Growth in India perks up Kraft

Khosla Says Sales Achieved In Country Highest Seen In ‘Living Memory’
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New Delhi: A year ago, when
Eralt Foods executive vice
president and president, de-
veloping  markets, Sanjav
Khosla, visited India, he gave
a “blank cheque™ to the man-
agement of Cadbury India to
prepare a business plan
which could deliverresults. A
year down the line, Khosla is
happy to report that the
growth achieved in India has
been the highest it has seen
“in living memory”. Riding
on a 40% growth clocked by
its flagship brand. Cadbury
Dairy bMilk, in 2010, Cadbury
India grew af 27% to achieve
sales of Rs2 500 crore.

“I'm excited that wmder
Krafts leadership, India's
growth has accelerated, If
vou go into the India story,
what we have decided 15 to fo-
cus an a few areas—Cadbury
Dairy Milk and Perk and
sales,” Khosla told TOIL, inan
exclusive Interview.

The $50-billion Kraft For
ods, which is the second lar-
gest global foods company aft
ter Nestle, acquired Britain's
wanie chacolate maker, Cad-
bury for $19 billion, early last

calendar vear.

Wall mto the mmtegration
process of the two compa-
1nies, globally Kraftcontinues
to follow the strategy of win-
ning through focus through
10 brands. Similar “blank
cheques"—essentially a free
hand given tothe leader of the
subsidiary to prepare a plan
with the only constraint he
ing imagination—were given
to Brazil, China and some of
the other growth markets as
well. While India would have
got some peer admiration for
its achievement, Khosla is
keen on propagating mea-
ningful competition.

Khosla is in India as part
of a global sales conference
where 90 heads from acrnzs
the developing market waorld
across 20 countries have con-
verged in Gurgaon to share
suecess stories. “HY just fo-
cusing on sales and mnfras-
tructure you can change the
whale trajectory of growth.
[ndia is one of the priorities.
We will invest in brands,
sales, infrastructure, manu-
facturing, R&D and people”
he zaid. And why not. The de-
veloping and emerging mar-
ket pie for Kraft Foods has
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donbled to 26% i four vears.
The growth in theze markets
wionld come relative to west-
ern Europeand US.

However, when asked
when Kraft would roll out its
global brandslike Toblerone,
Milka, Jacobs and Oreo,
Khosla prefers not to 2ive an
eatimate. Kraft Foods has a
portfolio of over 100 brands.
For a country where brands
lilke Kraft cheese and Cote
il'ar have been made availa-
ble to consumers through the
duty free route, Khosla's re-
sponise 18, “weneed to beprac.
tical. The apor tant part s to
ehoose what we focus on, A

brandlike Bournvita mayv not
beanmy tap 1011st, atitisex-
tremely important for India.
It is not that one is an exclu-
sion of the other A great idea
of a local brand can also be
taken outside, The first thing
[ look at in a business is to-
plinegrowth,”

Tang is the only brand
from Krafts stable which has
seen a second coming after its
manufacturing plant at Hyde-
rabad was revived recently
The strategy of focusing on a
few brands has, after all click-
e, As Khosla, who says he is
not interested m ' general cor-
poratestuff™, says, “All T know
is that wehave grown 27%."

While Kraft would roll out
its products from the global
portfolio at an appropriate
time, the current plan to re-
main focused on a few brands
which the compary conld
seale up and leverage. I lime
with this objective, Cadbury
India, under theleadershipof
Anand Kripalu, is already
chalking out an urban plus
rural expansion plan. Its
chocolate products are cur-
rently svailable it 1.2 million
stores across India. The plan
isto increaserural andurban

penetration througha portfo-
lio of products which can de-
liver the growth, So Cadbury
Dairy ilk Shots at s 2 and
Perk at Rs 5 price points are
being pushed to increase ru-
ral penetration. Last year, the
company added 2000 towns
and villages to the networl.
India is relativelv small in
the developing and emerging
markets peckingorder, where
Brazilis afew times thesizeof
Cadbury India. Yet, Khosla
believes India has the talent
which could be sourced glob-
ally "What's exciting is the
prowth agenda for mdia giv-
en the low per capita con-
sumption. We have not even
scratched the surface on
branis like Perk and Cadbuo-
rv Dairy Milk. The snacking
potential too is high.” said
Ehosla, What's more, Kraft
hepes to unleash the poten-
tinl of 18 people. Out of 2,700
people in India, 16 have been
moved tojobs outside Cadbu-
ry India in the last eight
monthz. The plan going for-
ward is to move a 1ot many
people from India to fill in the
ARS N eYpertise. “We are in-
creasingly creating a global
workforee,” said Khosla.



