Kala Vijayraghavan &
Bodhisatva Ganguli
MLIMBAI

sravue CEOY e 20005, Frored do pick g thie pivees

afterthe fatlvre of the *Path to Growth strae-

ey, Hix focres s een do create a “Ovre Linilever serue-
fure ard design o strateqy te improve eficen and
ritarqiig artd back categories with reconroes. Healtl

el rnatrision and emeraing markes are keyareas of
Soczes withrn the gronp. Fxoerpts from an mienaew:

P ATRICK Cescau, who took overas Unilover

You have been credited with the trans-
formation at Unilever from a leader-
ship point of view. How challenging
was the task?

The myth of the super hero CEO is
just that. There are a ot of competent
people around me and my job s 1o
extract value from them. [ see the
CEQ assomeone whoenergises the
team and provides direction and
ensures that he creates a com-

munity of leaders.

We had a legacy of todally

independent operating culiures in
st couniries. But inaglobalised
competitive market. it was crucial

 hb

¥ ‘Positioning of brand is not negotiable’|

the competencies, Most crucal
was implementing the strategy
in the marketplace. Strategy is
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did not give me the time o give — gXcitementinIndia  company and the process will

peophe the comfort of oo much

time to change. Almost half of

our senior leaders kel because they did not fir, We
now have a smaller team of owstanding people
with a common vision.

Unilever’s first profit warning was in Sep-
tember 2004. What was its significance?

It was the first profitwaming ever. We necded o
free the organisation feom the vicious drcle of an
unwicldy system and lack of deasiveness and di-
rection. [tis all about ponfolio choboes and extrac-
ing value fromitand backing arcas whene we have

be over by end-2008. India is

my namiber two country in the
world when it comes 1o size, the growth opportu-
ity market punetration anud CONSITHENT [T
head. There i <0 much exdiement here because
there is growth., HUL has a great group of leaders
in evieny calegony that we are in. .

Do countries have the independence to take
decizsions on brands in the marketplace?
Ouir grganizalion as Mwo groups ensures that
one group thinks about building brands and the
ather takes the brand and makes it come alive in

the marketplace. The positioning of the b rand is
not negotiable. Dove is about real beauty and no-
bandy can tinker with ir.. Axe isabout a young boy
and a young girl.., Pond® is about romiance...
When it comes 1o the product, vou can change
formulations to suit local necds and maake the
rrand come alive in the marketplace;

The platform is the same and we don™t inker
with it. But the communication and custasmisati-
on couskd be differenn. The categones are 1hne same;
what we are doing is fuelling our innovastions to
revitalise thise categories, The benefin of s foous
is showing clearly in our personal-care businesses
and in the DEE (developing and cmerging) mar-
kes. Global categories will determine the porifolio
of brands. For cach country, the foous is to ensure
that you grow the category and protect market-
share, Our country leaders have 1o be chel cus-
tornier officers, focus onthe shopper on cwstomer
management, supply chain and work wiith tradi
as pariners 10 grow the category and our brands,
Execution is critical in the market. We wiere very
good with: consumers, bul custemer exieouon
was not ourstrength.

(Eor thie fell imtesniew see
WAWECEHOHCTIGES, coi)



