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The Godrej Group is a multi-business enterprise with cumulative annual 
revenues of more than US$3.3 billion with interests in FMCG (fast-moving 
consumer goods), real estate, industrial engineering, appliances, furniture, 
security, and agri-care among others.  

The Godrej Group was founded in India in 1897 by Ardeshir Godrej, lawyer-
turned-locksmith, a persistent inventor and a strong visionary whose 
inventions, manufactured by his brother Pirojsha Godrej, were the foundation 
of the current Godrej empire.  

Today the company employs over 20,000 people across 60 countries. One of 
India’s most trusted brands, Godrej enjoys the patronage and trust of around 
500 million Indians every day. 
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LCF: 

Let’s start off talking about India as a 
whole. If you look at the five- to ten-year 
period going forward, what do you see as 
the major opportunities and challenges 
facing India, particularly in the context of 
its competition with other BRIC markets? 

Adi Godrej: 

We see tremendous opportunity for India 
going ahead. My personal belief is that if 
we get our act right, we can likely have 
double-digit annual growth over the next 
20 years. But I preface this with – if we 
get our act right. Our growth prospects 
are a question of how we apply our 
minds to opening up of the economy – 
liberalizing certain fields, globalizing 
other fields – and how we apply 
ourselves to improving governance. Here 
I don’t mean corporate governance, but 
rather governance at the state level and 
how we can overcome our infrastructural 
shortcomings. By infrastructural, I don’t 
only mean physical infrastructure, which 
needs a lot of improvement, but also 
social infrastructure, especially education 
and training. 

LCF: 

Tell me more about the education 
system. 

Adi Godrej: 

We do not have enough education, both 
qualitatively and quantitatively. We need 
both education and skill development. By 
skill building, I mean the European 
apprenticeship-type of training and skill 
development. 

LCF: 

What else is holding back India? 

Adi Godrej: 

We are a raucous democracy that tends 
to divert too much attention to political 
maneuvering relative to consensus and 
economic-building. In many ways being a 
democracy helps in a sense that we don’t 
get into the kind of difficulties that North 
African and Middle Eastern countries 
have gotten into. It’s being a democracy 
that is responsible for our doing quite well 

after economic liberalization, which 
started about 20 years ago. While being 
a democracy helps in certain areas, 
politics tends to overrule good, sensible 
economic and nation-building thinking in 
many other areas. 

LCF: 

Your competitor countries come from 
vastly different political and economic 
systems. China, Singapore, Indonesia 
and Brazil all have very different 
economic systems. Is the competition 
between those systems a factor? 

Adi Godrej: 

I tend to think of China separately 
because it’s an autocracy. If you look at 
almost all the developing countries, they 
have been, by and large, autocracies 
over long periods of their history, since 
many of them had colonial backgrounds. 
India would be among the very few that 
has been a democracy throughout its 
post-colonial independence period. If you 
look at all the others – Brazil has had 
dictatorships, Indonesia has been 
autocratic and China is an autocratic 
country. As a democratic nation, we are 
different among the developing countries. 
But we also had a tremendous handicap 
for several decades because we had a 
very socialistic form of government that 
was economically debilitating. We 
experienced very slow economic 
development for about 40 years of our 
history due to this acute socialistic 
nationalization of private enterprise. 

LCF: 

The pace of change that’s happening in 
many parts of the world, in many 
industries, is accelerating. The 
competition is intensifying and 
uncertainty is growing. If you look five to 
ten years ahead, is democracy an 
advantage, particularly given the diversity 
of your population, the diversity of your 
internal interests and the complexity of 
the political and economic systems? 
What is it going to take in order for the 
country to keep up with the pace of 
political and economic change that’s 
happening in the world around it? 

 

Our growth prospects are 
a question of how we apply 
our minds to opening up of 
the economy – liberalizing 
certain fields, globalizing 
other fields – and how we 

apply ourselves to 
improving governance. 
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Adi Godrej: 

Well, if you look at it over the last decade 
in terms of economic growth, the 
developed world’s economic growth has 
been very slow. And I don’t think that will 
change much, so I don’t see the 
developed world growing at much more 
than 3% or 4%. My personal view is it 
could grow faster but its economic 
policies, to my mind, are getting more 
and more socialistic and that’s what’s 
keeping the developed world from 
developing. In terms of the developing 
world, I think we’re the second-fastest 
growing economy. China clearly has 
been ahead of us; otherwise, we’re not 
developing too badly. I think if you look at 
the last decade, we developed at about 
8% on average. We’ve had years where 
we’ve grown at 9% despite some of the 
deficiencies that I referred to. So if we 
are able to correct some of these 
deficiencies, and then that could add to 
our growth rate. There are a few points of 
legislation to open up the economy, 
which if introduced successfully could 
easily drive our growth rate up by about 
two percentage points. 

