L&T Valves at ‘Valve World Asia 2005’
Conference & Expo, Shanghai

Mr. J. P. Nayak, Whole-time Director & President - Operations, Larsen & Toubro Limited,
with Mr. A. K. Banerjee, Vice President, Valves Business Group, at the L&T stall.

Also in the picture are Mr. Hong Sun, L&T Valves, Shanghai; Mr. Vishal Mathur, Head,
Business Development; Mr. S. Kalyanaraman, National Sales Manager and Mr. S.
Venkatesh, Manager - Project Sales - Asia-Pacific
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We have supplied over 23,000 valves
worth US $25 million to China

L&T wins ‘Best Managed Company’ award

L&T has been ranked among the 'Best Managed Companies' in India in
a study conducted by Business Today, India’s premier business
magazine.

The magazine lauded the value-creation drive in L&T, its aggressive
foray into international markets, and its success at tweaking its products
and service portfolio to improve focus and widen margins.

The ‘Best Managed Company’ study was commissioned by Business
Today to look at the financial performance as well as the qualitative,
non-numerical facet of corporate dynamism. Its partner in the study was
global consulting firm, AT Kearney.

Mr. A. M. Naik, Chairman & Managing Director, L&T, receiving the ‘Best
Managed Company’ award for L&T from Mr. Aroon Purie, Editor-in-Chief,
Business Today.



Gangahar Engineers, Ludhiana

ferNJAB Year of establishment 1942
Founder Late Shri Babu Lal Gangahar
= Current Management Team Ravi Sharma & Rajinder Sharma

- e Ravi Sharma Rajinder Sharma

A Date of birth  December 12, 1946 September 9, 1939
Spouse Sujata Prabha
Wedding September 21, 1974 November 15, 1960
Children Puja (28), Amit (26) & Rahul (21)  Rajiv (40), Dimple (33), Sudeep (30)
Hobbies Music, Travelling, Photography Music, Travelling

_ Ravi Sharma
i Famalm  Audco Valves Stockist from 1975
e o "--.:d"\: Turnover for AIL Products in 2004-05 Rs. 65 L
},_‘x J(‘ { Company Turnover in 2004-05 Rs. 450 L
d\?, Future plans: To set up a manufacturing unit for engineering products

Mantra for life: Failure to act is more serious than errors committed in action

Ashutosh Agrawal Chennai Sachin Patel Baroda

Durgaprasad A Chennai Sandeep B Desai Powai

Gautham Prabhakar Chennai Ms. Sapna Pai Chennai
Hong Sun (Henry) Shanghai Sivakumar M Chennai
Kaushik Viswanathan ~ Hyderabad Sundararajan V Chennai
Prashanth K Prasad Kolkata Vivek Gupta Chennai

Ramanand Prabhu Delhi

Jul 02 A K Banerjee Chennai

Jul 02 S K Venkatramani Chennai

Jul 04 Mithun Das Delhi

Jul 05 Dineshkumar Upadyay Powai Aug 20 K'J Sapre Powai
Jul 07 A K Chakravorty Chennai Aug 25 Mayank Sharma Delhi
Jul 10 Ramya N Chennai Sep 02 K P Panchal Powai
Jul 18 Sujeet Williams Powai Sep 05 Kausik Mukhopadhyay Powai
Jul 23 A Dasgupta Kolkata Sep 12 Milton Danny Chennai
Jul 24 Vineet Gupta Chennai Sep 14 Sivakumar M Chennai
Jul 29 Arun Dev G P Chennai Sep 15 Sundararajan V Chennai
Aug 13 Deepa R Chennai Sep 21 Sanjay Rajwade Pune
Aug 14 C P Sridhar Chennai Sep 22 Vishal Mathur Chennai
Aug 14 M S Parthasarathi Chennai Sep 25 N A Vijayan Chennai
Aug 14 N Thiagarajan Chennai Sep 26 S P Rajanish Houston
Aug 16 T Sajeev Menon Baroda Sep 27 Sachin Patel Baroda
Aug 16 R Babuliji Jamshedpur
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Inauguration of

L&T Authorised Automation Centres
% by Mr. A. K. Banerjee

Apex Valves, Kolkata United Trading Agency, Mumbai

o s
Oriental Trading Company, Delhi -_‘J_,

Steel Plant Valves Meet, Kolkata
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CIl Workshop on _i
Valves for Warships IU__L )

Mr. N. Balaji, Chennai, at
the lectern
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Petromax, our agent in Iran, at the Iran Oil Show

L&T at Atyaru Oil & Gas 2005, Kazakhstan
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Provices & Serducts

Product companies - terrified that their most successful products are
rapidly devolving into profitless commodities - don't just want to
invent better and cheaper products. They want to figure out ways
to wrap new services around their products. Service companies
aren't looking to devise even more clever and innovative services:
they're looking to create new products. They want to figure out how
to ‘productize’ their expertise and sell it.

