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Tata Elxsi to triple manpower

Bureau
Thiruvananthapuram, May 22

Tata Elxsi, Tata Group's embedded
technology subsidiary, is ramping up
its engineering manpower in South to
match the antomotive design needs of
its overseas clientele. While a Rs 100-
crore own facility is nearing comple-
tion in Thirunavanthapuram, the
companyhasannouncednewdevelop-
ment centres at Coimbatore and Hy-
derabadtoo.

In automotive design products
alone, the company's order-books are
burstingatitsseams, with assignments
from global names including the For-
tune-100 companies. The latest devel-
opment is its tie-up with the European
specifications consortium Autosar.
Some of the high-end automotive de-
sign products in pipeline are night vi-
sion system, headlights that adapt to
the light intensity in the night roads,
sensor system that studies and auto-
matically adjusts to each traveller's
mood in seating position, lighting and
airconditioner-settings.

"Itispossibletoconsiderdeveloping
scaled down version of these products
for Indian upmarket vehicles, if the
country’s automobile industry finds it
viable," R Natarajan, GM and head of

on overseas design orders

- Elxsi claims the highest ROCE (return

design and development centre, Tata -

£2s ez

Elxsi, Thiruvananthapuram, said. This
design centre focuses on automotive,
multimedia and digital signal process-
ingdomains.

The Thiruvananthapuram centre,
openedin2001with30engineers,now
has700seatsin its 52,000 sq feet facili-
ty. Another 1500 engineeringseatswill
beaddedinayearortwoata2-lakhsqft
facility, ramping up the manpower to
over 3500seats, Natarajansaid.

The two new development centres
at Coimbatore and Hyderabad will be
setupinadditionto the existing design
centres in Bangalore, Mumbai, Pune
and Chennai.

The Bangalore-headquartered Tata

on capital employed) among India's IT
firmsandthelowestattrition rate.
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Thiruvananthapuram, May 22
Tata Elxsi has moved into its
own campus within Techno-
park Thiruvananthapuram.

Speaking to the media in
the city on Thursday, Mr R.
Natarajan, Centre Head (Thi-
ruvananthapuram), Tata Elx-
si, said the company has now
completed phase I of the con-
struction of its own campus in
Technopark. All the work on
the campus will be completed
in about two years. When fin-
ished, the company’s campus
will be able to accommodate
2,000 engineers and will have

over 200,000 sq ft of built-up
space, he added.

Currently, the company
has around 600 engineers at
its facility in Technopark.
These numbers will go up
over the coming months as
the company is “in fast expan-
sion mode”, Mr Natarajan
pointed out. Over the past
year, the company has opened
development centres in
Coimbatore and Hyderabad.
Besides these two centres and
the facility in Thiruvanan-
thapuram, Tata Elxsi has de-
velopment centres in
Bangalore, Chennai, Mumbai

Tata Elxsi moves into
its Technopark campus

May accommodate 2,000 engineers

and Pune, and a facility in Ja-
pan, he added.

The company’s core busi-
ness covers four areas — em-
bedded product design
services, industrial design
and engineering, animation
and visual effects and systems
integration. Of these, the Thi-
ruvananthapuram centre fo-
cuses on product design
services, especially for the au-
tomotive industry, Mr Nata-
rajan said. It is working in
areas such as night vision sys-
tems for automobiles, adap-
tive front lighting systems for
vehicles and airbag systems.
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Intelligent cars spell big
business for Tata Elxsi

loe A Scaria
THIRUVNANANTHARURAM

S GLOBAL auto majors go for more
A intelligent cars that can even adjust comfort
levels according the mood of the driver and
co-passengers separately, the benefits are being
reaped back in India by Tata Elxsi, which has the
automobile sector as a key vertical in its product de-
sign services domain.

The research and development of a number of
path-breaking features that mark new vehicles are
being developed at the company’s development
centre here, which presently has a staff strength of
roughly 700. “Typically, the high-end cars of the
world have as many as 70 little computers, or
electronic control units (ECUs), which also means

» Some of the cutting-edge work that the company
was in included bending the beam of
vehidle lights while taking curves, night vision,
elevating or dipping the beam as required, and
adaptive front lighting system (AFLS), which enabled
drivers to prevent light from vehicles coming in
opposite direction blinding them temporarily
Some of the product designs undergoing
development at the centre include censors that
would automatically measure body temperature
and pulse of the driver and accordingly adjust air-
conditioning in the vehicle

ROAD TO MONEY

that about 60% of the cost of automobiles are
contributed by the electronics that they feature
said Tata Elxsi centre head R Natarjan.

The increasing electronics constituent in
automobiles means more business for the
company, which hasa strong presence in the
automobile vertical. The domestic market,
however, presents a study in contrast, with some of
the better-known vehicle brands on Indian roads
featuring less than 10 ECUs.

Mr Natarajan said some of the cutting-edge
work the company was engaged in, included
bending the beam of vehicle lights while taking
curves, night vision, elevating or dipping the beam
as required, and adaptive front lighting system
(AFLS) which enabled drivers to prevent light
from vehicles coming in the opposite direction

blinding them temporarily.

Company officials said some of the product
designs undergoing development at the centre here
included censors that would automatically measure
body temperature and pulse of the driver and
accordingly adjust air-conditioning in the vehicle,
adjust air-conditioning levels according to personal
comfort levels of each passenger, and airbags that
would open to the levels required for passengers of
different weights.

