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Diksha Dutta & Rishi Raj
New Delhi, Oct 18

EALTH may be
Hwealth, but not al-
ways in cola eco-

nomics. Despite its empha-
sis on healthy foods and
beverages it calls ‘good-for-
you’, good old fizzy cola is
still the indisputable bread-
winner for PepsiCo. The
company’s India chief
Manu Anand told FE in an
interview that this year,

brand Pepsi’s contribution
tothecompany'sgrowthhas
doubled from last year. Even
within the brand, most of
the growth has come from
the traditional product —
not the Diet

Despite health
push, cola earns
most for PepsiCo

its beverages basket with
greaer focus on health bra-
nds. Apart from the flagship
Pepsi and other carbonated
products like Mirinda and
7Up, PepsiCo has an array of
brands including Tropicana,
Nimbooz, Lipton Ice Tea and
Gatorade. However, consu-
mers seem to prefer the car-
bonated cola beverage most,
whichisnotsoldinschools.
“All carbonated drinks
have been growing. But this
year, Pepsihashad anexcep-
tionally fantastic year. I
think it started with the
great work on the cricket
World Cup advertisement
campaign. Expanding and
sharpening distribution
channels has helped too.
This year, we introduced
one-litre bottles. Until now,
only 600 ml and two.litre
packs were available. We
expanded to rural markets
and added new coolers in
these regions for better dis-
tribution,” Anand said.
Without giving specific
figures, he said two-thirds
of PepsiCo sale comes
from carbonated drinks,
with the balance from non-
carbonated products, whi-
ch are broadly labelled
health products,
Explaining why non-car-
bonateddrinkshavefailedto
match the growth of carbon-
ated drinks in India, Anand
said per capita consumption
of beverageshereisquitelow;
s0, consumers largely do not
feel the need to substitute
high-calorie products . with
healthier ones. “Inmost west-
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ern nations,
per capita con-

“This year
has been spectacularly good
for us. The contribution of
brand Pepsi to our beverage
business has doubled from
what it was in 2010," said
Anand, who took over from
Sanjeev Chadha as PepsiCo
India chairman in January:

sumption is
muchhigher,” hesaid.
However, this does not
mean that PepsiCo will drop
thefocusonthe*good-for-you’
strategy. The company has
forged alliances with Tata
Global Beverages and Hin-
dustan Unilever to produce
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In the last four-five years, andretailhealthy beverages.
PepsiCo has vastly expanded = Continued onPage 2
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Despite...

PepsiCo recently launched Lipton Ice
Tea ina JV with HUL. NourishCo, a Pep-
siCo-Tata Global Beverages partnership
hasjustrolled out itsfirst product, Giuco
Plus, in Maharashtra. Anand said the fo-
cusonIndia-whichranksamongthetop
fivemarketsoutside US-would continue
as the company believes it will be key to
its achieving the $30-billion revenue
mark globally from health products by
2020, up from the current $10 billion.
Every year, the company invests around
$200-300 million in India and will contin-
uetodoso, hesaid.
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