In other words, product companies want to become service
companies and service companies want to become product
companies. Each feels the other has the necessary ingredients for
innovation, competitiveness and growth. Each fears its own
business is caught in the death spiral of declining margins and
commoditized relationships.

A short time ago, companies were relentlessly pruning their
operations to focus on only those processes and operations that
they could be best at. Are we now witnessing a radical reversal of
strategy, a drive for companies to identify and compete on their
noncore noncompetencies? What we're seeing is less a frantic,
paranoiac frenzy to diversify into new markets than a pragmatic
response to the new reality that the traditional distinctions between
"products’ and ‘services are dissolving.

When a computer company lets you go to its website to download
freeware that lets you manage your computer better, is that a
product or a service? If an accounting firm has a website that lets
clients submit their spreadsheets for either automated or human-
supervised audits, is the firm selling a product or a service?

To dismiss those questions as mere ‘semantics’ is to misunderstand
completely one of the most important dynamics facing business
today. Product companies today are now offering more and more
'provices' - products flavored by services. Need a specific,
enormously profitable example? Look at how Oracle, the database
giant, has leveraged its products into creating a highly profitable
consulting business.

How about the world's major auto companies? These days, auto
giants don't just sell cars - they sell leases. An automobile is no
longer a stand-alone product; it comes to the market wrapped in
warranties, service guarantees and financing structures - each and
every one of which has become part of the profit model these
companies run themselves on. As cars incorporate even more
information technology, with online directional devices and
interactive media as built-in features, the vehicle itself will embody
a range of personal services.

Similarly, service companies are pushing to repackage their skills in
profitably provocative ways; call them 'serducts'. Look at the
megabillion-dollar global industry the investment banks have
created in derivatives and synthetic securities like options and

floaters. Their services skills in trading have been neatly - and
lucratively - complemented by their willingness to invest in and
invent new financial instruments.

This kind of hybridization represents the true destiny of innovation.
Products will become provices and services will invariably evolve
into serducts. Drawing the line between them will be a task for
academics and accountants, not customers and clients. Why?
Because this is what the marketplace wants.

Customers and clients are looking for value. Provices and serducts
represent a legitimate, important and successful design sensibility
for generating value-added innovation. Tomorrow's business plans
will revolve around product-service hybrids - not one or the other.

As technology makes it ever easier to craft new product-service
hybrids, customers and clients will increasingly determine which
blends make the most sense. Innovators will determine which
blends will make the most money. Either way, organizations that
focus more time and creativity on their products and their services -
rather than the interaction between them - misunderstand the
market places they're trying to serve.

Adapted from an article by Michael Schrage, Co-Director - MIT
Media Lab's E-Markets Initiative and Senior Advisor to MIT's
Security Studies Programme. Used by permission.

Please send your comments and suggestions to
kuriakoseb@larsentoubro.com
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It's fun. It's challenging. It's addictive!

. Fill in the grid so that
@ [
5T FALY IS Compulsion ® e,
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© Puzzles by Pappocom, Courtesy Mr. Wayne Gould

Please send in your entries for a special Inflow
Outflow prize.
PR T 7l G ST T Multiplication The puzzle, first published in US in the late 1970s under the

& 7 T, ST B Division title ‘Number Place’, was introduced in Japan in 1984 as
‘Suji wa dokushin ni kagiru’, which can be translated as ‘the
numbers must be single’. The name of the puzzle was later
abbreviated to Sudoku.

HAT & SHAA, JFCUC B 7 Decision

Bt ieft 3 oft Spit AT Affection The current worldwide Sudoku craze can be

i credited to Mr. Wayne Gould, 59, a New Zealander
LGN 3 2 ST, Het ST T T Provision and a retired Hong Kong judge. Enticed by the
SUST BT 3BT 51t [T, &t et BT BUA ot Tension puzzle, he developed a computer program to
produce Sudoku grids (available for download at
www.sudoku.com) and started syndicating the
&I M3 & B ot Full Application puzzle to newspapers for free.

R BT AR & o Addition F& Subtraction

{lst @7 AR & O Addition F& Subtraction Today, Sudoku appears in 55 dailies across the
globe, is the ‘fastest growing puzzle in the world" and
is dubbed ‘the Rubik's cube of the 21+ century'.

Information courtesy www.sudoku.com and Wikipedia (http://en.wikipedia.org)
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