Tata Elxsi, which had a profit after tax of Rs 52
crore in 2006-07, has seven global development
centers in the country including the
Thiruvananthapuram facility, besides one centre in
Japan. The centre here is targeted to have a
strength of 2,000 software professionals within the
next iwo years.
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FMCGs up R&D spend on des1gn :

RUCHITA SAXENA
Mumbai, 7 June

said, “About seven years initely iucreaslng the cost
ago approxlmately 5to8 of andtheR&D  all

per cent of reaur:? and involved in it. After the re-

How- among the older genera-
lnmaadmmpumcn ever, thisnumberhas tion, the new iconic and as-
a growing need to differen- risen to 15 to 20 per cent of wmmmw
tiate one’s productinthe FM-  the total R&D spend by FM- ly helped the brand. ch with the mod
crowded with record number ﬂon‘tion of this Ewth in  themarket shares andsales. brandinthe world by attracting To keep up with a con-
The relaunch of Sunsilk has  consumers through its new tlnuuusly upgrading con-

the last itself, has led ln;by&ﬁpercentymon i cant consumer  design. Itisalready thefourth sumers who want the
to step up their  year” according to data hmmum% ‘companies are at a cut throat
spends on product design. FMCG major Hindustan by market research firm fastestat 43 per centin competition to deliver the
Anil Narayan Sondur, gen-  Unilever (HUL) spokesper- IMRB, 100 percenthaveseen with salés crossing 9 mil-  bestand be singled out among
eral manager, IDE, Tata Elixi, ~sonsaid “Companiesaredef- a change in the brand Sun- lion cases. Mathew Xavier, the clutter.
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Tata Elxsi sets high
growth target

OUR OUR CORRESPONDENT

Mumbai, June 10: Tata Elxsi,
the software design services
arm of the Tata group, is look-
ing to improve upon the 30
per cent revenue growth it
clocked last year.

Company managing direc-
tor and CEO Madhukar
Dev said, “There will be a
lot more improvement on the
30 per cent revenue growth
last year. We aim to become an
end-to-end solution provider
now.”

The company plans to
increase its headcount to
4,500 from 3,500 now. It has
also earmarked a capital ex-
penditure of Rs 45 crore for
the two new development cen-
tres at Hyderabad and Coim-
batore and for the expansion
of the Thiruvananthapuram
facility

Tata Elxsi provides prod-
uct and engineering design
services, system integration
and visual computing.

The company is setting
up a design engineering
studio in the UK, which will be
operational in two months,
Dev added. This will be the
company's first design studio
in Europe, which is emerging
as a key destination for the
firm.

“We intend to replicate our
near-shore centre in Japan, It
will have an international de-

Madhukar Dev in Mumbai
on Tuesday (Fotocorp)

sign team, which will cater to
our clients there,” he said,

Of the 30 per cent revenue
share from Europe, about 15
per cent is from the UK, where
it has about 25 clients. It sees a
40-50 per cent year-on-year
growth in its UK business.

Telecom move

Tata Communications will
expand its network in Africa
through a collaboration with
Neotel, South Africa's first
converged communications
network operator.

Both the operators have set
up a new multi-service point
of presence in Johannesburg
to provide high-speed Inter-
net, virtual private network,

network management and
hosting services.

Customers in South Africa
will now be able to access Tata
Communications’ global suite
of products, including voice
and data connectivity, security
services, application traffic op-
timisation, hosted applica-
tions, server management and
content distribution

“This is another step for-
ward in our commitment to-
wards expanding Tata Com-
munications’ global footprint
and delivering unparalleled
network reach for our voice
and data services,” said
Claude Sassoulas, managing
director (Europe and Africa)
of global data solutions, Tata
Communications,

“Our investment in the
Seacom cable in this region
shows our commitment in
supporting our growing cus-
tomer base,” he added.

The company will
continue to extend its global
presence with a focus on
emerging markets in West
Asia, eastern Europe, South
America and Southeast Asia,
said officials.

Telecom service provider
Tata Indicom has introduced
three tariff plans—plan
450, plan 275 and plan150—
for its post paid customers,
which offers services such as
{irrt;e calling and low STD tar-
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TATA ELXSI WANTS TO STEP UP GROWTH, PLANS RS 45 CRORE
CAPEX

http:/ /economictimes.indiatimes.com/Infotech/ITeS/Tata Elx
si wants to step u rowth plans Rs 45 crore capex/artic

leshow/3118371.cms

Tata Elxsi Ltd, a comparatively low profile company from the Tata fold
is planning big. The company which is engaged in areas like embedded
product design services, animation and industrial design grew over 30
per cent during the year ending March 31 and plans to grow even
more in the current fiscal, Madhukar Dev, Managing Director of the
company told reporters. The company currently gets about 85 per cent
of its revenue from foreign countries and its one unidentified Japanese
customer alone accounts for 20 per cent of its total sales. The possible
sharp growth could result in rise in workforce from about 3,500 to
4,500 during the current year, Dev said. The company had reported a
net profit of Rs 52 crore on sales of Rs 403 crore for the fiscal 2007-
08. Product design services contribute about 80-82 per cent to the
company's revenues and the company's main focus remains in
embedded engineering space, he said. The company has design
centres and labs in seven places including Mumbai. The company is
setting up two more development centres in Coimbatore and
Hyderabad and undertaken expansion of facility at
Thiruvananthapuram to scale up requirements of clients. The company
had done special effects for some of the well-known Hindi films like
'Jodhaa Akbar', and 'Rang De Basanti', he said. It has partnered with
Disney and Yash Raj Films which has enhanced its credibility in
delivering animation and visual effects, he added.
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Emerging

company.

Tata El

opportunities in
developing full-
length animation
films and presence
in lucrative markets
augur well for the
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K.Venkatasubramanian
Investors can buy the stock
?iw’ljmxlni.gnms:ﬂmbm
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the stock trades at 12.5 times
its FYO8 earnings and 10 times.
its likely current year earn-

A

Mr Madhukar Dev, MD, Tata Elxsi..Game for animation

mgs.
Strong presence in the
uct design and engineer-
ing segment, emerging oppor-
tunities  in  developing
full-length animation
which Tata Elxsi appears well
placed to tap, and an expand-
ing presence in lucrative mar-
kets may drive growth for the
 TeinBixstbioadly operstes
raj
under two d’mmoge soft-
ware ment services
(85 per centof revenues) and a
systems integration. The soft-
ware development division

automotive electronics. The
visual computing division de-
velops graphics and special
effects and creates animation

PRODUCT DESIGN SERVICES
This segment has driven
mgdul wins for Tata Elxsi
original equipment man-
ufacturers (OEMs) of office
‘automation and consumer
electronics products. The
company works with these
OEMs to design embedded so-
lutions for game consoles, dig-
ital cameras, home appliances
and awhole host of other elec-
tronic products,
These are high growth seg-

ments in Indiaaswell as in the
US, the UK and Japan, where
the company has a footprint.