One area in which we require reform is 
our indirect tax system. We have a very, 
very poor indirect tax system in this 
country. We have a reasonably good 
direct tax regime. Our indirect tax system 
is very inefficient and there is a move to 
reform it. But this move has been 
delayed because of political bickering. 
Once this reform is brought in, we will 
have a new tax system, called the Goods 
and Services Tax which could add about 
two percentage points to our GDP 
growth, other things being equal. 

In a country like India, lower tax rates get 
you higher revenues, so these reforms, if 
they are brought in, together with better 
governance, could lead to more 
emphasis on infrastructure – both 
physical infrastructure and also social 
infrastructure for education and training. 
In many of my speeches, I have said that 
there’s no unemployment in India; it’s 
only unemployability. There is a shortage 
of trained people from highly educated 
PhDs and MBAs to engineers to masons, 
carpenters, etc. Wages are rising 
because of the shortage. If there are 
people who have absolutely no training, 

no skill, then there are very few parts of 
the economy where they can be 
absorbed. There are far more people that 
can’t be absorbed into the economy and 
far fewer trained people than the 
economy needs, so there’s a mismatch. 

LCF: 

If you now look at Indian companies in 
the five- to ten-year time horizon, what 
are the biggest issues, opportunities and 
challenges facing them? 

Adi Godrej: 

You see well-run companies are able to 
find solutions within this milieu, so the 
well-run companies in India are doing 
very well. Their market capitalization is 
rising, they recruit at the best universities 
and they’re able to attract the best 
available talent. They are doing quite well 
and I think they will continue to do well. 
What we are talking about is the 
economy. As a whole, the economy 
really consists of small and medium 
enterprises and we need to have a 
system that encourages 
entrepreneurship. I would say we are 
nowhere near a country like the United 
States in providing venture capital.  

For entrepreneurs, funding is still 
nowhere as good as it is in countries like 
the United States. Indians have a native 
attraction to entrepreneurship, and if that 
is encouraged with a systematic support 
system, it could do very well for the 
economy as a whole. 

LCF: 

Do you have an entrepreneurial unit, a 
venture capital fund, within your group? 

Adi Godrej: 

We encourage entrepreneurship but 
we’re not at the stage where we invite 
some talent to go out on their own and 
coordinate with the group on an 
entrepreneurial enterprise. In the past we 
had a small unit that invested in other 
smaller businesses, but we stopped it 
because we found that unless we set up 
a very professional group in a separate 
company, it does not work well. 

LCF: 

I understand you have major opportunities 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

I think if you look at the 
last decade, we developed 
at about 8% on average. 
We’ve had years where 

we’ve grown at 9% despite 
some of the deficiencies 

that I referred to.  
So if we are able to correct 
some of these deficiencies, 
and then that could add to 

our growth rate. 

In many of my speeches,  
I have said that there’s no 

unemployment in India; it’s 
only unemployability. 

As a whole, the economy 
really consists of small 
and medium enterprises 
and we need to have a 

system that encourages 
entrepreneurship. 
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within India and that you’ve also been 
expanding into Africa and other higher 
growth markets. If you look at where your 
opportunities as a company are in the 
five- to ten-year horizon, where else do 
you see your expansion markets? 

Adi Godrej: 

We operate in about 20 countries outside 
of India. Our largest international 
operation is in Indonesia. We have 
expanded into Africa and also into South 
America. We have operations in 
neighboring countries like Bangladesh 
and Sri Lanka. We are also in Vietnam. 
We find that because of the nature of the 
Indian economy, we have developed 
good solutions over the years for these 
markets building on our main businesses 
in consumer products. Of course, we 
have other businesses, but our main 
focus is in branded consumer products 
that are suitable for, in CK Prahalad’s 
words, “the bottom of the pyramid” 
markets. We find we can compete in the 
developing world because our products 
work quite well there. For example, we 
are the leader in hair color in India and 
around 20 other countries in the world. 
L’Oréal is the global leader all over the 
world except the 21 countries where we 
are the leader, plus Germany and Japan 
and a couple of other countries. L’Oréal 
is a formidable competitor, but in addition 
to a L’Oréal-type product, we have a 
format that is very different from 
L’Oréal’s. 

LCF: 

What is it? 

Adi Godrej: 

We developed a powder hair color in a 
sachet. It sells for about 1/10 of the 
lowest-priced L’Oréal product. The 
consumer finds it very convenient. You 
mix the sachet with water and apply it. It 
is not as versatile, but it is our specialty.  

