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Suresh Senapaty

Very good afternoon ladies and gentlemen. Warm welcome to the first India analyst
interaction session. It is indeed a privilege to host all of you this afternoon. The
objective behind organizing this kind of an event first and foremost is a continuing
interaction with the investing community and analysts. We meet you in various forums
at our offices, road-shows, conferences, and we thought this is a logical next step, where
Wipro management comes on a single dais to share our perspective on prospects and
challenges we face and more importantly to answer any queries or doubts that may be
there for us.

The second is sheer learning value. We see these four hours as an opportunity for us to
understand and share the top of the mind issues we have. While we will try and address
as many as we can during the session, | am sure there will be many more which we will
carry back home as pointers for future reference.

Lastly it is a multi-dimensional Wipro view that such a forum creates, each one of you
have an independent view and perspective about Wipro depending up on your role in the
capital market, sell-side, buy-side, fund managers, and so on and so forth. We believe
and hope that all of us will benefit from such a diverse base of participation, participants
and interaction, understand Wipro from a dimension that we may not have seen before.

We want to talk about three themes today, offshoring, competitive position of Indian
industry, and Wipro’s recent performance. On offshoring the recent McKenzie study
talks about Indian exports to be about US $60 billion by 2010 from the current level of
$17 billion last fiscal, translating in to a compounded annual growth rate in excess of
25% over next 5 years.

As the global delivery model continues to mature we see some fascinating results. A
service such as infrastructure support that used to be 95% onsite four years back is now
68-70% offshore even as we deliver far superior service levels performance on a 24/7
basis. Similarly, testing as service line that was until two years back catering mostly to
technology companies is today overwhelmingly embraced by our enterprise clients in the
banking and financial services, retail, and other industries too. These clients realize the
benefits of the assurance that a highly scientific specialized testing can provide to their
applications. Going forward too we believe offshoring will remain a central theme in
global IT services.

On competitive position of Indian IT industry, the sheer growth we have seen over the
last several years demonstrates the preference of the customers. The strength of the
Indian IT industry is multi-fold. It's pioneering global delivery model, highest quality
standards, grass-root presence at the supply base, that is, hundreds of engineering
colleges across the country and ability to engage and transform its employee force to
meet ever changing requirements of the global IT industry. These are some of the strong



points that will keep it in good stead. What is even better is the fact that despite our
growth we are still tiny when we compare our numbers with global IT spend. At $17
billion, we are less than 2% of the $900+ global IT spend. Our work force remains most
cost effective across the globe and is more productive in terms of number of hours and
quality of throughput. We see strong catalysts in place for Indian industry to continue
this good performance going forward also.

Finally, to share some of the highlights of Wipro’s recent financial results. We crossed
several milestones recently. At Wipro Limited level we crossed Rs. 500 crores of
quarterly profit number. Our IT business crossed Rs. 10000 crores annual turnover, and
global IT business surpassed 50000 employees landmark. All our businesses have
shown robust performance. Global IT business delivered a sequential double digit
volume growth last quarter despite lower number of working days. Our domestic and
Asia Pacific IT business grew 17% YQY, 27% YQY on the services front in a seasonally
weak quarter; even the profits grew 45% year over year as some of our earlier
investments started paying off. Our Consumer Care and Infrastructure Engineering
business also lead the industry growth rate and continued to churn out marquee
performances.

Going forward we see pretty decent traction for our businesses. More importantly we
are charting out the course of our next journey, building out our next strategy, and
preparing ourselves for the next phase of exciting growth.

In terms of the structure of the discussion today, we will begin with a quick up date by
Sudip Banerjee. This will be followed by an overview of our next 3 years strategy by
Sudip Nandy, who is our Chief Strategy Officer, Suresh Vaswani will then follow with an
overview of the Wipro Infotech business and the differentiated practices in our global IT
business which he heads. We also have G. K. Prasanna, whom many of you have met
before, to give an update on the exciting space of technology infrastructure support
services. We will hear from T. K. Kurien on the progress in direction Wipro BPO
business is on. We will wind up with a presentation on the most key important area,
people management challenges by Pratik Kumar, who is our Executive Vice President -
Human recourses at Wipro. And finally we will have an open house for Q&A where in
addition to the presenters we will also have Mr. Azim Premiji to answer the questions.