With strong partnerships
with principals, company
appears well placed to r

service revenues as well asan-
nuity revenues for further
50 llpgl'adﬂ
or updates. A similar model of
working also exists with office
automation products
manufacturers.

maste. The success of anima-
tion films such as Hanuman
has triggered a series of ani-
mation ventures in India.
Tata Elxsi has now de-
signed and developed a 90-
minute animation film for a
Yashraj Films and Disney Stu-
dios venture, Roadside Ro-
meo. The company has taken
a fixed-price contract for this
deal. If the film becomes a
success, it could result in
more such deal wins from the
US, where animation is a $10
billion industry, ing to
b Ao
animation i is ex-
pected to touch $1 billion by
2010. This represents tremen-
dous opportunity for Tata

i v
On the realisation front, the

success of such films at the
box-office could help in two
ways. One, itcould prompt the
company to take up a reve-
nue-share model, :i.lch pro-

vides an upside if an in-house

produced film is a success. Al-
ternatively, the billing levels
could also be increased sub-
stantially in case a fixed-price
contract is taken. The compa-
ny hopes to see this segment
contribute Rs 100 crore over
the next three years.

TELECOM SEGMENT

The company works with
telecom network manufactur-
ers and phone comparies in
the wireline, wireless as well
as wireless-broadband space.
Tata Elxsi develops applica-
tions and software compo-

nents that are built into

telecom infrastructure,

The company develops so-
. lutions value-added services

such as MMS and Mobile TV
to be integrated to mobile
phones. Wimax is another fo-
cus area for the company and

0 around the
womkingmoﬁervas
as a means to stem the tide in
falling ARPUs and are ex-
%ﬁdlngd:escopeofwchof-
bmx Even media

asters are | to
package content tailored to
mobile phones.

All these factors re t

Elxsi, whi

The h i

company has a reason-
able gnognpiic with
the US, the UK and Japan con-
tributing 30 per cent each to
overall revenues. The

has deal wins in the US in this RISKS

ent.
Inthe US, new 3G s
and licences were m
cently. The 3G policy is also
on the mvﬂtlﬁne India. Europe
represents largest VAS
g
et in wor
with the US, is expected to

expand Wimax services soon.




Technology players are playing an ever bigger role in Bollywood. Some are now even looking
at Bollywood as a branding opportunlty, finds Shivani Mod)

Thoda IT,

W\

I atching the movie, Thoda Pyaar Thoda Magic one sees

Rishi Kapoor acting as God, working in a virtual heav-

¥ en, looking at people on earth through his magic ball.

Then there's Ranl Mukherjee skating on the water in

a swimming pool. Earlier, in Mhm A.kbur you hada mas-
sive battle front with tk hors-
es all in ane scene. The cute baby Hanuman endeared him-
self to millions of people in India with his expressions, pranks

and antics,

Indian movies now routinely compete with Hollywood
maovies making use of technology, special & visual effects and
animation. And as they do this, technology companies are
now finding their hands full of work in the film industry Not
only do they provide state-of-the-art back-end support and
management, they are also now increasingly providing ani-
mation slul.ls. scene creation on lhe wmputer nnd even help-
ing thed take better teck i shots.
In fact, for some IT companies, media and
entertainment is emerging as a vibrant
and significant business.

“With Sivaji: The Bass we reached out
to the large south Indian audience, while
its English version gave us an interna-
tional reach. We're working on some Hol-
lywood projects too,” says Kulwinder
gingh , head of global marketing in Satyam

For the latest Kamal Hassan movie
Dashaaviaram, Satyam worked with the
director to make the scenes more effective
and real. In a scene with a 12th Century
setting, Kamal Hassan was pinned down
toan idol and then submerged into the riv-
er using two boats, “We technologically
created the scepe and combined it with
Kamal Hassan’s live acting. We need to be
very accurate with the effects as audiences
should not be able to differentiate what is real and what isa
special effect. Also in scenes where two or three of Kamal
Hassan's 10 characters meet, we had to do tedious technolo-
gy work to make it ook real,” says Singh.

Graphics and computing power often forms the heart of
special effects. For Om Shanti Om, Nvidia provided its tech-
nology Quadro a graphic processing unit (GPLU — also called
visual processing unit) that works well for high-end gn'phn:
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will be released with Indian content based on the mythologi-
cal stories such as Ramayan and Mahabharat,” says Phadke.

Digital content creation has grown three-fold in the last
few years. “But government rules for local contribution to
movies need to be sorted out for it to grow without any hitch.
w«.‘nnud mxbenmmfurlomlstudlosmdobettnrworkand

" says Phadke, Nvidia says it has doubled the
Qu.adm business year-on-year in the last three years, De-
pending on the kind of work done, a company may make
about $10 million to $15 million or more for the special af-
fiects in a movie.

Then there are companies like [BM that provide back-end
support, which it did for production houses like Toonz An-
imation. "After creating the cartoon and computer images,
adding colour and doing the an mudeumg requlres huge
compute power and i
country manager (projects), IBM :I'.ndla_ Fm'Hnnumn, IBM
provided 5 high-end wor for partial
high-end workstations for compositing and 25 high-end work-
stations for 2D ink and print.

