Oberoi-Translating Dharma into Best practices in HR a
retrospective view

According to HVS Indiare ports, India ranks4 1% in world tourism arrivalsand has the potential to be inthe top 20.
About five million tourists visit India, annually. This number is projected toincrease to 18 Million by 2016. india's
national market is also growingwith 540 Million domestic travellers a year. As aresult, the hotel businessis going
through major changes in the country, which with the entry of several international chains has led to a
competitive landscape.

The Oberoi Group was established 75 years ago by the founding Chairman, M. 5. Oberoi, on the core values of
persistence, humility and a strong belief in people. The organisation now has 13,280 employees worldwide
with a female to maleratio of 1:2.35, working across thirty hotelks, five luxury cruisers and the Group's other
business activities.

The keychallenge inthehotel industry, which operates 24 hours aday, 365 daysa year, is to engage a diversegroup of
employees through specific initiatives and participative efforts constantly and consistently. The Oberoi Group has
bazed its people practices on its core values, which it refers to as its Dharma. This case study is a walk through the
Dhorma-basedpeople practices and initiativesthat the Oberoi Group uses to engage, nurtureandretain itstalent.

The company's Dharma - is the starting point for

everything the organization undertakes. The

I adoption and ewolution of the Dharma was a

» ) participative process across all hotels in all

S locations. This exercise validated the core values

endorsed by the founding Chairman, which

| | include the conduct that applies to all aspects of
the Group'sbusiness.
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» Careforthe customer
*  Twowaycommunication
* Respectforeveryemployee
* Safeguardingsafety, security, health and the environment

*  Avoiding short-term quick fixes in favour of long-termhea fthy precedent

S0, howdoes anem ploye e know that he or she is doingthe rightthing? By moking everydecision and basing every
interaction on the company Dharma.

TheOberoiGroup"s Dharma has been expres sed in the form of specific conduct expected from everyemployeeand
the organizationhas putin place mobust mechanismstoenableand make it easy foremployeesto practiceit.

Dharmain Action

“Conduct which exemplifies core for the customer through antidpation of need, attention to detail, excelence,
oestheticsand style andres pect for privocy, alongwith warmthandconcern

The Oberoi Group does notview itself as being inthe business of hotels but a5 being inthe business of me mories.
Although guests check inand out with just their baggage, the aim of the company is to create memories that stay
withthem,bringthem backand encouragethemto recommend the chaintoothers.



The company empowers its people to believe = “1 don't just work here. This is my hotel.” Employees are therefore
happy to go the extramile to helpguests, asdemonstratedby the following incident: Alady arrived lote and checked
into the hotel with a terrble cold. She ploced o waste poper basket next to her bed, took the tissue box from the
bothroom and went to sleep. The next morning the housekeeping staff cleaned up the room and reploced the
wastebasket by her bed, put onother oneunderthe study toble, where it wosmeant to be, and odded an extro box of
tissues in the bathroom. Thenin o speciol gesture the stoff member ploced three contoiners lobeled honey, ginger
ond lemonwith o note that explained her mothe F'sremedy for mao gicolly curing colds.

Stories such as these happen everyday. These are the memories that stay for a lifetime, are shared over and over
againand are alsothe reason why peoplekee pcoming back.

The Power of 1500

Anyemployeeinthe hotel can offeranythingatacostvalueof INR 1 500without seeking priorapproval, any number
oftimes, to any num berof guests— noquestionsasked. The objectiveisto create guest delight.

How does thistronsigteto the bottom fine?

The organisation has found that 85to 100 percent guests, who have received the powerof 1500, say that the service
has exceeded their expectations. The real power of this initiative lies inthe fact that by empoweringemployees to
wow guests, guestsend up spending moremoney atthe hotel, they come back andtheytell athers. Thishas adirect
impacton the bottom line.

“Conductwhich eschews the short-te m quick fix for the long-te rm establishment of ahealthy precedent”

The Oberoi Group takes pride in having the best service professionals in the industry. Throughout the year, the
organisation stimulates and rewa rds exce ptional performance that be st exem plifies outstanding service. Some of
these awardsare:

Leading Quality AssuranceChamp- Leading Quality Assurance| LOA) isan external auditingfirm that audits hotels
of The Obemi Group onthe standards laid down for guest service. Mysteryguests conduct this auditand the hotel
learns of it only once the subseguent report amives. TheLQA report mentions, with employee names, areas where
excellent guest service was and was not provided. After the report reaches the hotel, “The LOQA champs,”
employees who have given exceptional service to the guest auditors are given certificates of appreciation. Their
photographswith the auditor's comments areput up onthehotel notice board for allemployees to see.

Appreciation Tree - Team members are encouraged to plant an appreciation leaf on the appreciation tree
displayed inthe team cafeteria. Thisis to promote peerrecognition for a job welldone, irrespective of department
affiliations. It also e ncourages on the spotrecognition andinterdepartmentalco-operation.

“Conduct which demonstrates o two-way communicotion, occep ting constructive debote and dissent whilst octing
fearlessly with conviction ™

Communication is viewed as critical across the Group. There iz a move towards using technology with an
equivalent emphasis on face-to-face communication. Senior management regularly visit different hotels to
spend quality time with employees. Be it a brief address or lunch in the cafeteria, management makes aneffort
tobevisibleand accessible.

The ideas that have emanated from these interactions have directed several new initiatives within the
omganisation. Forinstance, the need expressed by employees to understand the business has been translated into
regularupdatesfromthesenior management.

