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All fizz
and fame

The

in the US sets
focus on India




INTERVIEW /INDRA NOOYI

Building business to better the world

How do you explain ‘Performance with
Purpose'?

People should think of PepsiCo as
a model of how to conduct busi-
ness. We call it ‘Performance with
Purpose’ and it means we bring
together what is good for business
and good for the world.

As a child in India, my mother
would ask a simple but compel-
ling question: “What would you do
to change the world?” Today, my
answer would be that I want to lead
a company that is a force for good
in the world.

Is it a more refined way to ensure your
future business?

A good company makes prod-
ucts that responsibly nourish
people, physically and spiritually.
At PepsiCo, we are committed to
building a fully balanced port-
folio, making our treats healthy
and providing consumers with a
full range of nutritious products
such as Tropicana and Quaker.
A good company tries to minimise
its impact on the environment and
replenish the earth. Here, we are
focused on water, energy and pack-
aging areas in which we can make
the biggest impact. Agricultural
needs are an important part too. A
good company cherishes its people.
We must attract, develop and retain
the best people.

Why so much attention on India?

As a key market, India is a critical
part of this vision. PepsiCo is com-
mitted to achieving ‘Performance
with Purpose’ in India—to being a
company that is good for society.
In India we are engaged in a wide
range of initiatives, aimed at pro-
tecting the environment and reduc-
ing our impact on it.

Water has been given immense prior-
ity.

Water is a particular priority for us
and our record in advancing agri-
cultural development in India is
virtually unparalleled. We are com-

Gift to nature: PepsiCo’s green house

mitted to using water responsibly
and helping to promote community
access. Across our manufacturing
operations we have very active con-
servation programmes. To increase
water supplies in dry areas, we are
treating and reusing waste water.

In areas with heavy monsoon, we
implement roof harvesting and other
methods to collect water and rejuve-
nate the aquifers. In the last six years
such initiatives in India have enabled
us to slash our water use by over 60
per cent.

What about diversification?

To most people we are a soft drink
company but today our exports of
Indian produce generate more than
$60 million annually. As India illus-

trates, the impact of our initiatives

tends to be local, much like our
businesses. Yet our commitment is
truly global.

Qur agro programmes in India are
a good example. When we launched
business in India, we undertook
some pioneering efforts. We like to
describe our engagement in agricul-
ture as being ‘from farm to fork’. We
began working directly with thou-
sands of farmers in Punjab and other
states to improve and refine tech-
niques to raise productivity—ulti-
mately improving their income and
quality of life.

At the same time, we introduced
critical food processing technology.
That meant fewer fruits and vegeta-
bles would rot on their way to mar-
ket, and more could be sold across
India or be exported.

'-'An‘?initlative to

spread smiles

argr[ war 1999 As Sepoy
Omprakash of Rajputana Rifles
ducked to escape enemy fire, he
stepped on a landmine. Writhing in

pain, the soldier crawled to the base.
Buttheblast had severed his left leg.

1 cned all night, lying motion-

less in the hospital bed. I shivered
“at the thought of going back to the
village” recalled Omprakash, 21..

TFortunately, he heard about Mukesh

‘Anand and Pro;ect Healing Touch.
‘Under the auspices of the project,

Mission Vijay 2 strives to provide
employment apportumtles to for-'

mer servicemen.

 Mukesh mtroduced Omprakash

to several corporates who provide
: employment avenues to ex-ser-

vicemen. Pepsi came forward and
set him up a shop complete with

a refrigerator stocked with their

products. Omprakash became a dis-

tributor, and he impressed the com-
- pany with his marketing skills.

Accordmg to Mukesh, in their

..new roles as distributors, sales-

men or trolley vending distribu-

tors for PepsiCo, these servicemen
‘earn a stable income. Currently

in its sixth year, the project has
employed 38 distributors in rural
and urban markets nationwide.
In 2006, this new team of distribu-
tors earned a gross income of nearly

Rs 20 lakh. PepsiCo is expanding

this initiative, and plans to employ
150 ex-servicemen by 2008.



By P. Sreevalsan Menon

@ oung farmer Amardeep
" Singh is waiting at the
office of Jallowal farms in
Jalandhar. He is excited
about a project being launched by
PepsiCo India and the Punjab gov-
ernment to promote citrus farming,
which will make the state the second
largest citrus producer in the world.
Amardeep wants to be a part of this
revolution: he will lease his 15 acres
in Jalandhar district, where Project
Citrus is taking shape, for this initia-
tive.

Amardeep’s association with
the American giant began 15 years
ago, by planting tomatoes with
them. Tomato, potato, sunflower,
maize and most recently basmati,
Amardeep has tried it all. “I am here

because I have learnt a lot from this
company in terms of farming tech-
niques such as budding and plant-
ing on ridges,” said Amardeep. Apart
from farming techniques, PepsiCo's
efforts to effect a major cut in the
usage of water has been profound in
this area. “We aspire to be a positive
water balance company using latest
technology and experiments at plant
levels,” said Abhiram Seth, executive
director, exports and external affairs,
Pepsi Foods Pvt. Ltd.

Amardeep is a shining example of
what PepsiCo president and CEO,
Indra Krishnamurthy Nooyi, has
set out to create—Performance with
Purpose or a new form of corporate
social integration. “PepsiCo aims to
provide a cost-effective localised
agri-base in India and help them
refine their farming techniques

and raise farm productivity,” said
Sanjeev Chadha, CEQ, PepsiCo India
Holdings Pvt. Ltd.

Nooyi, the highest-ranking India-
born woman in the history of cor-
porate America, says Pepsi works
on three basic principles—nourish,
replenish and cherish. She is confi-
dent of contributing to the world by
leading a company that “is a force for
good in the world” (see interview).

Today, Nooyi is popular among the
corporate world and the farmers
in India alike. An achievement not
many can boast of. But the journey
from the subcontinent to the board-
room of a global major wasn’t as easy
as sipping cola. Her mother instilled
the first fizz in her as a child: Nooyi
recalls how her mother would ask
them to come up with ideas every

day. Young Nooyi started dreaming,
and one such fantasy was to make it
te 1TM-Calcutta.

Abachelor in science from Madras
Christian College and then an MBA
from ITM-Calcutta, she had lived her
fantasy. But it was just the beginning.
Nooyi started her career as product
manager at Johnson & Johnson and
later moved to the textile firm Mettur
Beardsell Ltd. In 1978, at the age of
23, Nooyi left for the US to attend
Yale University’s Graduate School
of Management where she did her
master’s in public and private man-
agement. Soon, she was doing rounds
at consulting firms, wearing a sari
and speaking a version of English
that in her own words, few could
understand.

In 1980, she joined Boston
Consulting Group, guiding its inter-
national corporate strategy projects
for avariety of clients. It was not easy,
remembers Nooyi. For one, she was a
woman and two, she was a rank out-
sider. She moved to Motorola in 1986
and was shortly given the responsi-
bility of corporate strategy and plan-
ning as vice-president and director.

In 1990. Nooyi joined Asea Brown
Boveri and spent the next four years
as senior vice-president of strategy