Most applications are built on Linux platforms. A motion
picture animator prefers Linux as most of the everyday tools
are already available on that platform, and the number be-
ing produced specifically for Linux is increasing at a re-
markable rate. Special effects constitute about 5% to 10% of
a total movie structure. A complete animated movie is more
complex to create and has additional technology needs. IBM
is also associated with Hollywood movies, Happy Feet and
Lord of the Rings, to name a few. “Its a niche segment in In-
dia, but is seeing tremendous potential and growth,” says

¥, For movies Jodhaa Akbar, Dhoom and Rang
De Basanti, Tata Elxsi has worked on the visual effects, Tak-
ing live shots of an Air Force base or of a MiG 21 plane is
pr making it i to shoot the scenes with
proper actlon. Se, for Rang De Basanti, the company used
drawings of MiG 21 and created 3D models of the plane
on the computer, a process that took a couple of weeks,
On the other side, shots of the four actors running to-
wards a bullding were taken separately. Combining the
computer image of the plane flying off and the boys run
ning, the final scene was created on the computer, in all
the process taking about 5 to 6 weeks.
In Dhoom, the idea of virtual sets was used to show
Hrithik and Aishwarya stealing from the museum in an
;vn?ent heavily guanied fort in Rajathan. “We did some

capability and effects. These can handle a range of

bai and r d the forts on a com-

algorithms better than the general-purpose CPUs can. In the
song Dhoom Taana, Deepika Padukone was made to dance
around statues with a plain background. Then shots of the
likes of Rajesh Khanna, Sunil Dutt and Jeetendra from old
movies were 1 and these were P 1 with Deepi-
ka's dance to produce the song.

“The two issues the Indian film industry has to deal with
is creativity and technology You might have the tedumlngy
but you still need creativity to make effects look i

puter. MWmahlnmgivmheactlmlummandmrhrﬂl
the audience, after adding the live shots to the virtual
world,” says Pankaj Khandpur, creative director of Tata
Elxsi's visual computing labs, “In Jodhaa Akbar, the bat-
tle sequences are about 80% virtual, clubbed with some
real shots. These are known as CGI (computer-generated
imagery) elements. First a scene was shot with some rows
of soldiers, 20 e]aphnnl.s and horses. These images were

says Prasad Phadke, head of the professional solutions hust
ness in Nvidia l.m:li.a "Fnr goad animation effects, we need
good gr ol ion. The market in India is
Mmmgﬁmmsmumtmnmywmmhmllmmma

then to multipl thenumburol’peup}emda.n-
imals to show the full battle ground,” says Khandpur.



Tata also did some period restoration effects
for Amer Fort, in a bid to give an ancient look
and feel. In a scene that had Aishwarya looking
out of a window, one could see the scaffolding
and recent painting effects clearly in the shots.
Technology was used to remove the scaffolding
and signs of the modern day changes.

“To support our work we had installed about
40 terabytes (TB) of storage capacity. For Jodhaa
Akbar we used about 8 TB of storage, 200 CPUs
for rendering (a process of generating an image
from a model), 8 persons for IT management and
70 CPUs for artists working on the creation and

reworking of images,” Khandpur says.
“In Jodhaa Akbar's three and a half hours,
special effects constituted 40 minutes,” he says.

Swati Anand)

PUBLICATION: FINANCIAL CHRONICLE
DATE: 15 JULY, 2008

(Additional reporting by Debajyoti Ghosh &

Tata Elxsi designs shoes that can fit in laptop bag

UrvasHI JHA
Bangalore
IN A tearing hurry to catch
that flight, enly to find the sec-
ond pair of shoes not fitting
into your baggage? Familiar
plight, right? Help is at hand,
or rather the foot
Innovation
Engineering (IDE), the indus-
trial design division of Tata
Elxsi, has developed a travel
shoe that can be folded flat. It
is so flat that it can fit into a
corner of your laptop bag. The
shoe is developed at its
Innovation Labs in Bangalore,
and it hopes to appeal to the
rushed corporate traveller.
Tata Elxsi is scouting for
companies that can manufac-
ture the footwear on a com-
mercial scale. Soon it may
partner with Nike, Puma and
Liberty for the project, com-

Design

i
2

Prototypes for both genders

pany officials told Financial

Chronicle, are ready to run.
The shoe has the look of The Bend-it-like-Beckham
trendy sportswear, and is shoe is only a slice of the

made of cloth and plastic. company's plans to look at

additional revenue streams.
The company plans to provide
design solutions to retail com-
panies as well, and is also
exploring aerospace interior
design services, IDE, thus far,
had largely focused on con-
sumer products such as pack-
aging, electronics, appliances
and the automotive sector.

“We believe that the future
of retail design lies in inte-
grating design and technolo-
gy,” said Narendra Ghate,
senior manager, IDE. "We
expect retail design projects
to contribute about 15-20 per
cent o our revenues, two
years from now.”

The company is leveraging
its experience of designing car
interiors to target aerospace.
“There are various elements of
interiors such as the seats, side
panels, roof panels and colour
schemes that can be cus-

tomised and designed to make
the aircraft look different,”
added Ghate

At present, IDE accounts
for 10 per cent of Tata Elxsi's
revenues, which touched Rs
408 crore in fiscal 2008. The
other business divisions of
Tata Elxsi are product design,
visual computing labs and sys-
tem integration,

Expecting a windfall, IDE
also plans to increase iis
headcount to 400 in two
yedrs, from a present strength
of 55 employees. The compa-

ny competes with global
design houses such as IDEO,
Design  Brid. and Fitch
Design. Prominent clients

include Procter & Gamble,
UB group, GlaxoSmithKline,
i , Tata’ Motors and
ong others

urvashijha@mydigitalfc.com
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- The Next

Finding the right kind antnmes to be o
challenge, says coonding  to
Pradyumna Vyas, Ao industrial design. at
the National Institute of Design (N1, Alamed-

a5 indisstry pow meeds about 10,000
igners a year, but the three N1Ds pro-
y K50 designers across 18 disciplines,

e Ubelwhmrml dhesigm centres at the 1776 nld
another 150 ds year

d.u and this trend ks par-
s nm, “'\IHt in |l|e fields of fashlon and
raphies,” be says

The enly differentiator between products to-
diry i design, snys Anil Sondur, general manag-
{ IDE, the industrial design division of Ban-
galore-hased Tita Elusd. The unit, which spe-
cialises in marrying business comslting with
i sobutiona, has e of about 200, ot of
which arund 60 are truined designers. But

The reason why being & designer has gooe
from being an obscure and risky eareer chaice
1o being & desirable and relatively secure one
has to do with the growing kmportance of de-
siggn as a ey hersiness tool. “The strategic signif-
icance of design has been recognised by Indian
industry aswell as global conpanies operating
i the region.”says Hari Nair, directir of Glohal
Consamer Design Asin at Whirlpoo India.

an r a buasiness can survive snd stay
ahead in the murketplace, says Nair, is b

India Inc. is
now investing
in design, and
wooing design
graduates

by oumaf iNa

stantly innovating and
suster. The designer plays o
by comverting consumer insights i
ternatives” an thus emabling “tir
truly differentiated brand”, ex

drn—l-nr.! a ||

Latika Khesla, director of the Mumbas-hased
Freedom Tree Design, which specialises in
colur-treding, cites the example of the diffes-

ence they made for General Moton' MUV
Chevralet Tavers. “Based on our research, we
cowvinced the firm o offer the naodel in 2 shasde
of green that has tradit
In he m ldthullhulhlmul two |u--mh~

that.

