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The growing global demand for Liquefied Natural Gas (LNG), as
well as the reduction in production and transportation costs
brought about by the recent technological advancements, have
increased investments in LNG projects worldwide - and have lead
to an upsurge in the demand for Cryogenic Valves.

Our cryogenic valves story started in 1999. By then, we had
established ourselves as one of the leading suppliers of high
integrity gate, globe and check valves to the global oil majors and
EPC contractors. AIL Valves in higher pressure classes and alloy
steels were fast gaining international acceptance and we were
steadily moving up the technology chain.

Leveraging our strong R&D and manufacturing capabilities and our
close customer contact, we initiated the development of a range of
valves suitable for temperatures as low as -196o C (-321o F). 

In the development stage, we worked very closely with Shell, one
of the pioneers in this segment, to fine-tune our product as well as
the manufacturing and testing processes - and qualified ourselves
for the supply of cryogenic valves to Shell in 2001.

We soon secured orders from Abu Dhabi Gas Industries Limited
(GASCO), Saudi Aramco (Berry Gas Plant) and Shell Chemicals,
Netherlands (Ethylene project).

After gaining years of experience in design, precision manufacturing
and testing, we were ready to move into the big league.

In 2003, we won our breakthrough order, against stiff international
competition, from the international EPC consortium TSKJ
constructing Trains 4 & 5 at Bonny Island LNG Plant, Nigeria. The
order involved the supply of over 3000 cryogenic valves in sizes 2”
to 24”, and in ASME classes 150 to 1500.

To cater to the increasing demand, we proactively strengthened our
design and manufacturing capabilities. Our cryogenic test facility,
capable of testing valves of sizes up to 60”, is considered one of the
largest in the world.

Today we count among our customers CSPC Nanhai, China (EPC
Contractor: JGC); Otway Gas Plant, Australia (Technip); Qatargas
LNG Plant (Technip - Chiyoda); Sakhalin Energy, Russia (Chiyoda-
Toyo) and Woodside Petroleum, Australia (Kellogg JV).

We are uniquely positioned to provide reliable flow control
solutions for the highly critical cryogenic applications.

24” Class 600
AIL Cryogenic Gate Valve
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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

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.

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.

L&T wins ‘Best Managed Company’ award

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

Appreciation Certificate from
CSPC, Nanhai, China

We have supplied over 23,000 valves
worth US $25 million to China

72” AIL Gate Valve
for CSPC
72” AIL Gate Valve
for CSPC



people
Gangahar Engineers, Ludhiana

New Horizons,
New Hopes...

Ravi Sharma

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

Audco Valves Stockist from 1975
Turnover for AIL Products in 2004-05 Rs. 65 L
Company Turnover in 2004-05 Rs. 450 L

Ravi Sharma Rajinder Sharma

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

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
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Vishal Mathur

Jul 02 A K Banerjee Chennai
Jul 02 S K Venkatramani      Chennai
Jul 04 Mithun Das Delhi
Jul 05 Dineshkumar Upadyay Powai
Jul 07 A K Chakravorty Chennai
Jul 10 Ramya N Chennai
Jul 18 Sujeet Williams Powai
Jul 23 A Dasgupta Kolkata
Jul 24 Vineet Gupta Chennai
Jul 29 Arun Dev G P Chennai
Aug 13 Deepa R Chennai
Aug 14 C P Sridhar Chennai
Aug 14 M S Parthasarathi Chennai
Aug 14 N Thiagarajan Chennai
Aug 16 T Sajeev Menon Baroda
Aug 16 R Babuliji Jamshedpur

BIRTHDAYS ANNIVERSARIES

Aug 20 K J Sapre Powai
Aug 25 Mayank Sharma Delhi
Sep 02 K P Panchal Powai
Sep 05 Kausik Mukhopadhyay Powai
Sep 12 Milton Danny Chennai
Sep 14 Sivakumar M Chennai
Sep 15 Sundararajan V Chennai
Sep 21 Sanjay Rajwade Pune
Sep 22 Vishal Mathur Chennai
Sep 25 N A Vijayan Chennai
Sep 26 S P Rajanish Houston
Sep 27 Sachin Patel Baroda

