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Company overview 
Founded in 1945 as a steel trading company, Mahindra entered automotive 
manufacturing in 1947 and over the years diversified into many new 
businesses. Today it is a US$14.4 billion multinational group with more than 
144,000 employees in over 100 countries across the globe. 

Its operations span 18 key industries that form the foundation of every modern 
economy: aerospace, aftermarket, agribusiness, automotive, components, 
construction equipment, consulting services, defense, energy, farm equipment, 
finance and insurance, industrial equipment, information technology, leisure 
and hospitality, logistics, real estate, retail, and two wheelers. 
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LCF: 

I’d like to start by asking what you see, 
from your perspective as a CEO 
operating in India, as the biggest 
challenges and opportunities facing India 
in the 5-to-10-year timeframe. 

Anand Mahindra: 

Let me begin with the opportunities and 
then move on to the challenges. I don’t 
have a blinding insight; what I’m going to 
talk about is pretty much conventional 
wisdom. The opportunities in India have 
to do with the size and demographics of 
the market. It is not only the number of 
people that differentiates us from China, 
but also the fact that our demographics 
will have greater growth durability well 
into the future due to the average age of 
the population. With our size and 
demographics, India has nowhere to go 
but up. 

India also benefits from institutions that 
have been built over time and inherited 
from the days of British colonialism, so it 
has the rule of law, however flawed or 
delayed in practice it might be today. I do 
not live in fear of suffering from injustice 
in this country. And I do not live in fear of 
vindictiveness by an autocracy. There is 
a true level of individual freedom here, 
and I think people are now gradually 
beginning to realize this. Frankly, it is a 
longer-term indicator of growth, as 
opposed to the traditional belief by some 
multinationals that a good dictatorship is 
good for business. 

These are the benefits of an economy 
that has gone through a transition to 
democracy. You’re not sitting wondering 
when people are going to start protesting 
in the square. The last protest in the 
square by our people was against 
corruption, which I see as a healthy sign. 
It was not to overthrow the government; it 
was to make the government more 
accountable. This is very much a 
characteristic of a maturing democracy, 
as opposed to an imminent democracy. 
All of these factors promise a large and 
very durable market. 

Along with these factors is the 
aspirational population. The youth of 
India are willing to change, willing to try

new things. This makes India a very 
interesting market, with real opportunity 
that excites me. It is one of the main 
reasons why I continue to be here. In 
India, we have an opportunity to put a 
new organizational prototype into play, 
and frankly, there’s a clamor for this 
around the world. This prototype is 
fashioned around what Michael Porter 
(from the Harvard Business School) has 
called “shared value.” This idea 
postulates that in the future CSR 
[corporate social responsibility] and 
giving back to the community will not be 
an add-on; instead, it will actually be an 
integral part of how you do business. 

LCF: 

Why is this a particular opportunity in 
India? 

Anand Mahindra: 

When you create wealth, there is a much 
greater chance in India to use a business 
model that is based on shared value 
because of the backward nature of the 
local economy. Extreme levels of poverty 
and deprivation of a large portion of the 
population in this country are sometimes 
overlooked because of the euphoria 
about India rising, but they present an 
enormous opportunity to have a major 
positive impact on society. 

We are not trying to be “Mother Teresa.” 
That’s not the point. Companies that 
don’t engage in projects that also create 
value for society are quickly eroding their 
brand, and they are losing the trust of the 
public. Frankly, there is a huge and 
growing credibility or trust deficit on the 
part of business today, which is not good 
for business or society. So I don’t see 
this only as an Indian opportunity. I see it 
as something that businesses around the 
world will have to adopt. However, in 
India, the chance of making a major 
impact on society is very high. 

LCF: 

There have been a significant number of 
CEOs that we have interviewed who 
have also espoused this view. While 
many CEOs are in the middle, two 
extreme groups have emerged: We refer 
to one of these as “builders” and the other 
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as “exploiters.” In general, “builders” 
clearly and actively recognize the need 
for corporate social legitimacy and 
contributing to society is an inherent part 
of their businesses. 

