Impact

wird Impactmensurament. ao.in

Date : 20-Oct-2007  Edition: Delhi  Page No.: 1

Page Name: Front Page

Size: 28.19 sq. cm

Sector: Others Circulation: 25443 AVE: Rs.11642.33

Business Standard

A NOOYI TAKE
PepsiCo's CEO on the

Q8&A, Page 12

issues her business faces

|

-

;

Y

*

© Business Standard

Page 1/2

Frequency: Daily

www.business-standard.com


http://myimpact.impactmeasurement.co.in/index.php?id=f27b5ec915f7d9f0a96c6d0c36b274ff
http://www.business-standard.com

Impact

wird Impactmensurament. ao.in

Date : 20-Oct-2007

Edition :

Delhi

Page No.: 12

Page Name: Back Page

Size: 276.06 sq. cm

Sector: Others

Circulation: 25443

AVE: Rs.114013.20

Business Standard

Frequency: Daily

X2 INDRA NOOYI

‘Calories equation in
India has changed’

INDRA NOOYI became chief
executive of PepsiCo in May this
vear, underlining her position
as one of the world’s'most
successfulwormen business lead-
ers, She heaeds a company whose
leading brands include Pepsi,
Gatorade, Quaker Oats and
Doritos. In a video interview
with JONATHAN BIRCHALL
AND CHRYSTIA FREELAND,
Mrs Noovi, 51, who was born
in India and educated in the
country and in the US, discusses
concerns about environmental
and health issues and the im-
pact of rising commaodity prices.
Edited highlights appear below.

Howworried are you abouten-
vironmental issues such as
the packaging of bottled water?
It is a convenience product. Peo-
nle who want a uniform taste of
water, whowant it in a converient
form, who want it portable, buy
bottled water. The backlash it-
self —[ can understand why it's
there, but I do notunderstand it
in some ways. To me, if con-
sumers believe that they don't
want the convenience, then they
shouldn’t buy the bottle.

Is obesity a problem for your

ol

If you g-:l back and look at
the last 10 years, the average
number of calories consumed
by the individual, let's take
the United States, has not re-
ally changed from about 2,500
to 2,600 calories, but the calo-
ries [expended] have come down
precipitously, sowhen you have
this sort of mismatch, you are
going to have obesity. Now, it
would be easy for food com-
panies to say it’s not our re-
sponsibility. But what we have
to do, as food and beverage com-
panies, is ask how do we con-
stantly shift the portfolioto give
people anincentive to consume
less calories on the intake
side, but make it fun to eat what-
ever product thev're eating.

Are issues of childhood obesi-
ty and the environment rising
higher up the agenda in emerg-
ing markets?

They have to be, because of the
diets. I look at the diet in In-
dia. It is high-calorie, high in
sugar, high inoils, but that's the
basic diet that we consume,
Whenyou have a diet like that,
and when you've moved away
from asociety that walked every-

where, that had to take mass
transit, now to a society where
everything is on the Internet,
vou take a car instead of walk-
ing some place, you're goingto
have the problem. So the diet
really hasn't changed, but all of
asudden the calories out equa-
tion has completely changed,
=0 it will be a prablem.

And will that be a problem for
iCo?

Yes and no. It's an opportunity
and a problem. If we don't
shift our portfolioto make healthy
products more available and
more fun, it will be a problem.

Does traditional advertising
still work for PepsiCo and its
?

Yes and no. Sometimes it works,
and a large portion of our budg-
et is still in traditional adver-
tising. There's still a place for
that, but I think alet of the mod-
els are also shifting to non-
traditional media—onling, mast

ly web-generated advertising,
orwhatwe call 360-degree mar-
keting. How do you activate a
brand or a message, not juston
television, through traditional
commercials, but through ring-

tones, through web-generat-
ed advertising?

Isithappening as fast inemerg-
ing market economies as in
developed economies?

I'd say it's happening faster
in the emerging markets. In
fact, [itis similar to] how wire-
less telephony has become such
a huge factor in emerging mar-
kets. They skipped a whole gen-
eration of putting the wires
in for telephony. | think the
same thing is happening. Be-
cause they've got more wire-
less telephony, they re now able
to advertise through a cell phone.

Howweorried are you about the
sharp increase in commodity
prices? Do you see that con-
tinuing in future?

There is certainly commodity
inflation going on, pretty much
across theboard. Look at the price
of oil today. it's well over $80,
andwhenyou have energy prices
as high as they are, inflation in
pretty much every aspect of
the economy is something that
naturally follows. So['dsay food
andbeverage productsareinan
inflationary environment.
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