 
India, and served as the Chairman of DHL Worldwide Express until the business was divested to DHL in 
October 2003.  
 
Over the years, he has served as the President of Air Cargo Agents Associations of India and Travel Agents 
Association of India; as DƛǊŜŎǘƻǊ ƻƴ ǘƘŜ .ƻŀǊŘ ƻŦ !ƛǊ LƴŘƛŀ ŀƴŘ ǘƘŜ ¦ƴƛǾŜǊǎŀƭ CŜŘŜǊŀǘƛƻƴ ƻŦ ¢ǊŀǾŜƭ !ƎŜƴǘǎΩ 
Association; as Chairman Express Industry Council of India; as Member, Indian Advisory Board, Barclays Bank; 
and as Founder Member, World Travel and Tourism Council. Besides this, he has been on the Board of 
Directors of Tata Honeywell Limited, Alfa Laval India Limited, and Tata Donnelley.   
 
 
Rajat Gupta, Senior Partner Emeritus and Former Managing Director 
McKinsey and Company 
 
Rajat Gupta is aƳƻƴƎǎǘ ǘƘŜ ǿƻǊƭŘΩǎ Ƴƻǎǘ ŀŘƳƛǊŜŘ and successful corporate executives. A well known business 
icon both in India and internationally, the former CEO of McKinsey Worldwide has become a role model for 
top management executives worldwide.  
 
He started his career at McKinsey & Company, and went ƻƴ ǘƻ ōŜŎƻƳŜ ǘƘŜ ŦƛǊƳΩǎ ŦƛǊǎǘ aŀƴŀƎƛƴƎ 5ƛǊŜŎǘƻǊ ōƻǊƴ 
outside of the United States. Since joining the firm, Mr Gupta led a number of projects aimed at helping 
companies develop new products, market strategies and reorganise for improved effectiveness and 
operations capabilities. Over the years, he served clients across a variety of industries, including 
telecommunications, energy, and consumer goods.  
 
IŜ ƛǎ ŎǳǊǊŜƴǘƭȅ Ψ{ǇŜŎƛŀƭ !ŘǾƛǎƻǊΩ ƻƴ ƳŀƴŀƎŜƳŜƴǘ ǊŜŦƻǊƳǎ ǘƻ ǘƘŜ {ŜŎǊŜǘŀǊȅ-General of the United Nations and is 
also an independent director at Goldman Sachs.  
 
He is an alumnus of The Indian Institute of Technology, New Delhi, where he obtained a Degree in Mechanical 
Engineering and The Harvard Business School.  
 
 
Dilip Kapur, President 



 

 
The Growth Forum Leadership Summit               34 

Hidesign 
 
Born in Delhi, Dilip moved to Pondicherry at the age of six, where he grew up in Sri Aurobindo Ashram. He 
went to school in Andover, and Massachusetts, and then graduated from Princeton University, USA, in 
International Affairs. He then went on to complete his Ph.D in International Affairs at University of Denver, 
School of International Studies. 
 
While doing his Ph.D, Dilip took up a job in a leather company. It was here that he understood the nuances of 
the leather trade and started experimenting with hides. He returned to India in 1977 to live in Auroville and 
started Hidesign as a one-man artisan shop, as a hobby in 1978, and has since masterminded Hidesign to its 
current leadership position. 
 
He still lectures at Auroville on International Affairs. 
 
 
Pramod Chaudhari, Chairman 
Praj Industries, India and Praj Jaragua Bioenergia, Brazil 
 
Pramod is Founder Chairman of Praj, India and Praj Jaragua Bioenergia (a JV with Jaragua Equipamentos, 
Brazil). He has been profiled in a book called 'Thought Leaders', which focuses on visionary entrepreneurs.  He 
co-authored a book Ψ!ǎ ƛǎ ǿƘŀǘ ƛǎΩΣ a story of the journey of Praj which recounts its trials, tribulations and 
achievements.   
 
He is the recipient of many awards for entrepreneurship and excellence, and is actively involved with various 
national and international organisations like the Global Growth Companies and CII, and MCCIA (Pune).  He is 
the Chairman of CII National Committee on Biofuels, and is also a member of the National Biofuels Committee, 
Planning Commission, Government of India.  
 