Anand Mahindra: 

I participate in a group called the 
Advisory Council for the Economic 
Development Board of Singapore. At a 
meeting in Singapore a few weeks ago, I 
met the CEOs of many large 
multinationals, including some venerable 
American corporations that have been 
around for many years and have enjoyed 
consistent success over long periods of 
time. One CEO in particular talked about 
the importance of becoming a purpose-
driven corporation. 

I was smiling as he talked because that 
purpose is embodied in our logo, in the 
form of the word “RISE”. We believe that 
fundamentally we have to become a 
purpose-driven organization, version 2.0, 
because we’re co-creating activities and 
businesses with society. We have 
recently launched an interactive website 
called “Spark the Rise” where we invite 
ideas for change from the public. So in a 
sense we are creating a public platform, 
which we hope we can cede to the public 
eventually, where people share ideas, 
volunteer for ideas, adopt ideas, and if 
there’s a great idea or venture, we would 
potentially like to take it and build it within 
our group. In any case, all of the ideas 
are out there in the public domain.  

This is not something that is confined to 
India. But if you believe, as we do, that 
being a purpose-driven organization will 
significantly contribute to the long-term 
success of businesses, then we are 
located in one of the biggest playgrounds 
in the world for building projects with 
shared value. 

LCF: 

So tell me about the challenges. 

Anand Mahindra: 

There are a number of well-known 
general challenges linked with operating 
in an emerging economy, such as social 
unrest and managing people’s 
aspirations and expectations, the impact 
of a slowdown in the world economy on

India’s 9% growth aspirations, deficit 
cycles, the fiscal deficit, etc. But there is 
only one challenge that keeps me awake 
at night and it has nothing to do with the 
economy. It has to do with our 
geopolitical situation and the 
neighborhood in which we live. If a rogue 
government in, for example, Pakistan 
suddenly takes over after the US has 
withdrawn from Afghanistan (which it is 
now stating its intention to do) and gets 
hold of Pakistan’s nuclear capability, I 
stop worrying about ROI and EPS at that 
point and start worrying about whether 
my kids will survive. Unfortunately, that’s 
a reality of India. 

LCF: 

Thank you for sharing that. If you look 5 
to 10 years in the future, how do you see 
the competition between India, China and 
Brazil emerging? 

Anand Mahindra: 

Interestingly, the view has evolved. 
Initially, you couldn’t speak about India 
without mentioning China in the same 
breath. This view was about competition. 
Then we moved into another phase 
where the real visionaries started saying, 
“There’s no competition. There’s 
collaboration, and they’ll reinforce each 
other.” “Chindia” was the phrase that was 
invented. The reality is somewhere in 
between. There is no situation where you 
have only untrammeled competition and 
no area where there is only unhindered 
collaboration. I think it would be 
extremely naïve if one were to say that 
there will never be competition. This 
reality is most dramatically embodied in 
resources. India and China will likely 
compete most seriously and most visibly 
for resources because they both need 
them to continue growing and become 
affluent. The Indian government has just 
announced that it will create a sovereign 
fund with the express purpose of 
investing in energy resources around the 
globe. China has been doing this for the 
last decade, so India has a lot of catching 
up to do. 

Water resources could become one of 
the most incendiary issues between the 
countries around the river Brahmaputra, 
which originates in China. There are 
always rumors that China has dammed it, 
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which would have huge consequences 
for irrigation and the drinking water 
supply in India. If the situation with China 
ever turns hostile, it will most likely be 
about water rather than trade issues. 

LCF: 

As the CEO of a diversified group, what 
issues around these businesses and 
markets in the 5-to-10-year timeframe do 
you have to start to prepare for? Let me 
be clear. I am not asking about your plan. 
Rather, as CEO, what are the issues that 
you are looking and thinking about as 
you prepare your organization for the 
future? 