“-Il crver 30 per cemt of all Tav m wlm

|m|nvl11:|lr-|rpr-|lpmmIu—-]’.-rmnrh e
cows using deskgn 25 the core propos

Design Dalivers
Diesigen, says Dinesh Korjan of the Ahmodabad

Big Thing - -

hased Studio Korjan, needs to be “redi 4

himseld, bel:

hesrt m.»t-lvm
driving »
thon ™ Thi b

a4 & strategic business 1ool” by industry leaders.
“When practised st the strategic level, design
cas wlter the fortunes of 8 business dramatically
w4 frengages with the core offering of the com-
— ita proeduct ar service™ Korjan ci

slobal succes through destgn.

In India, 100, destgn succrss stories are be-
caming a part of carporate lare. Acconding Lo
Katfan, the air coober that
signed for Symphony led 16 60-fuld growth of
the company by the thind year, Al he mee-

i,

. Frum an era
Fivedd resourees tryi
one of smaller and m;

being a b
design and enas
each other” Howsver, there bs still a signif
distanee w eover hetween the felt need for de-
skgners and their real place in the curparate ki
erarchy, Lovlays nues that in terms of pay scales
el pespotbliti, there is still the prroeption

v thiat his stadso
ereated for Chenuak-based Veris Home Appli-
ances oot only helped the firm beat the un-
slaught of multingtinnsl competison, hut sl
pushed its annual growth rate up fro

L 0 e et

Sl 8 cars b sahy saidl the flstisre belongs t
Use whe can combine management snd d,
skgn senbhilitics.
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Gan’t

Take to Virtual R

BY SAMGEETHA CHEMGAPPA
WENLALLIR

chambes,
Many of you niay have had
vn.m.m.; experiences such
this.

there is a bit of good
mews, Vinual Reality (VR)
y has sdvanced far

e midst u{ some excit-
istorical  monsiment
when you are only walking
gh & virtmal maseum
e is recrested, and
al sites are aogment-
ed vu|< additional VI envi-

mslance, you cam vir-
tually walk throagh
Tutankhurmen's bural chas-
o with

ce dimensbonal
khamen's gold
A was_removed
age from the burial

v and kegi In & muse-

Tetankhaogo's budisl charne
ber. The mask rose i in
front of her, wrned oo My
axis and virtually begged to
he examimed!

hat b5 Virsial Reality?
VE refers to computerised
cmalations of reakwarld
iromments’, Here, users
v through virtusl envi-
an though they
were navigating in the real
workd — walking through
ructnes. amd inscracting
h obgects in the environ-
ment. To enter this environ
ment and interact with the
system, 0 person has 0 s
special perphernl devices
which mcludes  goggies,

hesd-mounted devices, spe-
clal gloves and force feed-
back devices

Virtual Reality technology
can also help i life-saving
sargery, where VR software
help to generate 3D {mages

thes rotate them in ways
that are relevant to rehears-
ing for o usgical operation,
Dactors  worldwide  are
wsing VR sechnology to treat
many disordess, from pho-
iz to sddiction:.

Imagine this situstion: You
are siting in o virtl air
emaft, st in and ready
far take-off. Bt you are fer-
rified of flying and are sud-
denly hit by & panic amtack
where you have an uncon-
wrodlable urge to jump out of
yomr seat and run screaming
out af the sircraft. However,
al that peecise momen, the
soothing vaice of your fher-

st speaks 1o you, telling
}l':. ||‘|£: 1o deall with s
fears, The virtasl u.rn:
atousd you dissppears, you
remave the  headset and
retum fo the safety and tran-
quility of your therapist's

wffice.

Taking control of yoar
phobias imuolves facing the
frightening situstion head-
on and lesming to deal with
it. Bt it fs impeactical to do
that by sctually flying time
and again just to get over the
fiear of fying. Creating the
experience virtually is less
eapersive and can deliver
the same resulss

video gaming indus-
try, 100, thrives on VR tech
nology, where people are
now ahle fo ‘nove’in o
wideo game not just from
oo ssde of the scroen o the
uther, bt they would be shle
1o look all around in & new
and fascinating 300 virtus]
environment

Telepesence is a form of
videoconferencing that
gives you an almont real-life
expersence theosgh life-size
images, |I«J1I|:u|m of facial
expressions, gestures  and
sounds in :ral -tife.

The ce services use
VR technology to create air-
et dosign protatypes,
evalusie the efficiencies of

DEW Weapom sysems, 1o
train pilogs, or fo simulste
war games. 5
use. VR technology 1o

reduce design lifecyles and
10 go to market {aster with

betier prodocts
In comman, the design
process  comprises three

stages - mechanical design,
computer-aided engineenng
nd virtual fmtatyping and
simalation. While mechani
cal Computer Aided Design
tools are available and wi

by wsed, the next two steps
are traditionally executed
through iterative experimen-
tal processes using physical
peolotypes that were very
expemiive and time consism
ing 0 baild

“In the new scenario, when
using Digital Prototypin
and Virtual Reality, I‘h}tluﬁ
prototypes doa’'t
eresed until the very ml ui
the development process,
after the en; ng and
management [eams are con-
ident that a high-quality,
expculed,  product
design has bees achieved.”

do the real thing?