He graduated as a Mechanical Engineer from IIT Bombay in 1971, and then attended Advanced Management 
Programme at Harvard Business School in 1995.  
 
 
Rajeev Samant, Chief Executive Officer 
Sula Vineyards 
 
wŀƧŜŜǾ {ŀƳŀƴǘ ōŜƭƻƴƎǎ ǘƻ LƴŘƛŀΩǎ ƴew breed of entrepreneurs. A Stanford graduate, he left a successful career 
as a finance manager in Oracle, San Francisco, and returned home, to India, with the seemingly radical idea of 
growing grapes and making wine. 
 
He turned his attentions to a family-ƻǿƴŜŘ Ǉƭƻǘ ƻŦ ол ŀŎǊŜǎ ƛƴ bŀǎƛƪΣ LƴŘƛŀΩǎ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ǘŀōƭŜ-grape 
growing region just 180 km from Mumbai. Rajeev teamed up with Kerry Damskey, a leading winemaker from 
/ŀƭƛŦƻǊƴƛŀΩǎ {ƻƴƻƳŀ ±ŀƭƭŜȅΣ ŀƴŘ ǇƭŀƴǘŜŘ ǘƘŜ ŦƛǊǎǘ ǾƛƴŜǎ ƛƴ мффтΦ 
 
Despite a great deal of initial resistance ς the wine business in India was practically nonexistent, and getting a 
winery license was difficult ς wŀƧŜŜǾΩǎ ŘǊŜŀƳ ǘƻ ǎǘŀǊǘ Ƙƛǎ ƻǿƴ ǾŜƴǘǳǊŜ ŀƴŘ ōŜ Ƙƛǎ ƻǿƴ ōƻǎǎΣ ǉǳƛŎƪƭȅ ōŜŎŀƳŜ ŀ 
reality. His distinctly Californian philosophy of a winery open to the public has sparked a wine revolution, 
leading to an excellent atmosphere of cooperation between the growing number of wineries in the area. 
 
 
Shantanu Prakash, Chairman and Managing Director 
Educomp Solutions 
 
Shantanu founded Educomp SƻƭǳǘƛƻƴǎΣ LƴŘƛŀΩǎ ŦƛǊǎǘ ǎŎƘƻƻƭ ŎŜƴǘǊƛŎ ŜŘǳŎŀǘƛƻƴ ǎƻƭǳǘƛƻƴǎ ŎƻƳǇŀƴȅ ƛƴ мффрΣ ŀ ŦŜǿ 
years after acquiring an MBA degree from the Indian Institute of Management, Ahmedabad. His vision has 
been to transform the teaching-learning process through the use of technology. Educomp has grown to be the 
largest education technology company in India.  
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In recognition of its innovations and product offerings, Educomp was conferred the "CNBC-ICICI Bank 
Emerging India Award" as the "Company of the Year 2005, in the ICE and ITeS category". It was ranked 346 in 
the BT 500 list of the Most Valuable Private Companies in India in November 2006 and ranked 319 by ET 500 
aŀǊŎƘ нллт ƛǎǎǳŜΦ 9ŘǳŎƻƳǇ ǿŀǎ ŎƘƻǎŜƴ ŀǎ ǘƘŜ άC¦¢¦w9 ¢L¢!bέΤ ƻƴŜ ƻŦ ǘƘŜ мл ΨƘƻǘǘŜǎǘΩ ŎƻƳǇŀƴƛŜǎ ƛƴ LƴŘƛŀ ōȅ 
Outlook Business magazine in November 2006.  
 
Shantanu is also the Founder and Managing Trustee of the Learning Leadership Foundation (LLF), an 
organisation dedicated to bringing best practices in education to under-resourced schools. He is the Chairman 
of the Board and Co-Founder of Lakshya Digital, a pioneering game development studio.  
 
Shantanu is a charter member of TiE (The Indus Entrepreneurs), and a frequent speaker in mentoring and 
business workshops for entrepreneurs.  
 
