RECORD 40% INDIA GROWTH ON AGGRESSIVE MARKETING DRIVE

Kraft Relishes Sweet
Taste of Cadbury

Growth of
Cadbury India
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wo years after US-based

Kraft Foods acquired Cad-

bury Pl ghobally, sales in
its Indian business have grown
the fastest ever last calendar as
the firm aggressively ramped up
distribation and increased ad-
wvertising spent on both existing
Cadbury brands and new launch-
&5 from Kraft porifolio.

Between  January-September
2011, Cadbury Indla’s sales grew
0%, than¥ks (o the sweosssfal
lannch of world's largest salling
oookle Drea in March as well as
donibbedigit growth of most exist-
Img Cadbury hramds, a topoom pa-
niy official says, “Thefact that our
top line has accelerated by so
much is frankly our best per-
formance of growth in the histe-
ryof thecompany,” says Cadbury
India Managing Director Anand
Eripala, who is also group presi-
dent for South Asia and Indo Chi-
i The company has moved from
a growth of 20%-23% each year
before 2009 (o over 30% in 2010,
and 40% in the first nine months
af 2011, he says.

Salesof its peers including Hin-
dustan Unilever, Nesdle, Britan-
nin and GlaxoSmithKline Con-
sumer have grown betweon
15%-20% during the same period.

And Cadbury managed this
growth on top of a 30% jump in
the previons year.

Regulatory filings by the unlist-
od company last week show thmt
Cadbury Indla had posted 2%
jump in sales af T2,652 crore for
the year ended December 2000,
tha first year after 1S-hased food
giant Kraft scquired it. Interest-
Ingly, the record growth comes at
a time when there has been talk
about ntegration lssues between
Eraft and Cadbury becanse of
two disparate culiures--one
Amaérican and the ather British-
—coming together.

It shows that at least the Indian
operation is getting & grip on the
integration. Since 2010, Cadbury
India has brought in twoe Kraft
brands—blscults with Oreo and
fruit juices and beverages with
Tang While Tang i manufac-
tured ot Kraft's Hyderabhad plang,
Punjab-based Foods
makes Oreo, Both segments call
for significant investments, par-
theularly in the £14,000-crome bis-
culit category, which s increas-
imgly gerttimg com petitive,

‘The company has been vory ag-
gressive in this regard.

Druring 3000, Cadbury spent 7511
crone on selling on distribution,
about 3% higher than it did a
year age. That, in turn, impacted
its prodit, which grew at jts low-
est-infive-years rate of 6% at
248 crore. But the company
spemms unperiurbed.

"Profits have softened a bit due
to step up in investments bahind
every brand,” says Kripalu. Vola-
tility in copoa prices and dip in
rupes valuation are also adding
pressure. While cocon prices
have softensd a bit From its peak
thres years ago, rupesé devalua
thon has negated most of the
gains. The company I8 aggres-
sively reaching out to more con-
sumers. In 2011 alone, it in-
creased its direct reach by 25%.

Branding expert amd Nobby
Brand Architects Founder and
CEDQ Nabunkur Gupta says that
Cadbury’s distribution has im-
proved since its acquisitien by
Kraft. “Mow its product portfolio
s available in the lower strata of
the soclety where it was not avail-

able eariber,” he

- says Indin‘saspl.
Firm mntﬂ!_mu!h is
sgpresshvely  spending  maore
ramped up than ever before
distribution on inspirational
andincreased  brands amd Kraft
ad spend on ks to
existing continue  riding

Cadbury on Cadbury port-

brands and fallo to grow its
mewilaunches business in the
froam Kraft COUntry
portalia The Chicago-
headquartered

parent company in 2010 sald the
cambination of Krafl Foods and
Cadbury provides the scale nec-
essary bogrow sabes and distribu-
tion in new amnd existing markets,
delivering $1 billion in incremen-
tal revenue synerghes by 2013,

More than half of Kralt Foods'
revenie now comes from mar-
kets outside North America. Ac-
caordingtoits Chairman Irene Ro-
senfeld’s stated goal, the
proportion of business in devel-
oping markets such as Brazil,
China, Indla and Mexboo will in-
crease fromaquarterof total rev-
enue in 2010 to roughly one-third
by 2013.

S0 for;, the Indian business has
done well to make inroads in bis.
cukts with the Oreo brand, steal-
ing share from leader Britannia
inthe cream segment in a span of
Just six months.

Yet, Kraft is not in a harry to
bring its global portfolio into In-
dian shelves.



