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‘COMPETITION BRINGS

OUT THE BEST IN US

hen Sanjiv_Mehta
assumed the CEO and

MD rolesat Hindustan

Unile\'el n late 2013,

e Indian subsidiary of

Unilever Ple: “mlompmm.mhh \\ull In
thelOyearssince, its ma i
ipled from 313
llion, as the company reaped the bene-
fits of a growing economy, its own trans-
formational efforts and th
table of its bran |1m are household
names acro: x, Pears, Dove,
Liril, Horlicks, Lifebuoy, Knorr, Rin, Vim
and several othersacrossbeauty and well-

fno( ‘some of which lu\clmcn in India
for more than a centu
Mehta’s stint in lmhd lmx had its share

He ha

n, hassteoled him

In an in- (Icp\h interview \\nh Mint,
issed a range of theme:

.mn.dmg infation, premiumization,

E

royalty paymer
and succession.

t's atisfying to lead a company
inyourown country. It has a dif-
ferent flavour. Ican certainly s:|,\'|h:|l my
stint at HUL has bee sfying.

s, digital transformation

en the most sa
Iwanted (o come back and ' ‘plad Tve
Tam

sohappy lnsm'lhc'ummr) progress.” he
id in an inte with Gaurav
te tish Jo Iln and Sruthijith

Edited excerpts from the interview:

India’s response to the covid-in-
duced economic slowdown ha:
focussed more on supply-side inter-
yentic

o spur consumption?

There have been measures on the

demand side also. If you look at the fre

food grains, or you look at MGNREGA

(India’s flagship rural employment pro-

gramme). One of the reasons I believe
al i erad]

ient is the government interventions at
theright time. Yes, some of them existed
pre-covid, but the outlay went up. You
Rad the subsidized food grains pro-covid,
but not the free food that has
. Otherwi

had tospend theirown money tobuy food,
there would have been no money for dis

retionary spends i

Ifyoulookat it 1nm|lln' lensof the gov
ernment or from the lens of society, it

helped

ise, say

us tthe peoy a
affected. Inflation bites the people at the
bottom of the pyramid, much more than
anyone else. So I have always been a
strong believer that that’s the job of the
government and they should look after
them, which they ha ably.
And Pmreally pleased.

hould Indian inv

ors look

India’s per capita FMCG consumption is low and Sanjiv Mehta sees a ‘massive” headroom to grow

overheads are the best in class. If I don’t
{apinto Unilever, Iwill have o set up that
organization here. so | s not that I w
Tllbeincurring
ot getting the benefit of
e a symbiotic relationship
and our success in India is
based on thisrelationship. That’s tt
son why I'say these payments are fair, rea-
ble an(l in the interes nl'dll slmu-v

notbe incurring that cc
that cost wi

with Unileve

at HUL
(to its Europe: np;mvnl)?
I'm glad you

payment

he m»mop(.nsumﬂ,m-.sun ser-
vice feesand the otheris brand and tech-
nology royalty. T\()\\ brand roy
ustoaccessall the great Unilever brands
like T rescmme, or Magnum, mnnmum
All these brands, whick by
Unilever globally, we keep bringing ther
tolIndia. The otherimportant bit istech-
nology. Many times,
analysts see our finan-
cials and say you

very little on R&D
(research and develop-
ment). We have got

three big R&D centr
in India. Our Bangalore
R&D centre has over
700 scientists and we
have over 100 PhDs
working there. Today,
whatallowsme towinisthe fact that fora
L.r,.o partofmy portfolio, I have product

up The cost of all these R&D
centresdoesn't come inmy P&L it goes to
Unileve 1(!(01|1(~~l()l|1(>:| m).lli) So,
ultina-

Today’s consumers don't just
want the physical attributes a
product delivers; they're
looking at what a brand
stands for when it comes to
the planet and people.

Sanjiv Mehta, chief executive and MD of Hindustan Ui

ing—daag achhe hain. Look at how we
brought it to life. Or Dove-—stop, the
beauty test. See its campaigning. Its all

spect of digital

tis giving you Ih( most results or

you're most excite out?