R egan Itagemtion SIS

eaniing » vinual experi
ence requires a mom with &
virmal enviroment recrest
od with sophisticated pec
Jection sysiems,  adequate

sound effects and acoostics
n place abng with external
devices like 2 3D mouse.
head mounied devices, efc
To create an immersive
expericnce, & vision dame
can be crested 3o that » per
sain bs enclosed in that space
in o wirmm! envisonment. 30
% come popping out
rotating in all
which can be
with & 30 mouse.
“A hanie: virtual reality lab
would cost around

ropbiticaied

Prasad. 'nu:\-'lrl al Reality
market in India is a1 0 nas
cent stage, at sousd R 100
croce pn—umu\ This macket

will see a 3040 per cent
wum |||nfﬂ yeans, While
the carly sdopiers of this
technology in lndia have
been the suiometive and
defence echars, we are try-
ing to expand the market 1o
inclade  museums, state
bouriem departments and the
bealihcare secior” Prasad
i
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ANJALI PRAYAG

ndiy :a 4 wm rmhil n;!rht dnd
use of tec! in branding in re-
tall i almost :’:geand of. \l‘?ﬂ the
Industrial Design Division of Tata
Elxel decided to try its hand ar retall
design (not-so much in space design as in
branding for products in a crowded retail
store), there was no doubt that tech
wiuld dictate this crestive foray too, as wi
everything else that the company has
deing: “In 3 multi-brand store, the product
has to gee visibility, Engnging the corsumer
Thas also bectime i big ssue. The anly way to
o this is through use of technology,” ssys
Anil Narayan Sondur, General Manager, In-
dtrl:lrhl Design  Engineering (IDE), Tata
Ehxsi
This essenrially means engaging the con-
sumer with one's brand u?ﬂ?lurhnn[ogy.
Radio frequency identification (RFID) and
persanal identification through ics,
which are playing a major role in recail proc-
exses in other countries, will soon be used in
Indian supermarkets o, says Soadur. RFID
can help capiure customer data and track
material movement. Earlier, cards without
RFID would work and help only when cus-
tomers would come to the cashier and pre-
went their cards. With RFTD, the cands can be
sensed from a certain proximity and hence,

Branding the tech way

Marketers use customer-facing technology to build brands in the retail segment.

internctive displays ean be set up within
the store that will recognise the customer
and help in the buying experience, Glob-
ally, retil is tracking its customers and
their buying habits throogh i proces-
sinﬁ that recognises people mdm‘gnir usage
of the autlet.

Tata Elxsi has worked with the com-
plete engineering design of one of the
Marlboro point-of-sale units - storage and
display across all varlants. This was to
design advertising and branding for it
products in the sutomatic dispensing sys-
tem seett in supermarkets,

Most retail stores abrosd are unmumned
and would require 2 centrally controlled
branding system. Tata Elvsi designed vari-

b B

ous bevels of advertisements for the dis-
pensing m  that Marfboro  enuld
electronically control from it offices. In
India, th this kind of wark ix still not
in demand, Tata Elxsi ks now helping set
up Interactive kiosks for clients with
Musicon, a company providing music con-
tent, where consumers can download mu-
sic from a kiosk to either 8 mobile phone
wr 4 similar wireless device. This klosk can
then be used for branding by any consumer
products or services company.

Though IDE plans for retail are yet to
take off In India (Tata Ebesi is in talks with
several leading retail players, says Sondur),
the company’s work brand and product
development services span s range of

Tata Elxi's
work on brand
development
spans a range
of industries
includin?
FMCG. In ane
case, it has
changed lab
equipment into
products that
consumers can
use.

Industries: FMCG (GSK, Unilever, Sara
Lee, Emami), transportstion (Tata Motors,
Jaguar, Ford and even the Light Combat
II‘ﬁuimpltr for HAL), eonsumer electronics
and appliances (whlriruﬂ. Kenstar, Uni-
lever) and medical devices,

In fact, in several cases, Tama Elxsis
designers have changed lab equipment into
products that consumers can use. Na-
rendrn Ghate, Seaior Manager at IDE,
recalls the time Unilever in Indin showed
them a large piece of lab equipment that
had 1o be converted into o mass-use water
purifier. The end product had w be
affordable and user-iriendly, allowing ef-
fortless cleaning and replacement of con-
sumables.

The result was Pureit, which trans-
formed the way Unilever viewed the
“weater business, and now having sold 20
lakh pieces, has made water a major
business category,” says a smiling Ghate,

Similarly, IDE had a mandste 1o design a
handheld computer to be used by the
masses. The device had to be simple with
touch-screens and durable batrenes. The
end-result wan the Simputer, 2 rugged and
robust product that enables the end-user o
perform many functions with ease.

In the case of Junior Horlicks, G
came to IDE with & proposition to “stie
kids" curlosity and encourage them to

drink the beverage' After extensive re-
search; it was decided that animal charae-
ters would excite kids tremendously and
IDE designers chose elephant and lion
characters. “But we used technology here
to make the characters mare attractive for
children,” says Sondur. Through the use of
ISBM_ (injection stretch blow moulding)
technology, IDE's designers crested seulpt-
ed bodies of the aninals for the packaging
of the product, which, apart from being a
success in the market, also won the World
Star award for packaging innovation.

Across the world, FMCG and consumer
product companies are trying to enhance
consumer ment in the retail paint of
sale and couj with technology, this
could be nlm ef!'ocviw.‘:iThe m *::\Ei
opment In lmage proce: isplay,
wireless technologles can m.gn -
gether to provide a completely customised
experience 1o the consumer of o brand of
products” says Sondur.