Anand Mahindra: 

Let me give you a very broad overview of 
the way I look at this. Before the 
economic meltdown in 2008, we were 
playing catch-up to China and we were 
following their trajectory. There are very 
clear things that happen when you allow 
market forces to operate and when per 
capita income rises beyond certain 
trigger points in each industry. For 
example, in the auto industry, a $5,000–
$6,000 per capita income is the take-off 
point, the beginning of “motorization.” 
This leads to hockey-stick trajectories for 
car sales. If you compare India’s 
development track to China, you could 
argue it is about 5, 10 or 15 years behind 
China. Then if you overlay India’s 
potential growth, you could extrapolate 
that it is going to grow at about 9% a 
year, with the potential for phenomenal 
growth in demand for almost everything. 
But since the economic meltdown, 
countries like India have seen a type of 
interrupted development. China’s growth 
took place in a period of relative 
affluence and strong growth in the world. 
India, unfortunately, has not had this 
luxury. 

Generally, I’m an optimist, and, I believe 
that the world economy will recover. 
Looking forward, I believe 2012 will be a 
relatively tepid year, at best, but 2013, 
unless there’s gross stupidity on 
everyone’s part in the world, will see the 
beginnings of recovery and 2014 will be 
extremely strong. In the interim, India will 
likely be one of the engines of growth. In 

my opinion, its economic growth will not 
go below 7% under any circumstances, 
whether it’s this year or next year. 

The CEO has to have the faith and 
confidence to lead the business through 
this period. The challenge is not to be 
fired in the next two years by egregious 
spending or misreading the pace of 
recovery. A CEO must manage a 
respectable growth rate of about 7% but 
also be prepared for an 8.5% or more 
growth rate to resume in 2013. 

LCF: 

In terms of cyclicality, this is clear. But 
you’ve also mentioned the importance of 
being purpose-led and contributing to 
economic and social development. 
People also talk about responsible 
growth. Given the growth potential, 
particularly in a place like India, how 
does industry in India fundamentally 
change in order to grow in a responsible 
way? 

Anand Mahindra: 

At the end of last year, we launched our 
new core purpose, which was essentially 
one word – Rise. The Rise manifesto has 
three grand pillars: (1) we will accept no 
limits, (2) we will think alternatively, and 
(3) we will drive positive change in 
everything that we do. The manifesto is 
available on our website. We will not do 
anything that doesn’t pass the filter of 
driving real positive change. 

When we came up with this manifesto 
three years ago, we were working with a 
tiny boutique agency in New York. We 
had hired them prior to launching our 
pickup trucks in the US. They said that 
they needed to know us better “before 
trotting out ads for diesel pickup trucks.” 
So they came to meet us and once they 
got to know us, they said, “You already 
have an appeal that speaks to people 
globally. You already have the makings 
of a global brand. We’re not telling you 
anything new. Your company thinks like 
this. The people in your company do this 
every day. You just have to make your 
brand reflect who you already are.” 

The point I’m trying to make here is that 
this was not a clever tagline we came up
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with – we were already living and 
operating like this. If you look at our 
businesses today, most of our fastest 
growing, profitable businesses are 
actually driving the biggest positive 
change. Everyone is very clear that there 
are no tradeoffs between fulfilling our 
purpose and creating profitable 
businesses – we don’t separate the two. 
You have to drill into people’s heads that 
there is no such distinction; you will make 
more money if you’re creating shared 
value. It’s not linear. It’s not sequential. 

LCF: 

Very impressive. As the CEO of a group 
of motivated employees in the kind of 
purpose-driven organization that you 
have, what are your challenges as a 
leader to stay ahead, to keep leading 
them and keep moving them forward? 