We acquired a South African company 
that was the leader at that time in about 10 
countries in hair color in Africa but they 
had no powder technology. So we brought 
our technology, which is very unique, to 
the South African brand, which is very well 
known, and now we’re the leader in about 

15 countries in Africa. This is just an 
example of how our technology and 
products can support our growth.  

Sometimes it works in the reverse 
direction. For an Argentinean company we 
acquired, we are bringing their hair color 
format into India. But we are clearly 
focused on the developing world; we are 
not interested in acquisitions in the 
developed world. 

LCF: 

What are the criteria for geographic 
markets of interest to you? 

Adi Godrej: 

We go where our products can be 
translated well, and that is not in the 
developed world where the overall 
growth is low. We did acquire one 
company in England, which fit from a 
brand point of view with Indian 
consumers, but generally, we’re 
interested in growth only in the 
developing world. 

LCF: 

Besides hair care, is there another 
example of a “bottom of the pyramid” 
approach that you’ve taken? 

Adi Godrej: 

We are also leaders in household 
insecticides in India and we compete with 
large international companies like SC 
Johnson and Reckitt Benckiser. They’re 
our two biggest competitors in India. 
We’re also a leader in Indonesia where 
we have developed bottom-of-the-
pyramid-type of products. For example, 
the most common insecticide product in 
the developing world is a coil that burns 
for about eight hours and it can be used 
outdoors. Many insecticide applications 
need electricity. Ours doesn’t need 
electricity. It’s a bottom-of-the-pyramid 
solution. We have also developed a 
solution with an insecticide paper that 
burns slowly for about five minutes and 
then keeps mosquitoes away for about 
five to six hours. 

LCF: 

Where’s the source of your ability to do 
this bottom-of-the-pyramid innovation? 

Our main focus is in 
branded consumer 

products that are suitable 
for, in CK Prahalad’s 

words, “the bottom of the 
pyramid” markets. We find 

we can compete in the 
developing world because 
our products work quite 

well there. 
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Adi Godrej: 

We are 114 years – we don’t like to say 
“old” – we like to say “114-years young.” 
Through most of our history, we have 
had no association with international 
companies. We developed our own R&D, 
which is reasonably strong and has 
naturally tended to focus on bottom-of-
the-pyramid solutions. Our competitors, 
by and large, have been international 
companies like Unilever and Colgate-
Palmolive, even in India. When the 
economy opened up, we entered into 
some joint ventures. We had joint 
ventures with Procter & Gamble, General 
Electric and Sara Lee. We currently have 
joint ventures in foods with Hershey’s 
and Tyson, and we have some others, 
but most have been dissolved now. 
Sometimes they bought our shares or 
sometimes we bought their shares. 

LCF: 

Why? 

Adi Godrej: 

To my mind these joint ventures typically 
need to be reasonably short-lived 
because whatever the partner needs 
from the other partner, it is obtained 
pretty quickly and then after that the 
partners generally don’t need each other. 
We have retained all our brands, so even 
when we have sold our shareholding to a 
joint venture, our brands came back to 
us. During the joint-venture days with 
these companies, we learned a lot 
because we had joint ventures with some 
of the best companies in the world. We 
learned about their business processes, 
marketing, advertising, R&D, etc. We 
absorbed quite a bit and I think we have 
combined this into a successful regime in 
terms good business processes and 
knowledge together with quick decision-
making. We have always felt that slow 
decision-making is one of the biggest 
handicaps of larger multinationals. 

LCF: 

The inability to make decisions, locally 
and fast? 

Adi Godrej: 

The inability to make quick decisions and

their hierarchical and bureaucratic 
systems. In India, for example, we’ve 
been much more successful than our 
multinational competitors. 

LCF: 

Looking back, where have you been 
most successful? 

Adi Godrej: 

In the last ten years, in our consumer 
products unit – the company that 
competes with Hindustan Unilever. Our 
market capitalization has multiplied about 
35 times in 10 years. Hindustan Unilever 
has grown by about 50%, so this is just 
an example. 

And this is true of other Indian 
companies, too, because I think it’s a 
combination of quick decision-making 
and inorganic growth opportunities, 
where the multinationals are constrained 
by their strategies. 

LCF: 

But you have the ability to expand from 
here to Africa and all these other 
countries, whereas Hindustan Unilever is 
focused within India. Unilever operates in 
all these markets but not through 
Hindustan Unilever. Their focus is on 
India. 

Adi Godrej: 

Yes, their focus is on India but Unilever 
has big operations in Africa and they tend 
to be competitors almost everywhere we 
are. 

LCF: 

But you’re competing against separate 
units because each unit reports to a 
different area. You have a central base, 
so you actually can leverage that. 

Adi Godrej: 

That’s true. 

