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World class: these two enormoudy powerful words express a wedth of meaning and epitomise an
entirely new level of work ethos. To be recognized as world class is the ultimate encomium for an

organization, a product, a process or a service.

World classimplies the zenith of qudity, performance and achievement. In recent years thisterm has
been employed rather perfunctorily to describe virtudly every thing -- right fom persondities to
proceedings, events to enterprises and clothes to cars. The true inner meaning of these two words

needs to be explored more serioudly.

No smpletextbook definition explainsall the facets and nuances of aworld class entity. Becoming and
remaining world classis the result of acomplex interplay of severa factors. For example:
A world class product is synonymous with impeccable qudity, unique features, a digtinct brand
identity and universa gpped.
World dass manufacturing is determined by the latest state-of-the-art technology, efficient
production processes, economies of scae, cost effectiveness, materid linkages, vaue addition and
superior products.
World class sarvice is measured by a very high level of consumer satisfaction, optimum
technologicd efficency, continuous upgradation of facilities, reslient attitude and incul cating genuine
courtesy in gpontaneous interaction with the consumers.
World class higher education ismarked by research-led educational content, internationd calibreof
the faculty, students commitment to knowledge, promotion of academic freedom, provison of
modern facilities and support of sound governance.
World classresearchis characterised by projectsin frontier areas, dedicated researchers, academic
linkages, anintelectudly stimulating environment, good infrastructure and relevance of the products

of research to society and humanity.
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An even more intricate combination of factors determines the composition of world class companes.
The most important of these factors is the relentless pursuit of excellence, and unflinching quest for
quality. World classorganistionsare driven by anirrepressble passonto exce. Their uncompromising
commitment to this god isreflected down thelinein every agpect of their work. They are distinguished
by their professiond work ethos, strong value systems, and the crestive management of men, money,

machines, materials and markets.

Qudity, they say, isremembered long after the priceisforgotten. No one knowsthis maxim better than
world dass organisations. There is absolutely no subdtitute for quaity. That too, a sustained
development of qudity, which conformsto the most stringent internationa norms, and is built into the
product & well as into the production processes and services. And ensuring qudlity is everyone's

regpongbility within the world dass organisation.

World class companies are able to set up operations and work successfully out of any place in the
world. Their high organisationa standardsand practicesaswell astheir corework disciplineand values
can be trangplanted to any location on the globe. Driven by the big picture, they are ableto synthesise
macro management with the micro redlities, and upgrade loca content to meet internationa standards.

World-class companies take great painsto understand their cussomerswell. They develop sengtivity
and sKill to take cal culated risks while penetrating new markets. Ingenuity and flexibility enablethemto
cut through the barriers of time, place, inter-industry competition and other loca problems. They invest
human, financid and organizationa resourcesto acquire skillsand devel op Strategiesto suit local needs.
They interndize the flexibility to adapt rapidly to the new business environment.

The markets respond favourably to them because world class companies offer them big, strong, high-
qudity, high profile, high-vishbility brands. A lot of time, money and effort are spent on actively building
these brands, on creating adigtinct identity for them and in communicating this message consstently to
the consumers. Inevitably, the consumers develop strong brand loydties, and find comfort in the
knowledge that their favourite brandswill be available anywhere in theworld, no matter wherethey are
based.
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People give their best when they are proud of what they aredoing.  World class organisations ensure
that their employees are given room to grow, innovate, take independent decisions and fed in their
bones that they are part of alarger purpose. The commitment of world class organisationsto cregting
wedlth and vaue for their shareholdersis non-negotiable.

Being cresative and innovative, they know how to march ahead of thetimes. They st new precedents.
The challenges of corporate renewa are aboon not abane for them. They keep refining and redefining
themsdlves congtantly to meet the ever changing demands of business. They become role models for
thelr peers.

Dynamic, visonary leadership isacrucid component of world class companies. At their hdm are of
the superachievers, with lofty aims and soaring ambitions. Leading by example, they inspire their
managers to achieve theimpossible.

The concept of world class, however, isnot just determined by definitives. While the broad parameters
may apply acrossthe board, many specific dementsmay berdative and differ among industries. Itisthe
Spirit to excdl over every one dse, the spirit that drives globaly competitive athletes, business schools

and companies.

In the find andyss, acquiring world class status demands a meticulous, tirdess and sustained
commitment to scaling new peeks of performance. Doing better than the best. Being a class gpart.

In essence, being world classis ajourney rather than a destination, but with a clear road map and the

right directions for achieving and maintaining a preeminent postion in the changing world order.
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