Thank you and over to Sudip Banerjee.
Sudip Banerjee

Thanks Suresh. Good afternoon. | have a 20 minute presentation which shall take you
through our company highlights and that will be followed by the other presentations. So
| will try and keep this brief, | guess the Q&A’s will be at the end, so if you want you can
note down your questions and we will take them all at the end of the session.

When | come to National Stock Exchange this is one slide that | have to put up first, just
want to make sure that everybody understands what is being communicated here.

So coming to the first point which is on the emerging market opportunity for India. Some
of you would remember that a few years ago Nasscom and McKenzie jointly did a study
which talked about the market opportunity until 2008. That study had talked about the
Indian IT opportunity to be of about proximately $50 billion by 2008. Now there has



been a revision, an update to that study and this one goes up to 2010 and this was
recently done. Now if you look at the figures here, what it says is that in 2005 the
industry was $17 billion which comprised of $12 billion in IT and another $5.2 billion in IT
enabled services. Now that is now projected to go up to $60 billion by 2010. So the
delta which we were talking about is approximately $43 billion, so that is the market
opportunity. There is also an additional point mentioned in this study and that says that
there could be over and above this $60 billion an additional potential of $20 billion. So if
that is considered, then the total market we are talking about is $80 billion which is 45 in
the offshore IT space and 35 in the BPO space, and the respective CAGR for the IT and
BPO are 24% and 37% going forward. So this gives you an estimate of what is available
in terms of a market opportunity for players like us.

Coming to Wipro, we have a culture of success which has been part of our story ever
since we started our business. We were incorporated in 1945, our first IPO was in 1946,
we got listed in the New York Stock Exchange in 2000. So we have had really a 59 year
track record till now, and very happy to say that all of those 59 years we have had a
track record of both growth as well as profitability. In terms of a compounded growth
rate, and this is compounded over full 59 years, revenues have grown 21%, net income
has grown 31%, and market cap has grown 24%.

We entered the IT business in the early 1980’s and then the IT services part of that
business we entered in the early 90’s. In the 80’s when we started, we started as a
domestic hardware company. We used to make our own computer systems at that time,
and we came up with an indigenous R&D. In early 90’s we first put out our R&D as a lab
on hire and that launched our software services business, which came from the R&D
side and then into the enterprise side in that order. Over 90% of our revenues today and
96% of our EBIT comes from the IT businesses that we have which includes our global
IT business, our domestic India IT operations, and our Asia Pacific operations.

So if | were to give you a snap-shot of our IT business, we have more than 35 offices.
We have more than 40 development centers. We have people in our company from 31
nationalities, and we are currently a part of all the major indices. So we are in the TMT
index, we are in NSE nifty index, the BSE Sensex, etc. So we are part of all of the listed
areas.

In terms of our global delivery centers, which is the point not covered here because of
lack of space on the slide, just to briefly mention other than the centers that we have in
India, we also have centers outside of India and starting from the Far East we have
center in Yokohama outside Tokyo. We have two centers in China, one in Shanghai and
one in Beijing. We have five centers in Europe which are in Sweden, in Finland, in
Germany, in UK. Then we have three centers across North America. Outside these we
also have made acquisitions of some companies and some of these companies are
head quartered in terms of their own established original bases both in Europe and
America, and that gives us additional number of people who are today operating out of
our offices.

If I go back down below, we have talked here about the IT business, and from 1989-90
showed you till 2005-2006 how our revenues have grown, and that on a 10 year CAGR
basis has been a growth of 43%. Now the last column that you see, 1813 million, is the
actual revenues that we have had in our global IT services business, plus our guidance
for quarter 4. Over and above this there is domestic IT services business as well as the



domestic IT business, and those numbers are not captured in the 1813 million figure that
we are showing here.

In terms of mining the overall global market, we talked earlier about the chart where |
showed you the market opportunity. The way we see the entire opportunity, based on
that we have actually designed our organization structure around industry verticals and
specialized practices. In terms of the industry verticals we are basically in two places,
one is the technology part of our business, which is a little unique because most of the IT
services companies out there do not have this as a major component, we, as | said
started our IT services business from the technology side of our business, and that
accounts for 37% of our revenues, and we have two divisions which cater to the needs
there, one is the telecom service provider vertical and the other which is the product
engineering business that we have, so the two industry verticals around these. On the
enterprise side of our business, that’'s where we get 63% of our revenues as of today,
we have the finance solutions division and the enterprise solutions division.

