Impact

m.lmpuclmnn!ummnm.cn.ln

Date : 07-Nov-2011

Edition : Mumbai

Page No.: 10

Page Name: Brand World

Size: 323.57 sq. cm

Sector: FMCG

Circulation: 29677

AVE:

INR 118428.18

Frequency: Daily

News monitored for: Pepsi -

Corporate

Business Standard

PEPSI PLAYS REGIONAL

The relaunch of Duke’s is a part of the food & beverage major’s strategy to

check strong local players from taking away the plem
Fo

VIVEAT SUSAN PfNTO !
* Mumbai, 6 November

venture partner
‘ Hindustan
Umlever THUL), PepsiCois
beginning to bring the focus
back on tots regional jewels.
The food-& beverage major
took its first tentative steps in
that direction with the re-
launch of the Duke’s range of
soft drinks recently. -~
Popular in Mumbai for its
Lemonade, Mangola, Rasp-
berry and allied soda flavours,
Duke was withdrawn from the
marketplace some séven years
ago. The only flavotir that
Inits current ava‘tar how-
ever, PepsiCo has reintroduced

Raspberry inadditiontoafew -

more flavours such as Ginger-
ade, Ice Cream Soda and
Masala Soda. All of this in retro
packaging reminding con-
sumers of the brand that it was.

According to Manu'Anand,
PepsiCo’s India chairman, the
idea was totap into the latent

equity of the brand. M

“We are increasing-
ly getting sharper
with our product of-
ferings and innova-
tions and trying to
make it more
specific to geog-
raphies,” he
says. “Duke’s
was fondly re-
membered. by
most in our in-
teractions with
the trade. We felt
it could be re-
launched.” ;
With this,
PepsiCois also
attempting to
build a diverse
portfolio of flavours and
tastes. According to market
experts, this is becoming im-
perative for companies such
as PepsiCo who are aware of
the pitfalls of sticking to core
beverages alone for growth.
While two-thirds of PepsiCo’s
India revenues come from its
carbonated drinks, the non-
carbonated portfolio, which
contributes one-third rev-

enues, is growing fast. Anand
declines to give specific num-
bers er percentage growth.
But PepsiCo India’s tra-
jectory of growth can be
gauged from its quarterly re-
sults. Inits recently released
third-quarter results, the Pur-
chase, New York-headquar-
tered-company said that its
snacks and beverage volumes
grew in double-digits in mar-
kets such as India - helping it

report a 13 per cent
I growth in net rev-
. enues for the quarter.

. were mainlydriven

& by carbonated
drinks such as
& brand Pepsi,
whose contribu-
tion to the busi-
ness doubled over
last year.

Market experts
say the reason why
¢ PepsiCoisincreas-
t inglylooking atadi-
& versified offering

— even tapping in-
toregional brands
~-js to avoid being
caught in a logjam when growth
from core beverages evapo-
rates. While emerging markets
such as India still remain re-
ceptive to beverages such as
Pepsi, consumers are also look-
ing for choice.

Anand hints as much. “We
would like to give consumers
all the choices both up and
down the pyramid so that they
never feel the need to goout,”
he says. “This is in both foods

& beverages.”

In foods, PepsiCo has ex-
perimented with new flavours
under snack brand Kurkure
using different pulses and
spice combinations. “Again
the attempt was to tap into re-
gional preferences,” Anand
says. “And the response to
these products which we
launched earlier this year has
been good,” he says.

Inchips, PepsiCo has been
pushing its Uncle Chips brand
in the north even as it has a
strong Lays portfolio at the same
time. “I don’t mind if one brand
cannibalises the other,” he says.
“I rather allow that than have lo-
cal players take away the pie.”

The 10,000-crore organised
food & beverage marketin In-
diais growing at a clip of about
15 per cent per annum. Most
players are ramping up fast to
partake of this growth. Inthe
22,000-crore snack market,
there have been new players
such as Parle Agro (with Hip-
po) and Parle Products (with
Parle’s) that have stepped in
even as local giants such as
Haldiram'’s keep the momen-
tum going with new launches.

For PepsiCo then, playing
theregional card is a must if
it has to take on these players
in the marketplace.
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