Tnere is o one thin There isan entire

concept ofhow we reimagined HUL. The
s was when we went for Winningin

Many Indi

(amodel that class

Asuperappwouldhelp whenyou have
di and you want to
But cach brand i
uniqueandabrand can't be everything for
everyone. We want to have distinct pc
ningof our brands.

‘Who do you count as your arch
rival?

Asa company, we respect all our com-
ors—bigor small. Indifferent catego-
are different players. Ifyou take

have adopted the app. My digital
lemand capture today is over 25%.
twehave created. If you
2o and meet retailers today, they will tell

i Jmt one of the most user-

‘hat

'SANJAY BORADE/MINT

have shaped me as a profe But
the most satisfying thing is leading a
company like HUL in your own country.
Ithasa different flavour. I can certainly
say that my stint at HUL has been the

rent

an s\(ulm('nl
for each store. And importantly, we can
so give crediton what they buy seam-
lessly from SBI without any paperwork.
We want to help retailers grow their

into
are by exch cluste
Now, for a b

Tor alarise orsan
Atthe core, ma
insights, deciphering th
ingthem into products

about getting.
m, and convert-
Thenyouhavea

a different I)dllg;mu
said that without data and analytic
not happen. We started Livew
tool), whereabra ulnmumm

verycle brand
Next, you make your consumers believe
init. Marketing ha 0it—one
|~lh(-|mnlu(l |h(-nh)~|—

cal part—the cha
atica, the needs, the
wants that you want to
meet. The second
important bit is traver.
ing the mind and the
emotions of the con-
hat’s the rea-
alsosay that
purpose isso important,
because today's con:
sumers do not just want the physical
Attributes which the product delivers:
they're also looking at what a brand o

ha
boen talled ot 6 therest arUniiever. glo-
bally. It was developed in India.

en we saw thatin lhol MCG m(luv
lh('rv are many bles at pl
pricing, trade support, consumer sup-
port, media, traditional media, digital
media. Technology allows you to opt

eitand then youcan putinvariables
like produc ority.

¥, W
use—they have become a ver
medium of optimizing. Tha
inmassive efficiencies. Today, it’
gut feeling which tells me how much
media to spend. It's all science. And the
more data we have, the more powerful it
becomes. Today, we have an Al hub,

pany s whenitcomes tothe
planet and people. And in an era wl ll('ro
homogeneity isbeing lost, because

. Today, we can
track trendsin the world sitting in the AT
hub and tell with a fair degree of conf

the

reach India.

tes tha

id is servi s a €60 bil-
lion corporation, Unilever has 6
unique advantages and buying power.
The capabilities that Unilever develops
are massive and we get access to that.
2.65% (royaltyand serv
cesfees), of which, royalty was about 1.65%
nd the balance was service fees. The roy-
alty goes up to 1.95% and the balance in
rvice fees, which is based on the value
received (overall, the new arrangement
zes a staggered increase of 8O bps
over a period of three years (0 3.45%)
We must remember Ilml even after
incorporating the service fees costs, my

a

Display: 3/3

tyou need to be

able to

And we don’t need to go to factor

to
ller level and cater to
low you to win

in the marketplace.

“The benefit today is that the marketers
ofyore did not haveaccess tothe technol-
ogy that you get now. But the core pur-
poseof marketing never goesaway. Many
times, people say that the era of brands i
ove oday, Ifeel the relevance of
brand is even more because you can
make your brand distinctive not just by
the phy utes but by what the

be Ghadi
. Ifyoutaketea, itis Tatas. Incof-
Nestle. Inskin cleansing, itis God-
Wipro, Santoor, ITC, Reckitt, etc. So,
we have a huge number of competitc
both globally and locally. But when you
take the total portfolio, no one has the
scale and size of HUL. The size, market

sh turnover, depth of talent and the
capabilities that we have allow us.a very
unique position in the market.

AndT'ltell you, agood com-
petitor has always been good for HUL. It
Brings out the bost in us,

most satis . I wanted to come back
and I'm glad I've come back. We are
proud Indians and I am so happy to see
the country progress. And I believe
IUL’s journey, in many ways, is inextri
cably linked with the growth of the
country. As the India consumption story
unfolds. just think of which company
other than HUL is better placed from a

Butwon’tit
way of the FMCG business, in which
distributors play a key role?