In terms of the three year CAGR, the last three years, we have shown here the growth
rates and they are available as you would see, the finance solutions area is the one
which we have grown the fastest in the last three years, and the growth in the other
areas are all in the 30’s. So we have really grown ahead of industry in all our businesses
in the last three years. The right most column has more details of the verticals that we
have within those areas, and in the technology side we have verticals around the
technology platforms, whereas on the enterprise side we have verticals around the
industries that we focus on, so banking finance insurance and then retail manufacturing,
energy utilities, and then travel media transportation and services.

In term of innovating the global delivery model, one of the points that we would like to
talk about is the new service offering that we keep coming out with. In the year 2000-
2001, about five years ago, we launched our package implementation and our
infrastructure services business, and in that particular year that component was 8% of
our revenues. Subsequently, as the years went by we added to it testing, Suresh just
briefly mentioned. We added to it consulting, and then we added to it BPO, where we
got into the business through an acquisition. If you look at all these practices combined
now five years down the line, from 8% that today accounts for 39% of our revenues. So
in the year 2000 we used to get 92% of our business from the traditional software
development and maintenance piece and 8% through differentiated services. Today,
our software business is 61% and all our differentiated services put together is the other
39%, and we have a leadership position in all the new businesses that we launched, so
whether its testing or its infrastructure or BPO business. The consulting revenues which
we have shown here are for pure consulting revenues and do not include the consulting
numbers which are embedded in the vertical revenues, really is the way we measure our
consulting business is part standalone and part the embedded piece in our vertical
offerings. So this number here just refers to that piece that we have which is pure
consulting.

Moving on, in terms of some of our differentiators, this slide is the busy slide, it just
shows you the total export potential in different categories and the CAGR within those
categories, and what we are trying to say is that if you look at the multiple categories
which are there, which includes software development, consulting, infrastructure,
package implementation, IT-enabled services, and R&D services, we play in all of them
and we get our revenues from each segment of the market. So just to mention out of



$473 million which we did in quarter 3 of this year comprises a healthy mix from each of
these differentiated services and the practices that we have.

The other area that we would like to talk about is our acquisitions, and this group is fully
aware that we have made several acquisitions in the last three years, and we made
several in the last month or month and a half back.

Now, why do we do these acquisitions? We have a clear approach towards all our
acquisitions. Our acquisitions must either lead to entry into a new market or it must give
us domain competence in some area, or it should fill a gap in our service lines which is
hitherto not available with us. If these are not available then the other reason why we
would do an acquisition is to get a more solid technology footprint. So that’'s our
approach towards acquisitions. We have articulated this when we made our first
acquisition, and we continue to reiterate that our objective for acquisitions must fit into
one of these that we talked about just now. So that is why we have a string of pearls
approach towards all the acquisitions. Now if you look at some of the acquisitions that
we have done, when we did Spectramind, it filled our objective of adding on a new
service line, which is BPO, which we did not have at that point in time. If you see the
AMS acquisition, that gave us domain competence in the energy and utility space. If you
see NerveWire, that gave us expertise in the securities area within financial services.
The NewlLogic aquisition has enhanced our technology footprint, and the Mpower
acquisition has given us access to a new customer and market.

Our other differentiators, the point that we always highlight when we meet some of you
individually, our process and quality focus, and this started long before we got into the
software services business. When we came into the hardware business in the early
1980s, we went in for all ISO in our factory. When we started our software services
business, we moved from ISO to the ACI CMM framework, which was just getting
accepted at that time in the early 1990s. We first had an SCI level-3 certification in
1997, 18 months later in 1998 December we got our first CMM level-5 certification, in
2000 when we added on some of our other differentiated practices we got CMMI and
also at that time we got soon after that a PCMM level 5 certification. Over and above
this we have always had for the last seven or eight years an umbrella initiative around 6-
sigma. We started on our 6-sigma journey sometime in 1997 and now we have most of
our critical business processes around 6-sigma. In the process of all this quality
certifications and journeys that we have undertaken on the process and quality front, we
won most of the coveted awards in this field, including the IEEE Award.