Anand Mahindra: 

People are looking for meaning in their 
lives. The biggest malaise of the 21st 
century is a lack of meaning in people’s 
lives. I have found that you basically 
have to tell people to work toward to a 
transcending goal, toward something 
more than achieving the next quarter’s 
earnings. But as a CEO, you have to 
understand that you can’t con people. 
You have to walk the talk and you have 
to smell honest. People know when you 
really believe in what you are saying. 
Fancy words alone will not keep people, 
but if you are true to yourself, you will 
start a movement. If you’re even coming 
close to delivering this kind of value, 
believe me, you don’t have to worry 
about how you will stay in front. You’ll 
just get swept along with the tide. 

LCF: 

There are many CEOs that talk like this, 
but too often, when you look at their 
organizations, you can see it’s just 
propaganda. How can leaders move their 
organizations beyond the words? 

Anand Mahindra: 

I think the key thing is to make sure that 
you’re walking the talk. If you walk the 
talk and if you are successful, that’s the 
best way to convince others. 

In 2002, I thought we were doing 
everything right. Like GE at the time, we 
were number one or two in all our 
businesses. We were going global. We 
were innovators. But our stock price was 
languishing at about 60 rupees. One 
board member came to me and said, 
“This company is headed for bankruptcy.” 
At the time, I thought he was 
exaggerating. But somebody else came 
to me and said, “Your stock price should 
be 500 rupees because there’s so much 
going on, but it hasn’t been understood.” 
I remember thinking that people don’t 
understand us.  However, I realized that 
we were doing everything right, but, 
unlike GE, we weren’t focusing enough 
on allaying our stakeholders’ fears by 
communicating the fact that what we 
were doing was leading to good financial 
outcomes. That was when I began to 
articulate a common framework for the 
Group, a common way of looking at the 
world and at business. 

I realized that people saw me as 
competent and doing some things right, 
but I had never articulated a coherent 
and unifying vision across the federation 
of companies. They needed me to go out 
on a limb and say, “This is what we are 
trying to do. If you understand it, come on 
board, and it’s going to be fun.” We set a 
target of doubling our stock price in three 
years, and after one year, we were at 
250 rupees. So I held a second 
conference where I said, “We have a 
problem. Where do we go from here?” 
What do you do when you’ve met your 
targets for three years in one year? Well, 
the stock price today, after adjusting for 
stock splits, is about 2,800 rupees. 

We have gone from being seen as a 
stodgy company that was never the 
darling of the stock market to one that 
has one of the highest returns. If I had 
gone out and said, “You must be purpose 
driven.” others would likely say, “Go 
preach to somebody else.” But now, they 
are curious and want to know, “Why are 
they doing so well?” and “Why are they 
doing so well in these businesses that 
were not meant to be businesses but 
give such high returns?” So, from my 
perspective, the best way to get the 
message across is to do well financially. 
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LCF: 

There is a strong bias toward looking 
only at the financial yardstick to measure 
performance. Do you use a broader 
yardstick for performance measurement 
inside the company that brings your 
philosophy to life? 

Anand Mahindra: 

In 2002, we created metrics that we called 
mantras. We were clear that we were not 
going to be wishy-washy about metrics. 
Our mantras include financials, 
globalization, innovation and leadership, 
and we wanted to develop very clear and 
simple metrics for each. We thought of 
using EVA [economic value added], but 
felt that EVA is just ROC [return on capital] 
in a more interesting package. So we said 
our financial metrics would be ROC and 
free cash flow. For innovation, we initially 
said 25% percent of sales in any given 
year in our product business would come 
from businesses that did not exist four 
years earlier. But this was easy to game; 
somebody could come out with a new 
transmission and claim that it was a new 
product. So we used language that was 
more abstract, but it made our intention 
clearer. Products that did not even exist 
four years ago have consistently been 
contributing 30% of revenue over the last 
five years. Globalization was easier; it was 
based on revenue and profits in different 
markets. Leadership was simply about 
being leaders in our chosen business 
segments. 

The key point here is that wishy-washy 
nice words don’t work. You need to have 
mantras that are very quantitative and 
hardheaded. This year is the tenth 
anniversary of our first conference. After 
ten years, our way of working and 
thinking has been completely 
internalized. People work according to 
the metrics. We are obsessive about 
measuring everything that we can. We 
have a very rigorous performance 
management system in place. But what 
gives us the extra edge, is the portfolio of 
choices that have been made according 
to our purpose. 

