
‘We’re making Marico future-ready 
in predictable, repeatable ways’
Innovation, IT analytics, value m anagem ent 
are am ong key areas of focus, says CEO
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The Marico Chief Executive Offi
cer is in no hurry. Saugata Gupta, 
on a m ission to  double the 
?5 ,000-crore com pany’s reve
nues, says he believes in  expand
ing boundaries in  predictable, 
repeatable ways.

Beyond grow th
“It is n o t just a one year o r quar
terly  m ilestone th a t we have set 
out. W hat we are doing is m ak
ing  th e  o rganisation  future- 
ready,” says Gupta, w ho’s also 
th e  M anaging Director of the 
consum er goods company. 
“Though sales g row th is linear, 
we are no t looking at linear or 
an exponential grow th. The 
com plexity of th e  journey has 
ensured we look beyond th a t.” 

Speaking to  B usin essLin e  a t his 
p lush  new office in suburban 
M um bai, G upta confided: “Es
sentially, we draw  a p ictu re  of 
how  th e  organisation  is going to

be four-five years from  now, and 
th en  go backwards, as opposed 
to  w orking increm entally  for
ward.

“Unlike very h igh g row th  sec
tors, w here you keep chasing 
grow th, in  o u r sector (FMCG), I 
personally believe it is a repeata
ble, disciplined m odel of 
grow th. This is a far superio r way 
of ensu ring  grow th, ra th e r th an  
have a shot-gun approach .”

Approach to grow th
Marico is driving capability 
ahead o f grow th. Repeatability 
allows the  com pany to  system 
atise grow th, and by doing so, 
take advantage of th e  learning 
curve effects. The com pany has 
Parachute, Saffola, and Set Wet 
am ong its m any brands.

“Our belief is th a t if we keep 
doing th e  righ t th ings, o u t
comes will happen, as opposed 
to  keep on chasing outcom es. 
That is the  broad approach. We 
have identified each area and

"Our belief is that if we keep 
doing the right things, 
outcomes will happen, as 
opposed to keep on chasing 
outcomes. That is the broad 
approach. We have identified 
each area and what can be 
achieved"

SAUGATA GUPTA
Chief Executive officer, Marico

w hat can be achieved,” says Gup
ta. S tating th a t in a lot of cases, 
people have five-year targets 
w here they  w ant to double or 
m ore, G upta notes: “O ur journey 
is no t abou t chasing a target, 
th en  it becom es ju s t th a t -  a ta r
get. We have a slightly different 
approach  to  grow th.” He points

ou t th a t th e  “repeatable busi
ness m odel actually drives a lot 
of people into long-term  th in k 
ing. We have integrated  this 
w ith th e  purpose of the 
organisation .”

The CEO, who has an engineer
ing  degree from  I1T Kharagpur, 
is clear th a t the com pany has to 
be best in  class in each area, be it 
governance, m anagem en t or 
sustainability.

Transform ation areas
To th a t end, Marico has taken  up 
five transform ation  areas. “We 
have identified five sources of 
transfo rm ation  w hich we be
lieve are very core to us.

Essentially driving innova
tion, go to m arket, IT analytics, 
ta len t and culture, and value 
m anagem ent (are the areas),” he 
adds. Stating th a t the com pany 
does no t believe in “com prom is
ing  on cost in term s of d ilu ting  
consum er experience,” the 
a lum nus from  11M Bangalore in 
sists th a t “value m anagem ent is 
all abou t delivering m ore value 
at the sam e cost, o r delivering 
identical value at low er cost.”