As of date, we have 15,000 employees trained in 6-sigma including more than 200 black
belts, and we have in terms of our other areas of certification, more than 700 PMI
certified project managers.

What does it do? We do not do quality because we like to get certifications. We do
quality because we believe that fundamentally it gives us advantages with our
customers.

And what are those advantages? It gives us advantages in terms of productivity;
therefore it leads to lower development cost. It gives us advantages in terms of
schedule adherence and therefore we are able to be on schedule more often than not,
more than 90% of the time we are on schedule, and that gives us lower schedule and
lower chance of being on an over run. Finally, it gives us phase containment in all our



software programs and that in terms of getting it right the first time leads to low
maintenance cost. So that is why we do these quality initiatives.

We are currently working on another major initiative, which is Lean. There have not
been any cases of IT companies operating with Lean principles. We believe that we are
one of the first companies who are trying to work Lean or implement Lean in the
software area, and as and when we are more ready with some of the experience,
experiments that we have launched we will share more details with you. As of now, we
have several 100 Lean experiments going on in the company and as a result of them we
have already got some significant advantages. We think that every two or three years
launching a new quality initiative, which is how we have done. So early 1990s from ISO
to SCI, then from SCI 3 to SCI 5, then on to CMM, PCMM, and now Lean, every two or
three years, we have launched one new quality initiative and each time that we have
launched a new initiative it has given us the next level of process and quality focus and
the results of that have translated into lower development cost for our customers, lower
schedule over run, and low maintenance cost when we do maintenance projects.

In terms of the highlights for the quarter, most of this information is available. | will
quickly go through this, revenues 473 million, we had quarter on quarter growth of 9.9%.
This was ahead of our guidance of 463 million. We had strong volume growth, almost
13%, both offshore and onsite. Proportion of revenues from offshore projects was up by
160 basis points, which means we are trying to do more work offshore than we were
doing earlier. We have had very strong people additions, net additions of more than
5000 people, 3770 in IT services and 1400 in BPO. Our Wipro BPO business
operations, major improvement, we had sequential revenue growth, more than that we
had significant improvement in operating margin, Kurien will talk more about it. Broad-
based growth, sequential double digit growth in financial solutions, in the combined
technology business, in our travels, media, and transportation and service verticals, and
in the energy and utility verticals. Plus, in terms of our testing areas, our differentiated
services in testing, infrastructure, and package implementation, we had sequential
double-digit growth. Our Europe and Japan geographies also grew double digit, so
overall from a practice point of view, from industrial verticals point of view, as well as
from geography point of view we had very strong robust all round growth. And finally we
have announced new acquisitions, which have now both got consummated and they are
now fully operational.

Strength of the business model is reflected in a 3 dimensional approach, so we have the
vertical distribution, and the interesting point that you might like to note here is that none
of our industry verticals are so large that the others are insignificant. We have a balance
between all the industry groups that we operate in and therefore we are in a better
position, we think, to be able to exploit the market opportunity. So we are not 40-50% in
one or two verticals and negligible presence in others, we are pretty well spread out in all
the industry verticals. The same way as far as geographies is concerned; we are not
completely concentrated in North America. Our business in North America is just over
60% and we are fairly strong in Europe with 33% of our revenues coming from there, 4%
coming from Japan. In terms of all our differentiated service lines, each one of them has
been growing significantly and YoY growth mentioned here, testing growing almost close
to 90%, infrastructure 45%, package implementation 34%, and software development
and maintenance 33%. The growth rates of our industry verticals, financial services
higher than 50%, R&D services 40%, enterprise solutions 29%. Growth rates in terms of



our geographies year on year Europe 51% leading the path, strong growth in North
America and Japan as well.

We think we have a platform of sustainable growth. We have a large number of
customers. At the end of last quarter that list stood at about 485. In terms of revenues
per customer, that has moved up and it is now 3.6 million. Million dollar customers again
has moved up, if you see, look at it from one year back, it was 163 and it has moved up
to 210. And in terms of percentage of offshore revenues, that is another area where we
have been concentrating to try and get more work offshore, and that has moved up to
almost 47% now.