LCF: 

Going forward five to ten years, what 
are the biggest challenges that are 
facing your organization in preparing 
for continued growth, uncertainty, 
expansion, etc.? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Through most of our 
history, we have had no 

association with 
international companies. 
We developed our own 

R&D, which is reasonably 
strong and has naturally 

tended to focus on bottom-
of-the-pyramid solutions. 

To my mind these joint 
ventures typically need to 
be reasonably short-lived 

because whatever the 
partner needs from the 

other partner, it is obtained 
pretty quickly and then 
after that the partners 

generally don’t need each 
other. 
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Adi Godrej: 

That’s a very good question. Clearly, we 
will see rapid growth, so we have a 
tremendous amount of talent building, 
whether talent is built internally or 
through recruiting fresh people from 
universities and training them. We have 
to focus on actual talent building to keep 
pace with our rapid expansion. This is a 
very important part of our focus. But our 
biggest challenge tends to be execution. 
We’re able to come up with reasonably 
good strategies, reasonably good 
objectives, but executing them is 
probably our biggest challenge.  

We are a family business, so combining 
the pluses and minuses of a family 
business, with the interests of the 
business as a whole is a challenge. 
Some of the human resource challenges 
include ensuring that family members 
who are in the business interact with the 
non-family professionals sensibly and 
that they are adding value. 

LCF: 

What’s the company’s policy for family 
members entering the business? 

Adi Godrej: 

We have two or three principles. We 
have a family council that meets regularly 
to discuss the relationship of the family 
with the business and we use 
professional advisors. 

We insist that any family member who 
wishes to join the business must be at 
least as professionally qualified as our 
best professionals, so all the family 
members in the business are very well 
qualified. I have three children who are all 
in the business. My eldest daughter is a 
graduate from Brown University and then 
did the Advanced Management Program 
at the Harvard Business School. My 
second daughter was an undergraduate at 
Wharton and MBA from Harvard Business 
School. My third is a son who was an 
undergraduate at Wharton then did a 
Masters in International Relations and an 
MBA at Columbia. So they’re all trained 
at top schools. 

LCF: 

How do you make sure that they’re treated

based on capability, rather than family? 

Adi Godrej: 

Number one, they all join as 
management trainees, like other MBAs or 
chartered accountants, and go through 
our management training program. The 
one exception we make early on is to 
have them attend some of the highest 
forums of the group, as observers. They 
get quicker exposure, so they can take 
important positions at a relatively young 
age. Also, the CEOs of each of our 
companies are by and large non-family 
professionals. The family plays a role at 
the board level, in governance and in 
staff functions that need to be 
coordinated across group companies. 

LCF: 

Would you make one of your own 
children a CEO? 

Adi Godrej: 

Maybe for a short period, to gain 
experience. If I see a family member who 
is outstandingly qualified for a position 
and we have not been able to identify an 
obvious non-family professional, I might 
make an exception. But generally we feel 
this works well and the family members 
have the clout and respect to coordinate 
things across the group. For example, we 
need to coordinate the Godrej brand; 500 
million Indians use one or the other of our 
products each day, which is more than 
any other Indian group. Managing the 
Godrej brand requires a lot of 
coordination across the group 
companies. One of my daughters is in 
charge of that because an outside 
professional would not have as much 
clout. Senior staff functions, especially 
those with responsibility across the 
group, are better handled by family 
members. 

LCF: 

Can we go back to a couple of the other 
points you mentioned regarding your 
organization? You said the strategy part 
is relatively easy, but the challenge is in 
the execution. As you’re getting bigger, 
speed, innovation, complexity all 
becomes more critical. Then there are 

The CEOs of each of our 
companies are non-family 
professionals. The family 
plays a role at the board 

level, in governance and in 
staff functions that need to 

be coordinated across 
group companies. 
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the processes, the ways of working, the 
mindset, the values, the culture and so 
many other elements of the organization. 
How are you looking at those other 
issues in the five- to ten-year time 
horizon? What challenges do you see 
facing the company? 

Adi Godrej: 

We constantly review them. For example, 
we’ve brought in some of the best talent 
from across the world and we’re working 
on setting a detailed strategic plan, which 
we limit to three years because we feel 
detailed plans further forward become 
difficult in today’s dynamic world. We are 
introducing what we call our “10x10 
Strategy,” which means growing ten 
times in ten years. This means a CAGR 
at 27%. 

LCF: 

So this is the overall goal for the group. 

Adi Godrej: 

Very aspirational. If we make it only to 
“8x10,” we will do that, but it’s workable. 
This growth will be a combination of 
organic and inorganic growth. We will 
spend time seeing how that could be 
fulfilled, what needs to be done and what 
kind of planning is required for the 10x10 
goal. We don’t spend a disproportionate 
amount of time on it. For the three-year 
plan, we spend a lot of time on more 
details. 