The distributor captures the demand,
digitally, and sends it to our back office
seamlessly. We are not removing the di
tributors from the game. In the Indian
market, relationship matters. So, we have

high

froma
retailerlike Reliance Retail? They're
buying brands and have
theirown asw

Ind ero-sum game. If some-
one el bws, that doesn’t mean I'll
decline. We have enough space in India
at $45 per capita FMCG consumption.
Compare this with Indonesia, which i
2% China, which is3x; the Philippines,
which is 4x. In India, the headroom to
grow is massive. Of course, Reliance will
be a formidable competitor. But we also
have a great relationship with them.

aunched

a 24

tech and gl touch.
“They go together. The
distributorin the market
knows the retailer’s |
tory. The distributor will
not only give credit but
will also be involved in
market development.
So, the guy who tradi-
tionally used to be the
distributor, will be
financing and market development. I
hybrid model and it will remain so. We

They tousont
side and customers to us on the modern
trade side. But if you look at the channel
today, modern trade as a total
constitutes about 13-14%.
another 7-8¢

overthe logistics part and we
can tell aretailer in the neighbourhood in
which you stay; what kind of productsmay

As a company, we respect
all our competitors—
big or small. But when
you take the total
portfolio, no one has the
scale and size of HUL.

point.
Iryouare tapped fora global role,
whatis the picture on succe
Asllu-(,l()uilhm'omp.m) mum.,lh(-
main things I do, first is performance
manzgement.Ifsve ry important tohave
gra . data-based rigour in the busi-
Hess. Noshortauts for that. Thesecond is
lnuldmv distinctive
capabilitics, which
hard to replicate. 1
entire ‘reimagining
HUL’ agenda I made,
takes away a significant
amount of my time. And
the third is talent and
hip and suc
sion planning Tha's
where I focusmy atten-
This 1s where &

CEO, Ibelieve, .shuuld be devotinga huge
amount of time. At the end of the day,
great brands and great companies are
made by great people. And distinctive
ilities, whichare hard (o replicate,

ell. It also helps the as he

©
givesth ige. And we have

doesn’t have to worry about buying in
bulkor about logistics.
You h: I itall.

And3- o

aseriesof distinctive capabilities. For us,
atUnilever, succession planning s a ver
m\;mrmnmuwny Wodmmc alot of time

'S Lo

3 c um..koumuuwm
@atthe Alhub). Then, we used
mercial runs in factories to test it, s
now all with simulated computers. That
b hed the lead time 3

At the back end, first is innovations,
c. Then you have the highly
digitized factories and then, the highly
digitized order capturing (systems) and
distribution. And at the centre, you h
all the variables in a powerful platform,
which tells us how to optimize.
the future of HUL.

that

al at
brand stands for. Surf E
our first billion-dolla

app?”

store
iflwereto m.\p(lu- evolution of general
trade, itsshare will come down. But even
after 10 years, it will be, by far, the big-
gest channel. The difference would be a
highly digitized general trade. So, let me
tell you how we are strengthening our
position. Every player will have their
wn strategy. Westarted on nlmv} of

of the infiection point during covid. Our
Shikhar app (HUL's online ordering
platform) is the most adopted app b;
retailers. Around L1 million retailers

isis. In India, de; o~
tization to GST to covid. lll(- India

and with yyear.

ibility of our bench strength. When we
have the strategy meet offSites, we have

stint your most chall ne?
Whenbeganas llw( haitman (of Uni-
lever’ was | young

at the timeof the second Gulf War: there
was antagonism towards Western multi-
»nals. When I was chairman of the
ppines, there w: jor battle in
the biggest category with our arch rival.
WhenTwent to North Africa, the Middle
was in the midst of the financial
crisis and then, the Arab Spring—my
entire region was engulfed. So, crises

come and present so
that the board getsa feel of the talent we
have. And by retaining the employer of
e tag, we've been able toattract the
ble talent.
ccession immin
s something which 1 am not in a
posi Imn |<mllmh~muxh> Butlet'slookat

it
of working runlusgu atinstitution.