Wipro businesses, we think we have a compelling proposition. Suresh talked about
some themes. We talked about outsourcing. The other two strong themes are the GDP
growth, which is attracting investments, and thirdly the consumer boom in India. And if
you look at our businesses, it is not just business in the IT segment, our other
businesses which caters to the other columns in the right, which is strong GDP growth,
we have an IT business in India, which has been really growing very very quickly and we
see great prospects in that. Also our investment in infrastructure in India through our
Wipro infrastructure engineering business is something that is giving us the opportunity
of tapping on to the strong GDP growth that is attracting investments in India.

Finally, to meet the demands of the middle class, the consumer boom, we are also a
strong FMCG player, and that business has been growing. So our unique position, we
are amongst the three top IT services companies out of India with the widest range of
services, we are a leader in the IT space in India, Middle East, and Asia Pacific; and also
the leader in the infrastructure engineering space in India, and we are a leading player in
the FMCG market. 76% of our revenues and 89% of our profits come from our IT
business, which caters to the opportunity available through the outsourcing boom, 16%
of revenues and 9% of profits from the Indian market for large IT investments, and finally
5% of revenues and 4% of profits from our FMCG business.

In terms of looking ahead, we have given the guidance for the quarter. We expect the
global IT services revenue to be $510 million, and the underlying factors which we see
there are volume growth and stable prices. We will endeavor to keep our operating
margin in a narrow band, and what we think we have in terms of levers to be able to
manage that is utilization where we see ourselves having a lot of head space at this
point in time. We think that we can improve the mix of junior people to senior people,
which is the bulge mix that we call it, so have larger proportion of junior people, because
we already have compared to anybody else, our peers in the industry an existing larger
proportion of senior people, and then productivity improvement levers, which we can act
upon. We think that as we use those levers we will be in a position to keep the operating
margin in a very narrow band.

Finally to sum up, widest range of services, talked about the export potential of India and
were we are placed, all verticals and practices having a good weightage, and we are
penetrated everywhere. We have strong customer relationships, we have a very strong
financial position, and we have at this point in time at the end of quarter 3,788 million
dollars in cash and cash equivalents.

That brings me to the end of my presentation, just stuck to my time. | will hand over now
to Sudip.



Sudip Nandy

Good afternoon to you all. It is my pleasure to be here today. | have also about 17 to 18
slides like my predecessor Sudip Banerjee had. So | should take about half an hour to
cover our strategic plan for the next three years.

The strategic plan is really a statement of our desire, it is an expression of our intent,
and what | intend to cover in the slide that we have is first setup as to what we are
shooting for and then make an articulation of our game plan. An articulation of our
resolve as to how we want to attain our desire of what we want to achieve. ltis less, it is
low on details, it is not very high on significant shift of strategy, but it is lot of incremental
things that are being done which are going to have a significant effect in the final results
hopefully.

So this is a slide, which we have covered before, but it tells you that if you have a track
record like this, the objective is to be able build even further on this and grow even
beyond and continue on the same curve that we have had whether on revenues or on
net income in the years that come.

We covered this interesting slide from the December NASSCOM McKenzie report on the
state of the Indian offshore IT industry. Some of the action items that we lay out in the
strategic plan for the next three years will cover on that mysterious $20 billion, which is
the additional potential that the Indian offshore IT has, and we want to be able to grab a
significant part of that. Some of the actions in the strategic plan will be also focused on
how we can get a major share of the growth, the $43 billion delta that is there between
the 2005 number and 2010 number. Some of the findings were expected from this
NASSCOM McKenzie survey, like all of us intuitively knew that BPO is growing at a
faster rate than IT service is, but how much faster, we could not put finger on that. Here
it clearly comes out that BPO is growing at least 50% faster than the IT services. So our
strategy has got to be aligned to be able to ride on that growth wave and that growth
engine as much as we have ridden the IT growth wave in the past.

Also interesting is that, this particular slide only covers the Indian offshore IT space, so
there is the so called non-Indian offshore IT space too, which is a playing field where we
want to play going forward and at least take the steps required in the coming year or two
to able to grab a significant part of that pie. So that is a critical point for us going
forward.