LCF: 

For 10 years, the goal is very ambitious. 
What are the gaps you have to address 
and the big issues you have to face if you 
are going to achieve the 10x10. 

Adi Godrej: 

We are working on the policy decisions 
that we need from the Indian government 
to help us do that. I’m sure that other 
companies will also need the same 
policies, so we take them up with senior 
industry bodies. 

LCF: 

It’s interesting because I can see that 
geographic expansion is also going to

play a big role in your 10x10 ambition. If 
you succeed, you’ll actually be one of the 
largest global consumer products groups 
in developing countries. 

Adi Godrej: 

Yes, we calculated that there are not too 
many companies based in developing 
countries that have more consumers than 
we do. Brazil and Indonesia have low 
populations, so they tend not to be 
competitive here. Then there are a 
couple of Chinese companies. China 
Mobile, for example, has more 
consumers than we do. 

LCF: 

What’s interesting is that you’re basing 
your strategy and your organization out 
of your developing-country base. One of 
the most fascinating things about our 
overall CEO interviews to date is that 
there are almost two worlds when you 
interview CEOs. There are the CEOs in 
the developed markets, where there’s 2% 
to 3% growth. Then there are the 
developing-market CEOs whose home 
markets are still rapidly expanding, and 
there’s a completely different mindset 
between the two. 

Adi Godrej: 

Yes. What’s changed since 2008 or 
2009, after the financial crisis, is we’re 
finding the larger consumer companies 
from the developed world much more 
focused on the growth in the developing 
world. I mean there’s no question about 
it, they have come to a stage where 
there’s hardly any growth in their own 
markets and some of them are clearly 
very intent on strong growth in the 
developing world. 

LCF: 

If you talk to executives at companies like 
Unilever, they say that 70% of their 
revenue in the future will come from the 
developing world. 

Adi Godrej: 

Unilever was always very strong in the 
developing world. But Procter & Gamble 
has not been, so they’re getting much more 
focused. The same is true for companies 
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companies based in 
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growing ten times in ten 
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like SC Johnson, Reckitt Benckiser, etc. 
There are some developments that can 
become a challenge for us. Other 
developments are creating a red carpet 
for us. For example, the developed-world 
consumer products companies are very 
concerned about their ability to focus on 
a large number of brands. They already 
have a large portfolio of brands and until 
about 5–10 years ago, they were very 
keen to acquire further brands in the 
developing world. Now they’re generally 
staying away from this, so we rarely face 
competition from the developed-world 
companies for acquisitions in the 
developing world. 

LCF: 
They are not acquiring anymore? 

Adi Godrej: 

They are not acquiring in the developing 
world. They’re very keen to acquire large 
companies in the developed world. The 
other day there was a rumor that Procter 
& Gamble was going to attempt to 
acquire Unilever. There was talk of 
Unilever wanting to acquire Colgate. 
They are focused on that kind of 
expansion. Buying a family-owned 
company in Brazil or a family-owned 
business in South Africa is not something 
these big brands generally pay a lot of 
attention. That leaves a relatively open 
path for us to target this level, which is 
the right one for us. 

LCF: 

You said before that these larger 
companies made slow decisions because 
they have more bureaucracy, hierarchy 
and internal barriers, and as you get 
bigger and bigger, this will get worse for 
you as well. 

Adi Godrej: 

Yes, and we are trying to avoid such 
pitfalls as we get bigger. 

LCF: 

How do you avoid those pitfalls? 

Adi Godrej: 

We do it by empowering the companies 
we acquire. They generally have a strong 
entrepreneurial culture, which we like to 

preserve. They may need help from us to 
better their business processes, say better 
IT, better technology, etc., but we try to 
preserve their empowerment and 
decision-making processes as much as 
possible. We could have a problem here 
because we get some supervisory 
managers here who want to be consulted 
on every decision taken and we have a 
tough time trying to avoid that. It’s a 
natural human tendency to want to control 
and we know that it doesn’t work too well, 
so we try to ensure that some of the 
disadvantages the larger multinationals 
have don’t creep into our operations. 

LCF: 

If you look ahead five to ten years, what 
are the biggest personal challenges that 
you face, as the leader of the company? 

Adi Godrej: 

To my mind, most of the issues are 
associated with ensuring effective 
execution and this impacts how I select 
the right people who are likely to execute 
better. I also need to ensure that I detach 
myself from some of the decision-
making. From that point of view, I find it 
very good to be the leader of a family 
business because I have younger-
generation people who are much closer 
to the consumer. Their thinking is much 
more avant-garde and so I have to be 
open to trusting their decision-making 
even if I feel it might not be the right way 
to go. Conquering my misgivings is very 
important because they’re much closer 
both in age and in thinking to the 
consumer. I have to realize that 90% or 
more of the consumers I deal with are 
younger than I am. They’ve grown up in a 
different environment and sometimes you 
get a false feeling that you know what is 
going on and I think that is one of the 
biggest challenges. But we still have to 
be able to bring to bear some of my 
experience in certain tricky situations. 