Inaddition, theorganisation recently launched an electronic employee news letter called Communiguéforinternal
com municationand sharing of best practices across the company. Thecompany also has anopendoorpolicy where
em ployees have unfe ttered access to Hotel General Managers, Business Heads or membersof senior management
toaddress anyissues orgive feedback about theworkplace.

“Conduct which demonstrates thot people are our key asset, through respect fore very employee, ond leading from
the frontregarding performonce ochieveme ntsaswell asindividual development



Theestablishment of the Oberoi Centre for Learning andDeve lopment (OCLD ) in 1966 hasbeen atrue milestonefor
the organisation. The Centre provides its students with technical tmining and the opportunity to be groomed as
Managers in 2 two year programme. The average age of O CLD graduates, who join as Assistant Managers in the
company, isbetween 15 to 30years.

Aswvalidation of its success, eighty percentofthe current General Managers of the chainand senior mana gement
arealumni of the OCLD.

Inan effort toenhance management skills across alllevels of the organisation, the company supports Management
Development programmes in collaboration with premier business schook for senior and middle management, in-
house Executive Development and Supervisory Development programmes for Junior Managersand Supervis ors. The
company has akorecently extended its eLearning platform. In the context of an industry where it is difficult to find
isolated hoursfortraineestogat herinaroom, thistechnical platfiormfreesindividuals to learn attheirown pace.

“Conduct which builds ond mointains teamwork, with mutual trust osthe bosis of alf working refotionships™.

The OberoiGroup is committed to being a fun place to work Since the service industry faces long working hours,
giving people the opportunity to relax and rejoice is very important. The company celebrates manyoccasions and
festiva ks in their businessunitsand hotels.

In addition, the corporate office hosts two Wellness Weeks each year where employees get together for healthy
cookinglessons, salsa dancing, exercise and meditation at work clas ses amongotherteam activities.

Az a demonstration of the trust the Group places in its employees and its view of staff as brmand ambassadors,
the company has instituted an "Each one, bring one’ referral programme, which allows e mployees to recomme nd
like-minded candidates foropportunities withintheGroup.

“Conduct which ot all times safe guards the safety, security, health ond environment of our customers, em ployees
andthe ossetsofthe Company”

The Oberoi Group's vision clearly articulates its commitment to the environment and the community. As an
organisation, it supports social needs and ensures employment from within the local community, uses naturzl
products and recycles items, thus making proper use of diminishing natural resources. The Oberoi employees
expressed a desire for greater involvement in Corporate Social Responsibility (CSR) activities, which the
organisation haswholly endorsed and encouraged. Each of the Group'shotek participate ina varetyof C5R efforts
intheirlocal communities, which include planting trees, building schooks, wolunteering at shelters and clothing and
literacy drives. Furthermore, all Oberoi hotels have water harvesting, water recycling and energy efficient
technology. TheGroup is also seriously conte mplating wind and solar powerasalternative e ne rgy sources.

The Oberoi Group is a member of the International Tourism Partnership that looks ateverything from sustainable
development to youth training, especially in developing countries. In keeping with this and its drive for C5R, the
Group will soon pilot a programme for disenfranchised youth without access to education or finances in
partnership with an NGO. In its Mumbai Hotels, these youths will be taken into operations for a period of six
manths, where they will shadow staff andlea m lifeskillsthat willultimately helpthem gain fruitful e mployme nt.

“Conduct which isofthe highest ethicol stondords- inte Dectual, financiol and moral andreflects the highest levels of
courtesyandconsiderotion forothers”

Safeguarding guest privacy and maintaining confidentiality in allcompany matters is of prime importance. The
following incident is just one of many examples of employees conducting themselves with complete integrity
and honesty:

While servicing o de parture room, o ho use kee ping attendant founda diomond neckiace and an envelopecontoining
INR 50,000 She immediately submitted the guest belongings to the lost and found section and informed her
Supervsor obout the incddent The jewellery and money was loter handed over to the guest, much to her delig ht.
Such actsofethicol conduct are recogn ise dand rewarde din the company as an act of Dhama.

Given the 24xTnature oftheindustry, the Group takes special care to provide a safe and rewardingenvirmnment for
its female em ployees. Women working for the Oberoi Group are provided extra care in the form of a pickup and
drop facility, furnished hotel accommodation in additionto equalopportunities for growth.



The company also has back of house areas where employees are offered excellent gymnasiums, recreation rooms,
hobby classes, on-site medical facilities, periodic health camps, wellness cafeterias and an employee concierge
facilityfor running employee ermnds while theyare atwork. Duringthesummer holidays, cam ps are organised for
the children of the employees. The company has ako instituted The Oberoi Care Fund through which it offers
financial supporttoem ployees affected duringa crisislikethe Mumb ai terrorattacks.

SHRM India's Conclusion

Rated 33 outof 471 companies in the Great Place to Work®Survey 2010, the Oberoi Group was placed second in
the hospitality industry. Being an Indian organisation with aninternational presence, it has leveraged the Indian
concept of Dharma to bringto lfe its corevaluesinalanguagethat employees can easily imbibeand practice. Using
anumberofhigh value initiativesand anew age approach to its HR practices, the Group has succeededin creating
an engaged workforce that drives its bottom line. As competition increases, the keychallenges will continue to be
recruitment and retention of talent. While the Group makes a significant effort to retain key employees, it views
talent that has left the organisation as ambassadors of the Group and proactively continues to nurture
relationships with them. In the final analysis, it is important to note that despite being guided by values, the
organisation is making every effortto align itse f with the changing business environment and de mogra phics and
constantly measure its progress in thisdirection through innovwativemechanisms.
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