The scenario of trying to enhance con-
sumer engagement with o brand will alse
e playing out in the Indian retail space in
the next couple of years, and Tata Ehsi
would develop Its technology-based design
offering to its customers achieve this.
“We have dope quite a bit of work in
product design and now want to extend
that capahility into retail,* says Sondur,
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MOBILE TV: FROM A BROADCASTING PERSPECTIVE

Bringing TV in a newer form today is much more than just bringing the
video and audio to the user
http://www.ciol.com/Semicon/Design-Trends/News-Reports/Mobile-
TV-From-a-broadcasting-perspective/171008111624/0/

Television has always been confined to the living room. But it's now
set to change dramatically thanks to the Mobile Technology. Bringing
TV in a newer form today is much more than just bringing the video
and audio to the user. In the digital world, there is much more to it, by
way of adding the difference of the additional quality while using lesser
bandwidth for the same effect. Also in the digital transmission we talk
of additional data being sent which bring added value to the user, in
the form of guide and more importantly from a commercial angle the
payment for a service, all controlled using software.TV in its newer
avatar has become more complicated. Thanks to convergence and
rapid advancement of technology in the world of consumer electronics.
Television has indeed come a long way. Devices like the mobile phone,
IP networks and broadcast TV are converging.Both IPTV and mobile TV
are great examples. In both these, there are forms that deal with TV
from a streaming perspective, where the TV is more on-demand option
with pre-recorded content and not a TV in true broadcasting sense.
Here, it will mean live TV as it happens from the source or as intended
by the broadcaster, where the user can switch channels and watch his
preferred program, live. In addition he should also be able to get
information about the programs on offer. The reality- Mobile TV is
becoming a reality as a use-case; from the way mobile phones have
evolved. Maturity in LCD screens and low production cost has fuelled
their adoption in a host of consumer devices. The mobile phones of
today have ceased to be what they were intended to be. They have
grown up-to be intelligent devices with calling as "one" of their
features. Though digital broadcasting has been around for sometime
now, it would not address the requirements for the new form of mobile
TV for the following reasons

a) The size video format planned earlier will hot address the new
scenario as the screen is small.

b) Does not address effective use of bandwidth.



c) Content protection for paid services cannot be applied from the
traditional setup with card

d) The key requirement is for a mobile environment where the user is
expected to move at good speeds and the video is not expected to
break.

e) Extreme power constraints, which is not the case with Conventional
TV.

Technology has to address the above problems if TV has to work on
mobile devices. Fundamentally all technologies around the world
addressing mobile TV have, as implementation, MPEG4 or H.264 for
video format and the size is CIF mostly. And additionally some if not
all have good definition for guide. As format is different from the
traditional TV, new setups are required to create these and
subsequently decode.Before we get into the details of the system that
implement mobile TV, we need to understand how it is laid out. The
technology that addresses this new use-case can be divided into two
broad parts:

a) One is the bearer technology, which defines the underlying platform
for providing all the necessary features to achieve the constraints
mentioned above. This is very important as this forms the fundamental
block for building the logical layers.

b) Second is the technology for the logical layers or called service
layers, which defines how the content is described and the methods for
decoding at the end device and usecases for the user to use the
system. This mentions what is coming in the stream, how to receive
and use it.
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TATA ELXSI BRINGS LIFE TO ROADSIDE ROMEO
http://www.businessofcinema.com/news.php?newsid=10446

Tata Elxsi Visual Computing Labs came on board from 1 January 2007
onwards and saw Roadside Romeo come to life in 21 months. The
movie took more than two and a half years to complete. Director Jugal
Hansraj said, "We have done a lot of detailing to make the film look as
real as possible. Our team of photographers clicked photos of real
locations in Mumbai so they could be used for referencing in the
movie. We even added garbage, pot holes and stains of various
types." Tata Elxsi head of production and creative director Pankaj
Khandpur added, "The detailing is so much that there is an average of
50 layers per shot. We also decided to give fur to the characters which
is a very time consuming and expensive procedure. "To add to all this,
there is also an item song Chuu Le Na in the film picturized on Laila
with 300 furry animals in the crowd in an auditorium. Roadside Romeo
has a runtime of 95 minutes with 1400 shots. There are a total of 37
scenes in the movie including the songs. To make the animated
characters look as real as the counterparts who dubbed for it, the
gestures of Saif Ali Khan, Kareena Kapoor and Jaaved Jaffiri were
recorded on camera and then applied to the animated characters. The
actors dubbed for the characters first, and then the characters were
created. Shrirang Satheye and Sohael Merchant have worked as
animation directors on the movie and Anshul Chobey is the director of
photography. Walt Disney, the co producer of Roadside Romeo,
brought in its expertise on production, reporting and panning. They
are also merchandising various products of the film.
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Animated action

Tata Elxsi's foray into the rapidly growing animation market and a ba:
niche services will help it weather the economic storm better tla\au ::;te‘:s'
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ment in Bad’s Ature growth. [n ad-
dition % the overseas potential there
are plenity of opportusitios In the local
market. Tata Elxsi has alrvady bagged
twe more anders frum Yash Raj Filma
This time. |8 inked & contract that en-
ured it ralisation is shout 8 mi-

ing profitablity intact. The
firstof the twe flms b e b stat i the

Howevet, proffsbrsty was sabdund
by additional costs incurred on hiring
mare emplayees kocally as well as for

& design centre in the UK the trend
ia expected to continue in the second
paarter. “Wo will peotably see 8 some-

coniributed Bs 7 crore, while the vi-
sual labs segent gener
ated aboct Hs. 15 croes in pevemaes.
Overall, SDS margina dipped 1o 177
per cent from 2.5 per cont & year aga
The Sl di d rrvenues of

whit mubdued quarter i Inshastrial de-
signing in x-mdnnd'_t saidd Dex
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operations Tom e bew deslgn e
re get ping Tata's Khui's other big
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Step by step

The performance of Eboi's other divi-
o femains rather mixed. s prod-
et design sepment, which makes
products and hadware across the
rwdnn I.|fr cycle for industries. like

Froumsthedheseelopas's peerape
tive, therefore, demared Js s
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Elni's deshgn and engineering ser
vices (DES) segment. now rechris
tened ||muu|1l! design enginerring.
il Lrand and peod-
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transport and medical devees. An
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the design and packaging of GloeS-
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even wun @ World Star award for its
eyecalching packaging Tata Ehai
dhors siesilar design work for car mak.
ers mich as Ford Jaguar, MG Rover,
Blahindrs & Mahindra snd Tats Mo
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the segment grew by 2 por cem over
the previeus cormesponding period.