LCF: 

You are basically saying that you have this 

foundation, this mindset, this rigorous 
culture that’s inherent in what you do. But 
now you are talking about portfolio 
choices, which are really about what new 
things you are going to do, how you are 
going to do them and how you are going 
to take what you’re already doing in your 
existing business to the next level. So 
what you as a leader are essentially 
doing is managing these choices. 

Anand Mahindra: 

Yes. Let me share with you my ESEE 
framework. When I started out in the late 
1980s, I read a lot and I would ask the 
leaders that I met for their advice. I came 
up with my own theory about what my job 
entailed, which was reinforced after 
managing the transformation of a 
business. Through this experience, I 
found that there was a sequence of four 
things that I had done as a CEO. The first 
was envisioning. You must have an 
articulate vision. The second was 
essentially structuring the organization. 
What are the interrelationships? What’s 
the design of the organization? By 
working through this step, we came up 
with the view that, as opposed to a 
conglomerate, we are a federation of 
independently listed companies, each of 
which has its own trackable metrics. 
Then you enable the structure, which 
essentially means you populate it. But in 
addition to populating it, you provide it 
with resources, financial and otherwise. 
Here you answer questions like what’s 
your financial strategy, what is your HR 
strategy and what creates life and blood 
in the business. Finally, when you’ve got 
those three pieces in place and they align 
and make sense, then the CEOs job is to 
essentially energize the organization, 
motivate the troops. My eureka moment, 
after having done this once, was the 
realization that this cycle has no 
beginning or end. It’s actually a circle, 
and the trick is to figure out where in the 
cycle of evolution a particular business is. 

At this stage, energizing the organization 
by articulating motivating statements that 
move us forward is a lot of what I do. We 
have put independent presidents in place 
for each of our sectors, so I have now 
become more hands off. 
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LCF: 

What’s your own personal ambition and 
motivation for the next 5 to 10 years? 

Anand Mahindra: 

I certainly have a number of things I want 
to do with my life. Without going into what 
those are, I figure I’ve got nine years left 
because the official retirement age at the 
group is 65. In this period of time, what 
I’d really like to see us do is to put in 
place and solidify this model of shared 
value and to be recognized as a 
company that grows through positive 
change. Ten years from now, this is 
something we want to be recognized for 
globally. To do this we have to embed 
this approach in each of our markets. We 
don’t believe there’s any market, even in 
the advanced nations, that will not react 
positively to our approach because 
essentially we are about empowering 
people. Our essential philosophy is that 
we want people, employees and 
consumers, to feel that this company has 
enabled them to shape their destinies. 

Ten years from now, I want the Mahindra 
name to generate a positive reaction. I 
would like people to say, “What a great 
company.” But not because it’s the 
largest or the most profitable, but 
because the company really makes them 
feel good and warm all over and they 
wish there were more companies like 
Mahindra. 

LCF: 

Throughout this interview, you have 
consistently been saying that financial 
results are important foundations, but you 
also have to care personally about the 
positive impact the business is having on 
society. 

Anand Mahindra: 

This is just part of my DNA. I never knew 
my grandfather and I was too young 
when my granduncle passed away. They 
were the founders. But my father and my 
uncle worked closely under both of them. 
I never saw them worry or lose sleep 
about anything except reputation. I grew 
up in an environment where it was clear 
that reputation was the true sign of your 
wealth. 

LCF: 

So for you, business is about building 
social trust and creating a social contract, 
as opposed to just having a contract with 
shareholders. 

Anand Mahindra: 

I’m not too comfortable with the word 
social contract because it has a 
transactional element to it – you do this 
and I will do that. The real success of our 
model is when people say, “We accept 
this corporate as part of our fabric. They 
are part of our social fabric – we are 
them and they are us.” 