 
Ajay Tandon, Managing Director 
Citi Venture Capital International, India 
 
Ajay comes with 15 years of experience in the banking industry. Currently, he is Director at Citi Venture Capital 
LƴǘŜǊƴŀǘƛƻƴŀƭΣ LƴŘƛŀΦ IŜ ƧƻƛƴŜŘ /ƛǘƛΩǎ /ƻǊǇƻǊŀǘŜ .ŀƴƪ ƛƴ 5ŜŎŜƳōŜǊ мффтΦ tǊƛƻǊ ǘƻ ǘƘŀǘΣ ƘŜ ǿŀǎ ǘƘŜ !ǳǘo Industry 
Head, Mumbai, Corporate Bank Head ς East, Kolkata and Corporate Bank Head ς North, Delhi. He moved into 
his current role in July 2007. 
 
Ajay is an alumni of the Delhi College of Engineering and the Indian Institute of Management, Ahmedabad.  
 
 
Vineet Agarwal, Executive Director 
Transport Corporation of India  
 
Vineet Agarwal joined TCI in 1996 as Executive Director, after completing his Bachelor of Science in Economics 
and Industrial Management from Carnegie Mellon University, USA.  
 
Under his leadership, TCI has adapted to new technologies and work systems and grown from strength to 
strength. Vineet initiated Transystem Logistics International, a JV between TCI and Mitsui & Co, Japan for the 
complete logistics management of Toyota Kirloskar Motors in India. He has played a key role in orienting the 
ƻǊƎŀƴƛǎŀǘƛƻƴ ǘƻ ƳƻǾŜ ŦǊƻƳ ōŜƛƴƎ ŀ ƳŜǊŜ ǘǊǳŎƪƛƴƎ ŎƻƳǇŀƴȅ ǘƻ ŜǾƻƭǾŜ ŀǎ ƻƴŜ ƻŦ !ǎƛŀΩǎ ŦƻǊŜƳƻǎǘ ƛƴǘŜƎǊŀǘŜŘ 
supply chain solutions providers. His vision for TCI is to see it grow into a truly global Supply Chain 
Management enterprise.  
 
He founded the India chapter of the Council of Supply Chain Management Professionals (CSCMP) and was its 
first President. He is also an active member of CII, FICCI, Assocham, AIMA and other prominent chambers and 
associations. A pro-active philanthropist, he spends a considerable amount of his time working in the areas of 
HIV/ AIDS prevention programs and providing primary education for children in rural areas. 
 
 
Sanjeev Aggarwal, Managing Director   
Helion Ventures  
 
Sanjeev Aggarwal is a co-founder of Helion and serves on the Boards of Amba Research, Anantara, Make My 
Trip, Mindworks Global and UnitedLex. Prior to Helion, Sanjeev was the Founder and CEO of Daksh, having 
been with the company from its inception in 2000 to its acquisition by IBM in 2004. Sanjeev ran the company 
ŀǎ ƛǘǎ /9h ǘƛƭƭ WǳƴŜ нллсΦ 5ǳǊƛƴƎ ǘƘƛǎ ǇŜǊƛƻŘΣ 5ŀƪǎƘ ǿŀǎ ǊŀǘŜŘ ŀǎ ǘƘŜ ²ƻǊƭŘΩǎ .Ŝǎǘ aŀƴŀƎŜŘ .th ŎƻƳǇŀƴȅ 
(Black Book of Outsourcing) and was ranked as the #1 employer in the Indian BPO market by IDC.  He was also 
ŎƘƻǎŜƴ ά9Ǌƴǎǘ ϧ ¸ƻǳƴƎ 9ƴǘǊŜǇǊŜƴŜǳǊ ƻŦ ǘƘŜ ¸ŜŀǊέ ƛƴ нллнΦ 
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Prior to founding Daksh, he worked for 15 years with leading technology companies serving the domestic 
Indian market. Sanjeev led, Strategic Initiatives at Motorola India. He worked with Digital Equipment 
/ƻǊǇƻǊŀǘƛƻƴ ƛƴ ŘŜƭƛǾŜǊƛƴƎ ǘŜŎƘƴƻƭƻƎȅ ǎƻƭǳǘƛƻƴǎ ŀƴŘ ǿŀǎ ǊŜŎƻƎƴƛǎŜŘ ŀǎ ǘƘŜ ά5ŜŎŀǘƘƭƻƴ ²ƛƴƴŜǊέΣ ŀ ǊŜŎƻƎƴƛǘƛƻƴ 
given to top 1 per cent managers worldwide. He also served as the CEO of 3COM India. 
 