LCF: 

So is it a combination of letting go but still 
using the experience to find new ways 
forward? 

Adi Godrej: 

Yes. It’s a tricky thing but I find more and 

… we are trying to avoid 
such pitfalls as we get 
bigger. … We do it by 

empowering the 
companies we acquire. 
They generally have a 
strong entrepreneurial 

culture, which we like to 
preserve. They may need 

help from us to better their 
business processes, say 

better IT, better 
technology, etc., but we try 

to preserve their 
empowerment and 
decision-making 

processes as much as 
possible. 
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more senior executives want to enforce 
their way of thinking. The best 
combination is to listen to the young 
managers, empower them sufficiently 
and provide guidance when their 
directional propensity can be helped by 
past experience. 

LCF: 

What are the things from your own 
personal view that you want to make sure 
the company maintains in the five to ten 
years going forward? 

Adi Godrej: 

Well, they mainly relate to values – not 
compromising values. Values can be 
dynamic. Some come from tradition rather 
than fundamental ethics and some of 
those need to change. But the values that 
come from fundamental ethics should not 
change. I’ll give you some examples. 
When I started in the business, most 
people retired from the business. That 
was not uncommon. A lot of Indians now 
don’t think of staying with the same 
company for more than five years. 
However, you do get a situation where 
people have contributed quite well in the 
early parts of their career but are not able 
to adjust to the times. Our tradition used 
to be to tolerate some of that. 

Now we find that can come in the way of 
progress. Therefore, easing these 
traditionalists out, as humanely as 
possible, is our responsibility. In many 
cases, we’re able to find them very 
successful placements in smaller 
companies. Many of them thank us 
afterwards. Doing this in a sensible way 
makes a lot of sense. I’m much more 
amenable to it now because I’ve seen the 
good results. You can reward loyalty but 
that doesn’t mean continuity in the 
company. 

LCF: 

What are some of the other values that 
you hold onto most that are most 
important for you going forward? 

Adi Godrej: 

Well, I think integrity, both financial and 
intellectual, cannot be compromised. 
These values must lead us in a country 

like India, where there is a fair amount of 
corruption and where maneuvering is 
considered normal. Sticking to one’s 
principles is difficult, but I find that 
companies that do this are generally 
rewarded in the long run. These 
companies have a public image whereby 
people stop asking for bribes. So this is 
not as difficult as one would think in an 
environment like India’s. 

LCF: 

Okay, as a leader and as an individual, 
what are you passionate about? What 
gives you energy? 

Adi Godrej: 

Well, I enjoy my work a lot and I look 
forward to a Monday morning, so I think 
that’s a great lesson. I find building a 
business is an adventure. I’m also very 
fond of sports, so I’ve always been very 
fond of adventure and water sports. 

I water ski, I jet ski and I used to windsurf 
a lot when I was a little younger. But I 
find the same sort energy in business 
and I like to think about business in my 
spare time. I’m very fond of long walks, 
for example, where I think about issues. I 
keep a sheet of paper with me where any 
idea that comes up, I note it down and 
follow it up. I think it’s a great lesson, 
enjoying one’s work, and I think I also 
work reasonably hard, but I don’t overdo 
it. I’m not one of those who works 16 
hours a day for a month. I’ve spent a fair 
amount of time ensuring balance 
between my physical health, family and 
work. 

LCF: 

Do you consciously make a split between 
the time that you spend on your family 
and your business or how do you 
maintain that balance? 

Adi Godrej: 

My family is grown up, so I don’t need to 
spend that much time with them. I have 
two grandchildren that I spend time with. 
But when they were growing up, I would 
intentionally plan my program so I could 
spend quality time with them. I’m a very 
disciplined person, so meetings are always 
very time. I plan my schedule quite well, so 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

… I find more and more 
senior executives want to 

enforce their way of 
thinking. The best 

combination is to listen to 
the young managers, 

empower them sufficiently 
and provide guidance 
when their directional 
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by past experience. 

    
    

   
     
     

    
   

  

Values can be dynamic. 
Some come from tradition 
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that I don’t have to change things around 
and I find a reasonable amount of 
discipline helps a lot overall. When 
people see the leader doing certain 
things, I think it almost becomes an 
organizational culture. 

LCF: 

Can we go back and talk a little bit now 
about the firm’s relation with different 
constituencies? What I’d like to do first, is 
talk about a firm’s relation with society. 
There’s a lot of discussion that CSR has 
basically been propaganda or 
philanthropy, but there’s also discussion 
that the relation between business and 
society is changing, both today and going 
forward. How do you see the relation 
between business and society, 
particularly given the countries that you 
operate in? 