LCF: 

So it goes from being transactional to 
foundational? 

Anand Mahindra: 

Absolutely. I did a film inside our 
company using Mahatma Gandhi where I 
said, “Can we go beyond simply co-
creating with customers to actually 
making them feel like co-promoters?” We 
have a timeshare company where one 
80-year-old woman told me, “I don’t go 
anywhere now where there isn’t a Club 
Mahindra resort because I feel at home. 
It’s my family. I am the owner of this 
company. This is my company.” And to 
me I’ve never seen anything more 
powerful. When you get a customer into 
that place, into that space, you have 
them forever. So to me the challenge is 
how do you create a community of co-
promoters around you. 

LCF: 

How do you work with your board and 
does your board of directors support 
this? 

Anand Mahindra: 

We have a very strong board in the mold 
of the best Western boards. They have 
an independent meeting and have 
independent governance committees 
they run. In 2002, they almost fired me 
when the stock went very low, so that’s a 
very short-hand way of telling you we 
have a very independent board. But I run 
all this by them. I have to make very sure 
that they’re on board. I can’t go out and 
spend millions of dollars on a new core
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We don’t believe there’s 
any market, even in the 

advanced nations, that will 
not react positively to our 

approach because 
essentially we are about 
empowering people. Our 
essential philosophy is 

that we want people, 
employees and 

consumers, to feel that this 
company has enabled 

them to shape their 
destinies. 
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purpose and campaign without taking 
them into my confidence. I gave them a 
very detailed elaboration of our portfolio 
theory, because of course they always ask 
if we are sure we are not doing too many 
things, not spreading ourselves to thin, 
what are the resources needed, etc., etc. 

I always tell the board, “Look, I know you 
have a fiduciary responsibility, so keep in 
mind that if I had gone into 10 business 
areas and was trying to convince you I 
wasn’t spreading myself too thin but was 
running out of cash you’d hardly believe 
me.” But I remind them that we have 
done all this. We have taken over a giant 
IT company that was failing. We have 
taken over SsangYong Motors of Korea. 
And our parent company balance sheet 
has .221 debt equity.” So I say to the 
board, “Bear with me and trust me. You 
know I will never betray that. I will never 
bet the company on anything, but I will 
also not hold it back.” 

Generally, I’m very practical in managing 
the board. I showed them a cut and paste 
film on the Rise campaign two years ago, 
even when we didn’t know what the final 
ad would look like. I knew I had won them 
over when these hardheaded people, 
including one in particular, just looked 
around at the end, banged the table and 
said “Fantastic! This is what Mahindra 
means. This is what it’s all about.” 

Even people on boards want to belong to 
companies that have meaning. Why 
should we presume that board members 
are immune to the seduction of belonging 

to a company where you’re driving 
positive change? 

LCF: 

This is very interesting. If you look at many 
boards and scandals today, there is so 
much focus on the board’s governance 
and financial approval roles. In our 
interviews, however, we have found it 
interesting that CEOs want to engage the 
board beyond these classic roles and 
focus on topics like understanding the 
core purpose of the business and the 
long-term vision and direction. 

Anand Mahindra: 
I don’t believe there’s any escape from 
having to take your board along with you 
in a well-governed corporation. I can only 
tell you my experience, but I have never 
presumed that I could walk in and give 
this wonderful Sermon on the Mount talk 
and have my board say, “Bless you, my 
son. Proceed.” I knew that I had to 
convince them. I had to convince them 
that this alchemy results in profits and 
results in returns that would not make 
them violate their fiduciary 
responsibilities. There’s no rocket 
science here. You have to carry the 
board along with you. I found, much to 
my pleasant surprise, that it was not 
difficult to convince the board that the 
idea of a purpose-driven organization 
was a good one. 

LCF: 

Thank you very much for the time. 

Even people on boards 
want to belong to 

companies that have 
meaning. Why should we 

presume that board 
members are immune to 

the seduction of belonging 
to a company where you’re 
driving positive change? 


