Bangladesh needs industry-specific educational institutions
New Age: Wednesday, 5 August 2009

	





Marico executive tells New Age 
The new generation business executives are becoming global now and very much capable of rendering world class marketing and management services to multinational companies and local conglomerates.
   But for extracting outputs and excellence from them, local companies or MNCs will have to provide the pool of emerging business skills with right training and logistics, an executive at a fast moving consumer goods multinational said.
   ‘Bangladeshi youths are becoming more and more global in recent years.’ said Milind Sarwate, chief of HR and Strategy at the Mumbai-based Marico.
   Talking with New Age exclusively last week, Milind, a Harvard MBA, assessed the potentials in Bangladeshi youths and focused diverse issues.
   ‘They can easily catch the issues and targets of the multinational companies. If their employers equip them well, they show the magic of winning market,’ he said.
   ‘They just need proper trainings and effective tools- such as information technology-enabled devices.’
   Milind, who earlier looked after the group’s finance, now coordinates HR and strategies in the headquarters of Marico and its subsidiaries abroad.
   The $500 million plus Marico has businesses in more than 20 countries including Bangladesh, UAE, Sri Lanka, Egypt and South Africa. It sells Parachute, world’s largest coconut oil brand, and has businesses in hair care, beauty and health product segments.
   Parachute commands 73 per cent share of the banded coconut oil market in Bangladesh where Marico’s business saw 44 per cent compound growths in the past three years. The company hopes its annual sales to cross Tk 350 crore by September.
   Listed in the Bombay Stock Exchange, Marico has floated an IPO to sell 1.392 million shares or 5 per cent of Marico Bangladesh’s equity capital, at 90 taka per share, said Milind.
   ‘Really Marico wants to share its ownership with the Bangladeshi people,’ he added.
    Milind claimed that unlike other multinational companies, Marico did not operate its businesses abroad by imposing instructions from the headquarters.
   ‘Brands and business plans in Marico are not necessarily developed in the headquarters and then exported abroad,’ he said.
   Like that in Bangladesh, Marico’s operation in every country is regarded as an individual entity. Parachute Beliphool and recently launched Haircode Hair Dye are the two brands initiated in Bangladesh suiting the needs of the local market.
   The Marico executive also points out that developing industry-specific educational institution is vital for Bangladesh now.
   ‘The IIM-Indian Institute of Management and IIT-Indian Institute of Technology are greatly benefiting the Indian industries by delivering talents and skilled personnel. Bangladesh needs such industry-specific education systems.’
    He feels that entrepreneurs in Bangladesh’s garment industries need to be more professional in employing managers.
   ‘If skilled managers are there, they work with accountability and liberty, and then more productivity and value will be added to the businesses.’
    Milind points out that the capacity of rural Bangladeshi consumers is undermined.
   ‘Marico finds a robust growth in rural sales here…Scanning growths of other brands in rural Bangladesh, I am sure that economy there is much stronger than what is perceived.’