You have seen this slide before in terms of our clients, our global development centers
and employes and revenues, the interesting fact which | wanted to bring out in this line is
that, about 66% of our revenues are from the global 500 or the Fortune 1000 customers,
which is a really high number to come from the large customers, but that is what the fact
is. It is a very high. So that creates a sort, both an opportunity and a dependence on a
certain kind of marketing profile and the sales profile that we have which we can build on
to become even stronger player because you have so many more customers to sell your
service lines to.

As we mentioned, the chart here shows 43 development centers, but we actually have
40, but we have 43 because we have added three new development centers in
December in Austria, France, and in Munich in Germany.



So this is a very high level objective of where, a statement of where we want to be,
where we want to grow over the next three years. No rocket signs about it. Fairly
simple statement where we want to drive higher growth in revenues and profits. We
want to leverage, important word here, adjacent growth opportunities to get incremental
growth. We will elaborate on that, what we mean by that. We also want to be able to
transform Wipro into a true global deliver organization, and lastly we want to create an
exciting growth opportunity for Wipro employees over the world. You will find that in
three of the four sentences the word “grow” appears. So grow, grow, grow is a very
important theme for us going forward, and you will find that this is really our strategic
framework for the next three years and the whole thing is grow, and the internal acronym
for grow is grow with one Wipro. GROW, that is our internal theme, and there are
essentially two elements to be seen, one is what we call a set of growth engines and
there are four of them. We will cover them briefly. And the other six are growth
enablers. So essentially, whether it is the SBU’s, the verticals that we have which Sudip
covered earlier, or the service lines, or the geographies, all of them are really growth
engines, and all the functions that support the growth engines, that gives the fuel to the
growth engine, that feeds the growth engine to really go at the top gear are the enablers.
So | will cover each these 10 themes in the next 15 odd minutes in one slide each to
give you some of the snap shots of what we intend to do in those themes, how they are
different from what we did in the past, and probably some cases we will not do. | will not
cover too much on the building right capability and leadership, though | have one slide,
because my colleague Pratik will cover that in the future, but | will focus a lot of my time
on the next two, the first two, which is the organic growth in the global IT and IT enabled
services, as well as the leadership in India and the Middle East. So | will focus on these
ten themes going forward over the next 10-15 minutes. And obviously covering the
growth engines and the growth enablers is the value system, the spirit of Wipro all of that
put together, which will give us framework for day-to-day behavior with colleagues, with
professionals, with suppliers, and customers.

So the first growth engine is the growth engine for organic growth in the global IT and
ITES. Now each of these engines, each of these enablers have multiple action items
and each action items have milestones that happen quarter by quarter over the next 12
quarters. So we are not giving you the whole picture, but the snapshot of the big picture,
the broad stroke of what we intend to do. So there are five action items here in the
organic growth because that is very critical to maintain our health and our success going
forward. So one of them is global and major accounts, and now recall the fact |
mentioned that 66% of revenues come from Fortune 1,000 and Global 500 accounts. If
you took another slice of the same data, about 80% of our revenues come from 20% of
the accounts, and if we have the broadest range of services to offer that tells you that
the potential for us to grow with incremental effort on those accounts is very very high.
So there is going to be a very special focus on this particular aspect of our action item
which is growth in the global and major accounts. It requires some degree of structural
change, some degree of measurement change, and so there are some elements of the
enabler part of our strategy, which impacts the global and major accounts. So there is
going to be a huge focus in major accounts. You saw that we have now become 210
accounts, which are in the one million dollar annual run rate. This is a very key
component of our organic strategy going forward.

The second key element is in terms of, if you have 80% of your revenues coming from
20% of your account, it is a question of aligning the right resources after the right



opportunities. So having done the right resource alignment with the opportunities where
do you most effectively put the balance resources to play. That is the game. And there
we are to actually choose accounts we want go after and win and make customers and
align the balance of our resources to those accounts very effectively. So it is | think
endemic in the Indian industry today in terms of client mortality. Everyone announces so
many client wins, so clients win every quarter, but what is hidden within that is the
mortality of clients. Of course, we don’t consider a client to be a client till he has given a
full-year revenue because one project done is not really a client. It is really one project
done. So focusing on strategic accounts which we identify that that is what we think we
can play and aligning resources to that and bringing references to bear on that is a very
critical component of our organic growth strategy and we will execute over the next 12
quarters on that area.

The third area is where we think there are areas, inventions happen when two domains
coincide or overlap. High growth opportunities similarly we 