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emember the late 90s—the

time when colagiants Pep-

siand Coke entered India

(in fact, for Coke it was a

re-entry)? The period was

dotted by thegreat Cola Wars. Both the

companies, in their bid to capture

marketshare, werebattlingoneanoth-

er at all possible avenues ranging

from food and beverage outlets to the

field of advertising. It was around

then-—1994—when Manu Anand, the

current chairman of PepsiCo India,

joined PepsiCo as chief financial offi-
cer for their foods division.

When we met Anand for lunch at

New Delhi’s Taj Mahalhotel i

Like us, even Anand settles for a
Pepsi, agreeing with us that there’s
nothing better thanagood ol’ cola, but

only adding that he has now shifted to -
the sugarless variant to keep a check

on his waistline! As we sip our colas,
the discussion shifts to the increased
focus PepsiCo has started putting on
healthdrinks. Afterall, global CEO In-
diraNooyi wants to increaserevenues
from ‘good for you’ brands revenues to
$30 billion (globally) by 2020, up from
around $10 billion today. An effort
needs tobe put into Indiafor this since
packaged food consumption here is
still low. Nooyi was recently quoted as

Taj Chambers, the first question he
asked us after exchanging pleasantries
was, “Which Pepsi product can weoffer
you?” While settling for the good old
Pepsi, we shot off our first question,
“Why is it that the Cola Wars have dis-
appeared these days? Is it because the
competition is over between the two
companies and they have started coop-

saying: “Ibeli inemerg-
ing markets will jump onto the well-
ness wagon faster than consumers in
the US or Europe.” Understandably,
PepsiCo has taken a number of steps
this year also, to boost this segment
through products like Aliva, Quaker
Oats, Tropicana Juices, LiptonIce Tea
and Lehar Iron Chusti.

Says Anandonthecompany’shealth

erating ing, 3

ing both are at the receiving end of the
NGO brigade for their products not be-

fad, “We h ted developing alter-
nate verticals and business models to
deal with a new diversified portfolio

inghealthy?” Anar sourpolite
query withasmile. He says that theend
of the Cola Wars wasbecausethe indus-
try has grown mature today. “We both
(Pepsi and Coke) started out as cola
companies, but today PepsiCo is one
step further since it is a food and bever-
age company. Those wars are as not
relevant now as they were in the late
90s. But they were very topical then.”
Recalling his days then, Anand says
that both Pepsiand Coke were then try-
ing to establish a significant footprint
inIndia. Andif there’snowar today, it’s
because the industry has moved into
several other areas like juices and food
products. Forinstance, PepsiCoIndiais
playingonadiversified portfolio, which
is investing heavily in health or ‘good
for you' products, rural marketing

for themass markets.

whichfc ‘goodforyou’.” Infact,
PepsiCo has forged several joint ven-
tures with Tata Beverages and HUL (at
a global level) to launch such products.
For instance, NourishCo, PepsiCo’s
vertical in partnership with Tata Glob-
al Beverages, hasjust rolled out its first
product, a lemon-flavoured glucose-
based drink, called Gluco Plus, in Ma-
harashtra. Another health drink that
came out this year is Lipton Ice Tea, in
collaboration with HUL.

Anandnot only worksfor thefood in-
dustry, he loves hisfood also. The three-
course menu for lunch was ordered in
advance, givinga peek into how well-or-
ganised he must be in running his com-
pany. Weareofferedaperfectmeal, with
therightproportionsof dryprawnsand
gravy chickenandlamb. Nottomention
the healthy curd and homely-prepared
yellow dal. Such great preparedness
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The good-for-you challenge

PepsiCo’s India chairman tells Diksha Dutta & Rishi Raj that the company’s hardest times have been on the health side,
as growth in this sector is not as great in India as it is in the developed markets

PepsiCo has to ensure locally relevant innovations that fit

affordability and taste factors in India, where food inflation
is above 9%. Meanwhile, as the focus on ‘good for you' is
driven by both profits and ethics, it has withdrawn supply
from many schools and from advertising on channels
viewed by children predominantly less than 12 years of age

madeusremark that it mustbe wonder-
ful to work for the food industry since
eating and drinking are generally not
considered work, so it must be great for

anyone whose work is to eat and drink.
Anandisquick toagreeandtellsushow
his wife always tells him that it's em-
barrassing for her to go out anywhere

for dinner with him. Says she, he tells
us, “Anywhere we go, you make it a
point to visit the kitchen and see how
food is stocked, preparedetc.”

