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ProPelling    ahead a healthy corporate strategy 
and excellent employee 
engagement is driving rsB 
transmissions (i) ltd even 
during difficult times, says 
rK Behera, its chairman

By NiraNjaN Mudholkar

W
ith a huge focus on commercial vehicles, the market 
has been quite difficult for RSB Transmissions (I) 
Ltd in the recent times. But RK Behera, the chair-
man of the group, is definitely not in the mood to 
give up. In fact, this first generation entrepreneur 

sees this as an opportunity build capabilities and move up the 
value chain. “We have already established ourselves as a tier-2 
supplier. Now we want to become a full-fledged tier-1 company by 
2020. Accordingly, we are fine-tuning our processes and enhanc-
ing our capacities,” he says.

Behera believes the evolution in the value chain should begin 
in the mind-set first before we even talk about capabilities and 
capacities. “See, we are a component manufacturer or a system 
manufacturer. We supply the product as per the customer’s order 
and that could be the end of the story. On the contrary, it actually 
starts there for us. We have to understand the challenges faced by 
the OEMs and come up with solutions to address them compre-
hensively,” he says. 

Accordingly, RSB is already going that extra mile by engaging 
– believe it or not – the fleet owners and drivers, who are the cus-
tomers of RSB’s clients. “We go to the field and speak directly to 
the end-users to understand their requirements and pain-points. 
This feedback is incorporated in the product design. The idea is 
to become a partner with the OEM.” 

The efforts are already paying off. Not only has this given RSB 
a good footing in the aftermarket, it has also helped change the 
approach of OEMs. “Earlier, they would provide the design and 
we had to simply manufacture it. But now, we partner with them 
right from the design process.” Call it reverse engineering or cus-
tomer orientation, Behera, who started the business with a mere 
Rs.15,000/- borrowed from his father, knows when to change 
gears for his business.

It’s perhaps a coincident that RSB has been manufacturing 
gears for more than twenty years now. “Climbing up the value 
chain would also mean graduating from being a component 
player to being an aggregate maker. For example, from being 
a gear manufacturer, we are aiming to be a manufacturer of 

RSB's plants follow the continuous improvement philosophy
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gearboxes,” he says. Of course, this would require investments to 
enhance capabilities and Behera is not afraid of doing that if it is 
essential. But he wants to do it one step at a time.

Similarly, he is also open to extend the portfolio through the in-
organic way. RSB is already exploring opportunities in Europe 

as well as other developing countries. Another way is collaborat-
ing with established players in targeted segments for acquiring the 
technical know-how. For example, RSB recently signed a technical 
know-how agreement with Fontaine 5th Wheel, UK, to manufac-
ture and sell fifth wheel coupling for domestic market under the 
brand name RSB-Fontaine and export to Fontaine, UK. 

In fact, RSB has successfully adopted the method of collabo-
rating for technical know-how, in the past, in the propeller shaft 
product segment. To enhance its in-house technical capabilities, 
the company joined hands with Eugen Klein, a Germany-based 
manufacturer to acquire the design, technology as well as knowl-
edge of processing and testing in that product segment. 

“Of course, we did not stop at just acquiring the knowledge. 
“We further enhanced it by adopting it to suit the market condi-
tions in India,” says Behera. The result? Today, propeller shaft is a 
proprietary product in RSB’s kitty with the company becoming a 
vertically integrated solution provider in the segment having the 
biggest share in the domestic market. 

“We want to have many more proprietary products in our port-
folio. And that also means that we need to have a strong design 
and development team,” says Behera. With this objective, RSB 
established I-Design, its full-fledged R&D wing in 2002. As a full 
cycle product development unit with capabilities across functions 
like designing, prototyping and testing, I-Design also caters to 
other companies besides addressing the needs of RSB. By working 
for other market players, I-Design has been able to add immensely 
to its knowledge bank and thus in turn widened RSB’s horizon.

We believe this initiative will help us take the big leap and ac-
cording we have invested in it. Today, we have more that 150 

The Sanaswadi plant has installed the rotary furnace that not only 
saves time and cost but also ensures better quality.