{ŀƴƧŜŜǾ Ƙŀǎ ŀ ōŀŎƘŜƭƻǊΩǎ ŘŜƎǊŜŜ ƛƴ 9ƭŜŎǘǊƛŎŀƭ 9ƴƎƛneering and an MBA.  
 
 
Anuradha Das Mathur, Director and Chief Executive Officer 
9.9 Insights  
 

Anuradha has an undergraduate degree in Economics from Delhi University followed by a Masters degree in 
Economics from Trinity College, Cambridge.  
 
She spent close to 12 years with the Economist Intelligence Unit, India leading their research and advisory 
business and conceptualised and managed a series of businesses for CFOs and CEOs. Over the past 18 months, 
ǎƘŜ ŜǎǘŀōƭƛǎƘŜŘ ŀ ǊŀƴƎŜ ƻŦ ƛƴƛǘƛŀǘƛǾŜǎ ŦƻǊ LƴŘƛŀΩǎ Ƴid-ǎƛȊŜŘ ōǳǎƛƴŜǎǎŜǎ ŀƭƻƴƎ ǿƛǘƘ ƘŜŀŘƛƴƎ .ǳǎƛƴŜǎǎǿƻǊƭŘΣ LƴŘƛŀΩǎ 
largest business magazine. 
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THE PARTICIPANTS 

Company Name and designation 
 

ACL Wireless Rishabh Mehrotra, Director Strategy and Planning 
 

AFL* Cyrus Guzder, Chairman 
 

Appulse Technologies Nitin Kumar, Chief Executive Officer 
 

B L Kashyap & Sons Sandeep Agarwal, Chief Financial Officer 
 

Bessemer Venture Partners Mandeep Khaira, Operating Partner 
 

Cadence Design Systems Jaswinder Ahuja, Managing  Director 
 

Circuitsutra Technologies Umesh Sisodia, Chief Executive Officer 
 

Citi Venture Capital International, India* Ajay Tandon, Director 
 

Citigroup Global Markets Vikas Khattar, Director - Equity Capital Markets 
 

Cleartrip Travel Services Ajit Singh, Director - HR 
 

Controls and Switch Gear India Aditya Khanna, Director 
 

Controls and Switch Gear India Rishi Khanna, Directors 
 

CopperSpiral RFID Overview Vinit Bhansali, Chief Executive Officer 
 

Cosmos Ignite Innovations Amit Chugh, Chief Executive Officer 
 

Darshan Foods Narinder Jaisinghani, Chairman 
 

Darshan Foods Rajiv Jaisinghani, Managing Director 
 

East India Pharmaceutical Works Amit Kumar Sen, Managing Director 
 

Educomp Solutions* Shantanu Prakash, Chairman and Managing Director 
 

Educomp Solutions Rohit Kumar, Director 
 

GATI Mahendra Agarwal, Managing Director and Chief 
Executive Officer 
 

GATI Nagesh Goenka, Head - Facilities Management (North) 
 

General Commodities (Jayanti Group) Ashwin J Shah, Chairman and Managing Director 
 

Genesis Colors Sanjay Kapoor, Managing Director 
 

GENSOL Anmol Jaggi, Managing Director and Founder 
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GIR Movers Pradeep Singal, Managing Director 
 