Jul 09 N Sankar Chennai
Aug 18 Sujeet Williams Powai
Aug 18 R Shankar Chennai
Aug 22 N A Vijayan Chennai
Aug 24 Babu Kuriakose Chennai
Sep 01 K Ramani Chennai
Sep 15 B Ramamoorthy Chennai
Sep 17 Milton Danny Chennai

CONGRATS SHRINITHI

S. Shrinithi (9), daughter of R Soundarrajan, Chennai, won the
Third Runner-Up Prize in the Pan Pacific Abacus & Mental
Arithmetic (PAMA) Competition held in Taipei, Taiwan. Over
250 children from 9 countries participated in the competition.

Earlier, Shrinithi had won the First Prize and Champion Award
at the Abacus National competition.

T. Sajeev Menon, Baroda
N. Mahalingam, Chennai

Leena & Vishal

Ludhiana

PUNJAB

Date of birth September 22, 1957 
Parents Sheila & Umesh Mathur
Education B.E. (Chemical Engineering), REC Rourkela, 1979
First Job Union Carbide India Ltd., Bhopal

L&T-ite since September 1983

Milestones
Sep 1983 Branch Engineer, Valves, Lucknow
Apr 1987 In-charge, Speciality Valves, Northern Region, Delhi
Apr 1992 Power Projects Business, Valves, Chennai 
Apr 1996 International Sales, Audco India Limited, Chennai
Nov 2004 Head, Business Development, Valves, Chennai

Most significant contribution
Development of Valves business in the Middle East

Most cherished memories
Receiving commendation certificate from JGC and Saudi Aramco for the
Harad Project
Making a presentation at the Valve World conference 2002

Hobby Golf

Wedding December 9, 1983
Spouse Leena 
Occupation German teacher and translator
Son

Arjun (20)
3rd year, Computer Science
Sri Venkateswara College of Engineering, Chennai

Ashutosh Agrawal Chennai
Durgaprasad A Chennai
Gautham Prabhakar Chennai
Hong Sun (Henry) Shanghai
Kaushik Viswanathan Hyderabad
Prashanth K Prasad Kolkata
Ramanand Prabhu Delhi

Sachin Patel Baroda
Sandeep B Desai Powai
Ms. Sapna Pai Chennai
Sivakumar M Chennai
Sundararajan V Chennai
Vivek Gupta Chennai

wish list

Welcome to L&T

Induction Programme, April 2005
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Inauguration of
L&T Authorised Automation Centres
by Mr. A. K. Banerjee 

Steel Plant Valves Meet, Kolkata

Apex Valves, Kolkata United Trading Agency, Mumbai

Oriental Trading Company, Delhi

kaleidoscope page seven
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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.

Provices & Serducts

Please send your comments and suggestions to
kuriakoseb@larsentoubro.com

International Exhibitions

Petromax, our agent in Iran, at the Iran Oil Show L&T at Atyaru Oil & Gas 2005, Kazakhstan

outin

United Trading Agency, Mumbai

CII Workshop on
Valves for Warships
Mr. N. Balaji, Chennai, at
the lectern
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ŸÿÊ ‚fl⁄UÊ