The discussion again moves to
health products as we dig into our food
and Anand remarks that eating is all
about input-output. “If you exercise
every morning, eating isfine, therecan
be indulgences. After all, what is eating
if there’s no degree of indulgence,” he
says. Seems he came prepared for the
sumptuous lunch, as he tells us that he
had been to gym that morning so he
could eat without worrying.

Anand tells us that the focus on ‘good
foryou’ by PepsiCoisnotonly drivenby
profits but also by ethics and corporate
responsibility For instance, he tells us
thataspartof thecompany'smarketing
policy PepsiCo has voluntarily with-
drawnsupply fromanumberof schools
inalotof countries, including in India.
Similarly, advertising on channels that
are viewed by children predominantly
less than 12 years of age has been with-
drawn. “Intentionally, we should not be
seen on channels in which children are
making unsupervised decisions. We
aretryingtoreduceouravailabilityand
presence where children are unsuper-
vised and cannot make a decision with-
outtheir parents’ consent.”

One can sense the thrill that goes
through Anand as the term ‘advertis-
ing’ surfaces. After all, he belongs toa
sector with the maximum spend on
marketing and advertising. This year
has undoubtedly been special for him.
First, thete was the chairmanship (he
took charge as PepsiCo’s India chair-
man this year in January), and it was
immediatelyfollowed byasuccessfulad
campaign, which he considersabench-
mark in PepsiCo’s advertising history.
“I am so happy this year. I believe our
‘Change the Game’ campaign during
the World Cup was phenomenal. The
three best campaigns of PepsiCo have
undoubtedly been ‘Nothing Official
About It’, “Yeh Dil Maange More!” and

‘Change the Game'.” After all, a compa-
ny given to constant innovation needs
novelty in advertisingtoo.

Over the years, PepsiCo has entered
different product and consumer seg-
ments. But, with experiments also
come failures. Anand is quick to con-
fess: “Pepsi Max is an example of fail-
ure. On the beverage side, Tropicana
Twister was a not so popular product
some years ago. On the food side, there
were certain flavour launches that did
notdo well in Lay's. You definitely need
to have your share of failures. Other-
wise, maybe you are notexperimenting
enough, you are playing safe. We learn
from failures, understand why it failed
andthen correct it.”

Interestingly, PepsiCo’s hardest
times have been on the health side as
growthinIndiaisnotasgreatasitisin
the developed markets. Anand says
thatPepsiCohastoensurelocallyrele-
vant innovations that can fit afford-
ability and taste factors in a develop-
ing economy like India, where food
inflation is above 9%.

Anand also throws light on the chal-
lenges for the company, which has $60
billion in revenues globally and is try-
ingtofocus on anemerging marketlike
India. “Any business in India needs op-
erationalisation and logistics support.
Look at our scale: there are 2 million
shops in India where one will find a
PepsiCo food or beverage. We have got
40 factories in India, either through
partnership or standalone. We work
with 22,000 farmers on the back-end.
You can imagine the products sold
everyday, so imagine the complexity.
Theseare the challenges in FMCG.”

As the dessert is served, Anand’s
financial side springs up—remember
he started out as a CFO. “There are
always debits and credits when you
indulge in food. If you eat fruits, it's
credit, and debit with kulfi. Similarly,
amongst our consumers too there
needs to be a balance—that’s why we
have ‘good for you' brands.”
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