Gopaljee Dairy Foods Manju Jha, Chief Executive Officer 
 

GTL Prakash Ranjalkar, Chief Operating Officer 
 

Helion Ventures* Sanjeev Aggarwal, Founder Daksh & Managing Director 
 

Heritage Worldwide Atish Mandal, Chairman and Managing Director 
 

Hero Mindmine Institute Munish Agarwal, AVP - Operations 
 

Hidesign* Dilip Kapur, Chairman and Managing Director 
 

Hindustan Sanitaryware & Industries Sandip Somany, Joint Managing Director 
 

Holostik India Neha Gupta, Director 
 

Holostik India Ankit Gupta, Director 
 

Idiom Design Viren Razdan, President 
 

iDiscoveri Centre for Education* Ashish Rajpal, Co-founder and Chief Executive Officer 
 

iDiscoveri Centre for Education  Mohinish Sinha, Managing Director 
 

imb Advisory Sudershan Banerjee, Co-Founder and MD imb Advisory 
 

Indian National Congress* Sandeep Dikshit, Member of Parliment 
 

Indo British Consulting Kabir Bedi, Managing Director 
 

Info Edge* Sanjeev Bikhchandani, Co-founder and Chief Executive 
Officer 
 

Innovace Industries Sameer Bali, President - Australia 
 

Insecticides (India)  Rajesh Aggarwal, Managing Director 
 

Interport Global Logistics Sham Bendre, Chairman 
 

J K Technosoft Rajiv Mittal, VP - Corp Strategy and Finance 
 

Jai Hind Projects Prakash Hinduja, Chairman and Managing Director 
 

Jamboree Education Vineet Gupta, Managing Director 
 

JBM Group B B Gupta, President 
 

JHS Svendgaard Laboratories Ashna Kochar, Chief Executive Officer 
 

M G Shahani & Co Rajesh Thadani, Managing Director 
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Mahendra Group Balram K Mahendra, President 
 

Mahendra Group Prem Mahendra, Sr Vice President 
 

Mahindra SSG* Raghu Raman, Chief Executive Officer 
 

Maspar Rajesh Mahajan, Managing Director 
 

McKinsey & Company* Rajat Gupta, Senior Partner Emeritus, and Former 
Managing Director 
 

Met Trade India Anil Agrawal, Executive Director 
 

Mfar Constructions Sukanta Palit, Chief Financial Officer 
 

Motilal Oswal Investment Advisors Puneet Singh Kochar, Director 
 

NDTV 24X7* Barkha Dutt, Managing Editor 
 

Nipman Fasteners India Pravin Malhotra, Managing  Director 
 

Nokia Siemens Networks* Biplob Banerjee, Director - HR Global Services (India) 
 

Numedios Solutions Rohit Monga, Co-founder 
 

Parabolic Drugs Pranav Gupta, Managing Director 
 

Parixit Industries Amrut I Patel, Chairman and Managing Director 
 

Parveen Industries Prabhat Kumar, Director 
 

Pinc Group of Companies Gangadharan Mannari, Managing Director 
 

Praj Industries* Pramod Chaudhari, Chairman 
 

Renaissance Asset Management Abhishek Dalmia, Director 
 

Safexpress Pavan Jain, Chairman and Managing Director 
 

SAP India* Abhisek Kanoi, Head, Solutions Engineering ς SME 
 

Sara International Tushar Singh, Director - Strategy 
 

SpiceJet* Ajay Singh, Director 
 

Springboard Investments Varun Chawla, Chief Executive Officer 
 

Sula Wines* Rajeev Samant, Chief Executive Officer 
 

Taarak Harish Tyagi, Managing Director 
 

The Qutab Hotels and Apartments Sandeep Gupta, Managing Director 
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*The Growth Forum Leadership Summit - Speakers 

 
 
 

Tilaknagar Industries Amit Dahanukar, Chairman and Managing Director 
 

Transport Corporation of India* Vineet Agarwal, Executive Director 
 

Trident Capital Dipika Chopra, Partner 
 

Tulip IT* H S Bedi, Chairman and Managing Director 
 

Tulleeho Portals Vikram Achanta, Director 
 

Uniparts India Gurdeep Soni, Managing Director 
 

Vaish at Rivoli Sachin Vaish, Managing Partner 
 

VLCC Healthcare Yogesh Sethi, Chief Executive Officer 
 