‘Naya Savera’ a poem by N. Balaji, Chennai

⁄Ù¡ ‚fl⁄U ©U∆UŸÊ Compulsion

ÉÊ⁄UU ‚ office Ã∑§ „UÊÃÊ „UÒ Action

‚«U∏∑§ ¬„È°ø ¬ÊÃ ¡Ê◊ „ÒU Junction

ÉÊ«U∏Ë ∑ Ë Ã⁄U„U ŸÊÒ ‚ ¬Ê°ø ∑§⁄UÃ Function

Business ◊¢ „ÊÃÊ „ÒU Approval ∑§÷Ë Rejection

Tension ‚ ÷‹ ∑Ò§‚ ¿UÍ≈U Connection

‡ÊÊ◊ ∑ Ê ¬„È°ø ÉÊ⁄U ∑ ⁄U ’ËflË ‚ Mention

Ÿ„UË Á◊‹ÃË ÉÊ⁄UflÊ‹Ë ∑§Ë Attention

„⁄U ’ÊÃ •’ ©U‚∑§Ë ‹ª Injection

’Ê‹Ë ¡ÀŒË ø‹Ê ‡Ê„⁄U ◊ ‹ªÊ „ÒU Exhibition

Á◊ÿÊ¢ ’Ê‹ Saree ÿÊ ¬ÃË, ∑§⁄U ‹Ê ÃÈ◊ Selection

◊Ê„UÊÒ‹ ª⁄U◊ÊÿÊ, ÉÊ⁄U ◊ ¿Ê ªÿÊ Depression

’ÍŒË ◊Ê° øÈ¬øÊ¬ ‚’ Œπ ⁄U„UË ÕË Reaction

’Ê‹Ë Á⁄U‡ÃÊ¢ ∑§Ê ÄÿÊ ∑§⁄UÃ „UÊ Operation

‚◊ÿ ÕÊ«U∏Ë „ÒU ∑§⁄U ‹Ê Full Application

•ª⁄U ‚◊¤ÊÊ ÃÊ „UÊªÊ åÿÊ⁄U ∑§Ê Multiplication

Ÿ„UË ÃÊ ’ëøÊ¥, ’‚ „UÊªÊ Division

‚◊ÿ „ÒU •Ÿ◊Ê‹, ¤Ê≈U¬≈U ∑§⁄UÊ ÃÈ◊ Decision

Á◊ÿÊ¢ ’ËflË ◊¥ ÕË •÷Ë ÕÊ«U∏Ë Affection

‚Ò⁄U πÈ‡ÊË ‚ ∑§⁄U •Ê∞, ÷Í‹ •ª‹ ÁŒŸ ∑§Ê Provision

•Ê¡ ∑§Ê •÷Ë ¡Ë Á‹∞, ’Ê‹ ∑§‹ ∑§Ê ∑§ÊÒŸ ‹ Tension

¡ËŸ ∑§Ê ◊Ã‹’ „ÒU ∑È§¿U Addition ∑È§¿U Subtraction

‚◊ÿ ÕÊ«∏UË „ÒU ∑§⁄U ‹Ê Full Application

¡ËŸ ∑§Ê ◊Ã‹’ „ÒU ∑È§¿U Addition ∑È§¿U Subtraction
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Dear colleagues,

It gives me great pleasure to present the new Inflow
Outflow.

There is more to the redesigned Inflow Outflow than the
layout and the contemporary look and feel. From this
issue, Inflow Outflow is going global.

Reflecting the changes in our business portfolio, Inflow
Outflow has expanded its scope and horizon and is
today the in-house newsletter of the worldwide L&T
Valves fraternity.

I am sure Inflow Outflow would provide a platform to
improve communication, as well as enhance cross-
learning between the International and Domestic
Marketing Teams.

I wish you all the best.

Regards,

A. K. BANERJEE

It's fun. It's challenging. It's addictive!

Please send in your entries for a special Inflow
Outflow prize.

The puzzle, first published in US in the late 1970s under the
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.

The current worldwide Sudoku craze can be
credited to Mr. Wayne Gould, 59, a New Zealander
and a retired Hong Kong judge. Enticed by the
puzzle, he developed a computer program to
produce Sudoku grids (available for download at
www.sudoku.com) and started syndicating the
puzzle to newspapers for free.

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 21st century’.
Information courtesy www.sudoku.com and Wikipedia (http://en.wikipedia.org)

Fill in the grid so that
- every row,
- every column and
- every 3 x 3 box

contains the digits 1 through 9

From the desk of the Vice President

L&T Valves Newsletter
Jul - Sep 2005
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