We have already established ourselves as 
a tier-2 supplier. Now we want to become 
a full-fledged tier-1 company by 2020. 
accordingly, we are fine-tuning our processes 
and enhancing our capacities.
RK Behera, chairman

ABouT The RSB GRoup
Headquartered in pune, Maharashtra, the rsB group includes 
four different companies, namely, rsB transmissions (i) Ltd., 
rsB transmissions north america inc, i-Design engineering 
solutions Ltd. and ivitesse technologies pvt. Ltd. it has 10 
manufacturing facilities, including seven in india and one each 
in Us, Mexico and Belgium.

the group operates in two verticals, namely automotive and 
CMi (construction, mining & infrastructure) equipment and ag-
gregates. its customers include key indian and global oeMs.

in the automotive segment, it is a leading global manu-
facturer of propeller shaft systems and components, a wide 
range of axles, fully finished gears, shafts, hubs & sleeves and 
transmission components. 

in the CMi segment, it manufactures heavy fabrications and 
aggregates like frames, arms, booms and buckets.

engineers working on various engineering disciplines like math-
ematical modelling, engineering design, process engineering, in-
strumentation and control engineering, product validation, data 
acquisition, material science and so on,” he adds. 

The other parallel activity towards adding the number of 
proprietary products in the basket has been that of setting up 
an independent technology centre for each of its product. These 
tech centres will design, validate and collaborate with customers 
to enhance the product quality and performance. “We want to 
be future-ready and we will not spare any effort towards making 

this happen. Initiatives like I-Design and tech centres are steps to-
wards transforming the organisation from being just an engineer-
ing company to become a multi-disciplinary firm,” says Behera.

RSB's chairman also wants to ensure that the company has a 
robust, strategic framework. Rajnikant Behera, VP – corporate 
strategy & finance & member of board, who heads this initiative 
believes that agility will drive leadership in a dynamic market. 
“We are strengthening our core competencies and fine-tuning our 
mind-sets as well as capabilities. With PwC, we have charted out a 
clear strategic outlook for the next five years,” he says. 
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product-new customer, new product-existing customer and new 
product-new customer,” Rajnikant says. 

Another area that RSB is reinforcing itself is that of human 
resources. So there has been a huge focus on training and devel-
opment, which comes with a properly defined approach. “Our 
people development programme is a blend of corporate strategies 
and human values that aligns performance with business goals,” 
says Nirmala Behera Udgata, head, corporate HR. Behera Udgata 
believes it is important to take a holistic approach to this issue.

Staff members in the corporate office as well as the shopfloor are 
not referred to as workers but as ‘associates’. “We believe they 

are partners in our progress,” says Behera Udgata, who has adopted 
the Adizes Methodology for the HR initiatives. “A growing organ-
isation, particularly the one which is making a big transition, faces 
unique set of challenges. 

Its success depends on the way these challenges are addressed 
in the context of the changes made. This is where the Adizes Meth-
odology has been helping us,” she says.  For its ten facilities spread 
across the country, RSB has a programme to develop behavioural 
aspects linking the family, work and society to the individual. 

Another key feature of RSB’s HR initiative has been its appraisal 
system for its associates. “Rather than simply judging the perfor-
mance of the associates at the end of year, we first provide them 
with set goals at the beginning. The second step is to facilitate 
them towards reaching these objectives. The third step is to anal-
yse their performance vis-à-vis the targets given to them. The idea 
is to bring in more accountability with the sense of responsibility,” 
Behera Udgata explains.

Thus, with a comprehensive game-plan in place, RK Behera, the 
chairman of the group is all set to lead RSB to its level of growth. 
For a man who made a humble beginning at Jamshedpur by fol-
lowing what he calls the ‘JRD culture’ (referring to JRD Tata), RK 
Behera has indeed come a long way. A sense of achievement is 
certainly there, but it is clearly overwhelmed by the sense of aspi-
ration and ambition. 

RSB is focussing on both quality and on-time delivery.

agility will drive leadership 
position in a dynamic market. 
accordingly, we are fine-tuning 
our mind-sets and capabilities.
Rajnikant Behera, VP, corporate strategy & 
finance; member of board

our people development 
programme is a blend of 
corporate strategies and human 
values; it aligns performance 
with business goals. 
Nirmala Behera udgata, 
head, corporate hr

Rajnikant understands that the markets may continue to be vol-
atile even in the times to come. “We want to de-risk the organ-

isation in the face of uncertainty both in terms of geography as well 
as products. Conventionally, RSB has been more focussed on com-
mercial vehicles, particularly in the medium and heavy duty seg-
ments. While it has started catering to the passenger car segment 
in the recent times, it is also reaching out to the farm equipment 
manufacturers. Then, it is also exploring opportunities in newer 
geographies. “Basically, we will be hedging ourselves in the context 
of the BCG Matrix – existing product-existing customer, existing 