Adi Godrej: 

I think this is a very important factor for 
any company or group of companies. We 
call ourselves “the Godrej Group.” Very 
early on, a few decades ago, we put 25% 
of the shareholding of one of our major 
operating companies, which is also a 
holding company, in a trust named after 
my grandfather. This trust automatically 
gets a fair part of the dividends of the 
group and that money is spent on 
philanthropic activities. In addition, we 
have corporate social responsibility 
budgets in most of our companies. We 
have a CSR program, which again is 
coordinated across the group. One of my 
daughters is in charge of this program, 
which is called the “Godrej Good and 
Green.” We have further demarcated 
certain goals for ourselves. For example, 
we wish to train a million people over 10 
years in skills and activities that will help 
our group, but obviously, we’re not going 
to absorb a very large percentage of 
them. This could help the country in 
terms of certain kinds of skills that are 
very important to us. 

We employ a lot of sales people. There 
are 8 million retailers in India, more than 
any other country. So training sales 
people is important. We also train people 
as apprentices in our engineering 
businesses and our chemical businesses. 

We work on having our products “green” 
in their application to the consumer. We 
also have a property development 
company and we have decided that 
every one of our buildings, whether 
commercial or residential, will be LEED -
certified. Our group strongly believes that 
these are good objectives and that they 
are good for business. We think a 
company that operates in a green 
manner will be more successful than a 
company that doesn’t. 

LCF: 

Is it for legitimacy with the consumer or is 
it a fundamental philosophical belief on 
your part? 

Adi Godrej: 

We believe that some of these 
environmental and green factors are very 
important. Most people would subscribe 
to that view, even though they might not 
do something about it. For example, I 
think our factory campuses are greener 
than most. We have a large hectarage of 
mangrove forests where we bring 
schoolchildren to take a look at a well-
preserved forest – we like to think it’s the 
“Lung of Mumbai.” We are very 
conscious of energy efficiency. We do a 
lot of water recycling. 

In this (factory) campus, we recycle water 
and we harvest water. In the monsoon, 
we get a lot of water that we harvest. 
With water harvesting and water 
recycling, our cost of water is cheaper 
than buying it from the municipality. It’s 
not just the right thing to do; it’s also the 
efficient thing to do. We have sponsored 
together with the Confederation of Indian 
Industry the first platinum LEED building 
outside the US. This teaches Indian 
business why good green practices can 
help your business and they have helped 
hundreds of businesses in India go the 
green way. It’s our philosophy, and we 
think it works. But I don’t believe, for 
example, that India should have an 
environmental objective at the cost of 
development. I strongly believe that the 
green emphasis will help development. 

LCF: 

But if you look at China for example, it is 

We have a large hectarage 
of mangrove forests where 
we bring schoolchildren to 

take a look at a well-
preserved forest – we like 
to think it’s the “Lung of 

Mumbai “. 

We have corporate social 
responsibility budgets in 
most of our companies. 

We have a CSR program, 
which again is coordinated 

across the group. 

I don’t believe, for 
example, that India should 

have an environmental 
objective at the cost of 
development. I strongly 
believe that the green 
emphasis will lead to 

development. 
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actually leapfrogging a lot of other 
countries because it’s using its 
development to, for example, be a leader 
in energy efficiency in the future. 

Adi Godrej: 

That’s traditionally an un-Chinese 
approach but, of late, I think China has 
done extremely well as a leader in 
technology skills and forward thinking, 
which they have leveraged very well. I 
am actually surprised that so many 
decades of autocracy have been 
successfully managed in China. I have 
always believed that autocracy doesn’t 
work, that autocracy fails sooner or later. 
But China is an exception. So I do admire 
China in many ways. 

LCF: 

It’s just the idea of the amount of 
investment that’s taking place, investing it 
the right way as opposed to the wrong 
way and then having to correct it. 

Adi Godrej: 

You’re absolutely right. It should be done. 
The earlier it is done the better. But there 
are those in the West and in the 
developing world who are prescribing 
that development itself will lead to an 
environmental crisis and suggesting that 
if China and India grow rapidly, there will 
be huge pressure on resources and they 
will ultimately be unsustainable. This 
restriction implies that China and India 
should not develop. 

I personally don’t think our nation should 
subscribe to this. I’m a great believer in 
science. I think science brings a lot of 
solutions and I think we should concentrate 
on solutions that can create strong 
development with environmental sense.  

One of the things India has done, which I 
subscribe to, is that our prime minister 
has taken a stand that we are always 
willing to keep our per-capita carbon 
emission below that of Western 
countries. But to tell us that we should 
have a much lower level than the West is 
not acceptable to me. 

