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‘KRAFT' OF WOOING INDIA

The $50-bn foods major will ride piggyback on Cadbury'’s strong brand equity

VIVEAT SUSAN PINTO

harlie had his
chocolate factory,
so did the Cadbury
family. But neither
had  America's
favourite i, Oreo Around
the workd, it's always been a
power brand of Kraft Foods,
the largest

Anand Kripalu, the boss
of Kraft and Cadbury in In-
dia sume it up: “Oreo has a
strong chocolate connect and
in India, who can beat the lega-
cy of Cadbury built over a
100 years™

The $50-billion fosds ma-
Jjor, which has been eyeing an
India presence for long,

food. has chosen to leverage the

of the local unit of

Bt why did Kraft Launich i
blockbusier sandwich cookie
in India under the Cadbury
brand name, that foo a year al-
ter acquiring the Hritish chooo-
late maker®

B!
Coufitwary seeking symergies with
the latter's portfolio when
launching ity products. The re-
sult: the rollout of powdered
beverage Tang (ounched kst
imarrithy and biscuit bend (e

{2 week ago).

Kripalu, who Is president,
South Asia Indo China, Kraft
Foods, and managing director,
Cadbury India, says, "as cat-
eonies we will Focus on con-
fectionery, that is, chocalate,
furm and eandy, powdered bev.
erages and biscuits, Dairy is
a different animal. We are not
Eoing to divert focus for now,
Our hands are full. "

S0 dairy & clearly not
on Krafi's mund as of now. The
fiocus, ms Kripalu says, remaims
on Tang and Oreo

The recson fioe Thiss sy com-
pany inshlers, is Coflury has

no core competence in dis-
tributing dairy products, Iis in-
Frastructure is squipped o hane
dle rnnf:cliunely and pow-
dered

Since Kraft is a fairly lae
entrant in the Indian market-
place, speed counts, say ani-
Iysts. Leveraging the strengths
of d unit then makes

which it has been daing with
its legacy portfolio. The only
now addition 10 1he list is bis-
cuits. “But we have found that
there s a high degree of over
lap between biscubts and
creams and our kegacy system
for chocolates,” sayx Kripaks
“We have not had to revamp
distribulion In terms of sup-
ply chain, rmovement of stock,
e Dl fully on 1 maoth
P system ”

ample sense in o market that

fast The organised
puuge foads market in In-
is estimated 1o be over
E10,000 orore, growing af over
15 per cont per annum. If one
tooks at individual categories,
thwe gromwth rates s even mone
The 22,000-crome chocolate
market, for instance. is grow-
ingz at 2 per cent per annum,
Biscuits, o 18.000-crare coni
EOrY, i growing ot over 20 per

r annum, while milk
ks, a #3.000-crone cat-
egory, is growing at 10-12 per
CEnl per annum, accarding
to industry estimates. Even
dairy products (minus liquid
milky, a 13.000-crore cat
8 growing umerDperwrl

cent
fiood

mean setting up a cold-chain
infrastructure and i

which would have cost Kraft
precious time, say industry ex-
perts. Kripalu hints as much,
“Setting up o new distribution
system i not easy. It takes tme. "
The carrent reach of the
12,500-crore Cadbury India is
1.8 million stores. come
paratively smaller than firms
such as Hindustan Unilever
(HUL), whose overall reach
s estimated 1o be close to 7 mil-
lion stores, analysts say that for
4 confectionery major, Cad-
‘bury's reach is significant Tr
leneds the chocolate market with

ashare of 70 par cent. In gums
and candy, it has & share of over
35percent. Kripalu says, “The
time was right 10 expand
the 0. Wecan takeona
linle more and do it well™

The strategy of nirlm o
confe
erages and biscuits mn llu
in weldl with Kraft's “5-10-10"
game plan for emerging mar.
kets, which is about five cate-
gories, ten power brands and
ten markets.

These five categories in-
clude chocolates, gum & can:
dy, biscuits, coffee and pow-
dered beverages. The power
brands are Jacobs coffes. Tang.
Orea, chocolates Lacto and Ml
e, Cadbnary, Trident gum, Halls
candy, Biskuat [which is a bis
cuif), and Club Soctal, a snack
brand, The ten markets are
Brazil. China, Russia. New
Fraland, Australia, Indonesia,
South Africa, Poland, Ukraine
and Mexico.

With four power hrands
from the 5-10-10 partfelio al-
ready present in India, Krafl
appears 1o have achieved hall
its objective here. it is to be
seen whether some more from
the list makes their way to In:
din. Kripalu isn't dropping
narmes for nowe He ssmply says,
*The 5-10- 11 philosophy is &
guide, We have much work
to make the current lunches
& success.”
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"The first seeds
have been sown’

Indo. Gi’na Ktaft Fdods.
~and MD, Cadbury fnda

Now that Tang and Oreo
have been launched,
what action standards
have you set for the two?
Tang is a grocery item.
Something that the moth-
er picks up when she goes
shopping and then comes
homes and prepares it. We
intend to explode the dis-
tribution on Tang. With Oreo,
the objective is to make it
one of India’s favourite bis-
cuits. We will build the brand
on special family moments.

Given that chocolates are
also part of the 5-10-10
philosophy that Kraft has
for emerging markets,
what prevented you from
taking on the distribution
of Toblerone?

This comes back to the pow-
er of focus. Our portfolio
is strong enough to help us
achieve the objective we
have on chocolates. As and
when we see there is an op-
portunity with Toblerone,
we will think about
it. Tang and
Oreo are big
new plays that
we have taken
over, The timing

we felt was not appropriate
with Toblerone.

How do you propose

to move on the
manufacturing front?
Tang is being produced at
our plant in Hyderabad,
while Punjab-based Bector
Foods is the third-party man-
ufacturer for Oreo. The ex-
isting system can handle
ramp-ups in production.
That is not an issue.

Will more products from
the Kraft system make
their to India?

Just because we launched
two products in quick suc-
cession that doesn’'t mean
we will dive into further
launches. We have to invest
significantly and make these
products a success.

What does Kraft bring to
the table?
Kraft has brought sheer in-
vestment power to the table.
They have allowed us to play
ona much wider canvas. The
third thing is that we have
now embarked on a jour-
ney of enhanced systems and
processes. The culture is very
empowering. A lot of the sup-
port that we get is based on
what we ask. In the end, we
are looking to build Cad-
bury from a pure-play
confectionary and
Bournvita business
to a foods compa-
ny. The first seeds
have been sown.