In fiseal 2008, Tta Elxsi reparte 1 30
peT cent jamp in nevessaes o Rs 4015
crte; e ot lirebed by |1 per cent
to Rs 769 erore. Profitability showed
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114 crone anud posted opersting mar
e of 16.7 per cent. Asalysts expect
margins wbounce back in the second
Half of fiscal 2008 when demard recov-
ers. In the meantime, flaed costs, such
a3 empleyoes remuneration, interest
and depreciation, contizwe towelghuon
peufitubility. Performance in the se-
ond quarier i not expected b nuch
btter, but growth sheedd piek up pace

intetim velatilfty in rev
remain bullish on the

of the conpany
Fart of that optimism stems érom the
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85 per cent growth in revesmes to Re
Al cron s 2008, Proft is epocted ta
dip by about 13 per cent 30 s 46 crove.
wever, the consgany s expected
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nues and profit tipped o jump by 33
per comi and 81 s err, resproctively
Hs 125, the stock trades at 044
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Saurabh Turakhia
Mumbal, November 2

., When Yash Raj Films and Walt Dis-

ney struck a joint venture to dish ont
three fully 3-D animation movies, ex-
pectations were high, The first of the
three movies, Roadside Romeo released
a few days back and although it is too
early to comment on its status at the box
‘office, the animation industry in India
has acknowledged the effort that has
gone into making the movie—thus tak-
ing the Indian animation industrya lev-
el closer o animation movies churned
outby Hollywood.

“The idea was to set up a new refer-
ence point and create a new benchmark

for Indian animation in terms of quali-
ty" explained Pankaj Khandpur, cre-
ative director; Visual Computing Labs,
the division of Tata Elxsi, which han-

R e

dled animation for the film.

CEO of Crest Animation. ;

On an average, 100m120ammaﬁon
artists worked over 21 months to devel-
op animation and effects for the movie.
“Special effects to depict how the fur on
dogs’ skin would look when wet or in
light required a lot of toiling by the ani-
mation team, Disney assisted in pro-
duction management, reporting and de-
wlopmg-mrhandife,”aaﬂxhandm

e Romeo

Jayakumar, CEO. of Toons India,

es, duced Hanuman Returns with Percept

Pictures said: “Roadside Romeo is defi-
nitely a bold take, After we started a

; wave with Hanuman, the time has come
- to take the local animation industry to
m, thenext level." He also added that Road-

side Romeo will be a good reference
point and if it is successful with box-of:
fice collections, others will dare to take
the plunge. _

The Walt Disney-Yash Raj Films joint
venture that dished out Roadside Romeo
will be ready with the second animation
movie by 2010, “It is in the pre-produc-
tion stage”, said Khandpur.

saurabh.turakhia@hindustantimes.com
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Tata Elxsi
eyeing niche
spot in virtual
reality space

Our Bureau
Hyderabad, Nov. 7
System integration services
provider, Tata Elxsi Ltd, is
eyeing a niche position in the
virtual reality (VR) solutions

market in the industry.

The Tata group compan
keen on expanding its o
nu{: in the VR segment by

ing companies set up vir-
tual reality centres, its Gener-
al Manager & Head of System
Integration Services (India),
Mr M.M. Prasad, told Busi-
ness Line here on Friday.

“Tata Elxsi is in the virtual
reality market for the last 10
years and has an early lead as
far as its Indian competitors
are concerned. We see VRasa
potential market over the next
three-five years, if not imme-
diately,” Mr Prasad said.

So far, Elxsi has provided
interactive, real-time VR solu-
tions for design review, data
analysis, critical training and
other operations. Its clients,
besides those of its parent
group, include Mahindra &
Mahindra, defence and re-
mote sensing establishments,
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GROWING APPLICATIONS
Unlike in the developed coun-
tries where VR solutions are
more commonly deployed by
companies, in India its appl
cation is still in a nascent
stage, he said.

“But in core industries such
as biotechnology and manu-
facturing, the application of
virtual reality is growing. In
addition, the emerging sectors
are in entertainment and tou-
rism in which an element of
excitement can be added,” he
said.

For instance, in a museum
or historic monument, one
can actually “travel” into the
past with virtual reality aids,
he explained. The cost of set-
ting up a virtual reality centre
could range from Rs 25 lakh to
Rs 3 crore, depending on the
nature of applications. The
company posted a turnover of
Rs 400 crore in the last fiscal
with anet profit of Rs 62 crore.

WORKFORCE ENGAGEMENT FUELS ORGANISATIONAL SUCCESS

N TODAY'S
the key to driving business
md malniining a competi-

i ' et the agenda for em-
ployer engagrment. It s critical for
organisafions @ recognise that
competitive advantage comes from
people and aligning them with the

the organisation is absolute-
y nevessary.

There are differynt bevels of en-
gagemen: and unders g lhr
types ul engagement provides pe
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The emotional aspect (s how eem-
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Seaders and their calleagues. The
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nitation.  Compensation  and

ervefils will belp 1o bring the candi-
ilates on board tan for onger term,
the mansgers will have 1o play an
Imeportant role in helping them de-

Involvement: Employer inwolve-
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diy's competitive marketplace. En
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Tata Elxsi unveils ‘Design Studio Europe’ in London

BANGALORE, DHNS: Tata
Elxsi, the technology arm of
the multi-billion dollar Tata
Group, has announced on
Monday the opening of De-
sign Studio Europe in UK.
This design studio endeav-
ours to provide a range of

high value services to cus-
tomers in the European re-
gion. with a global perspec-
tive. '
Centrally located

It is based in Milton
Keynes, UK, which provides

easy access to customers
and is one of the most pre-
ferred locations for technol-
0gy companies.

This is the first of a net-
work of international de-
sign studios, which will con-
nect into IDE - the industrial
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our customers for their spe-

markets.”
Tata Elxsi has 20 iner-

national  offices  across
Europe, US and Asla.
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design division of Tata Elxsi
in Bangalore. The design
studio offers product design,
packaging design, graphic.-
design and design realisa-
tion services, customised to
meet the demands of today’'s
dynamic market.
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