LCF: 

Is the issue really how you develop, 
developing in smart ways? The reality of 
the world is there are water shortages, 

there are environmental issues, there are 
food shortages. I mean this is just the 
reality and if anybody can figure out how 
to address those issues, it gives them a 
much stronger base in the future. 

Adi Godrej: 

I’m not as concerned about water as I am 
about energy because there’s enough 
water in the world; it’s a question of using 
the right technology to manage the water. 
I think the bigger problem is likely to be 
energy and we need to work in several 
ways. One is to cut down energy per-unit 
of GDP. Second is to go for more and 
more clean energy and third is to work on 
huge new technologies that are coming 
up like carbon sequestration. Here we 
can find solutions and if you look at 
history, there’ve been warnings given 
about impending crises. Little more than 
200 years ago, it was said the world 
would run out of food but we’re nowhere 
near that. That’s because science has 
found better ways of working things out. 

LCF: 

Let’s talk a little about the relationship 
between firms and consumers today. 
How do you think consumers in India are 
changing? If you look forward five to ten 
years, how will your relations with those 
consumers change over time? 

Adi Godrej: 

I think that’s a good question. First of all, 
India is a very young country. Among the 
larger countries of the world, it’s about 
the youngest. The young consumers are 
very different from older consumers. The 
younger tend to be better educated, 
they’re more conscious of a lot of new 
developments.  

Five years ago, we took on a project to 
reposition the Godrej brand because we 
started hearing comments in our research 
from young consumers like this was “my 
parents’ brand” or sometimes “my 
grandparents’ brand” instead of their 
brand. The younger consumer is different. 
You need to reach out to them. You need 
to cater to them, their product 
requirements. If you take a 50-year-old 
Indian, they wouldn’t be swayed too much 
if the product is environmentally friendly. 
The young consumers are. 
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science. I think science 
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The young consumers keep the 
reputation of your company in mind. The 
older consumers don’t; they’re more 
concerned about the product. 

LCF: 

When you appoint someone to a senior 
position in your company, what are the 
characteristics you are looking for? 

Adi Godrej: 

They must be entrepreneurial. Out-of-
the-box thinking is also important. Too 
much routine thinking is not something 
that we find creates success. They must 
also be ambitious in both target setting 
and in achieving those targets because 
some people tend to be satisfied with 
average progress. 

LCF: 

To be able to achieve a 27% compound 
annual growth rate, you can’t have 
somebody that’s holding on to traditional 
ways of doing things. 

Adi Godrej: 

That’s right. But again, you must be 
practical because some of our 
businesses are not going to grow at that 
rate. They don’t have the capability to do 
it. Others will be growing even faster. 

LCF: 

What are the non-business, more 
personal characteristics you look for in an 
individual? 

Adi Godrej: 

I think commitment to values is important 
and a willingness to work hard. By hard I 
don’t necessarily mean long hours. I 
mean devotion and that means being 
able to cancel their vacation when 
required and/or turn up on a Saturday or 
Sunday when required. The ease with 
which they’re willing to do it for the 
business lets you pick up who is devoted,  

who is not. I find out-of-the-box thinkers 
are the most successful, however, 
because they are the ones that create 
mega changes to our success. 

LCF: 

One last question: Who would be some 
other leaders that you admire? 

Adi Godrej: 

Well, one of the historical great thinkers 
I’ve been very impressed with is Socrates 
who was Plato’s teacher, Plato was 
Aristotle’s teacher and Aristotle was 
Alexander’s teacher. I’m a great admirer 
of that thinking. 

I’m also a great admirer of sensible, free 
enterprise, and I admire Margaret 
Thatcher who changed the way Britain 
thinks. One of the reasons that I talk 
about Britain is that I see the negative 
impact of British socialism on India, post-
Independence.  

I knew Jack Welch because we were in a 
joint venture GE. I admire him quite a lot 
for the way he restructured GE and 
managed it.  

I admire the present Prime Minister of 
India, although he’s currently under a lot 
of fire for not controlling corruption, but 
he was the finance minister when India 
opened up. He has led India reasonably 
well, his economic thinking is spot-on. 
Despite his reputation having suffered in 
the last few months, I admire his 
economic thinking a lot. I also admire 
Nelson Mandela a lot for the way he 
handled South Africa. I think it could’ve 
turned differently without a leader of his 
caliber and openness. 

LCF: 

Thank you very much. 

Adi Godrej: 

Good chatting with you. 

They must be 
entrepreneurial. Out-of-the-

box thinking is also 
important. Too much 

routine thinking is not 
something that we find 
creates success. They 

must also be ambitious in 
both target setting and in 
achieving those targets. 


