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DAWN HUDSON'S HOLISTIC OUTLOOK AND TENACITY
HAVE CARRIED HER TO PEPSI-COLAS PRESIDENCY

By Tham Forbes

steve Reinemund, then the head of Frito-Lay, was
driving to a meeting in the early "5 when his
office parched through an urgent eall from Dawn
Hudson. A managing parmer at DDB Needham,
Hudson was working on the first-ever national
campaign for Rold Gold. She had seen a prototype
of the new, Healthy-Choice-green pack:
the pretzels, which was the vanguard productina
“better-for-you” initative that Reinemund was
pushing, Hudson had pleaded with Frito-Lay's
brand team that it was wrong to walk away from
the equity of the package’s traditional blue, vellow
and gold colors, but it had dismissed her.

"ng tor
-

"PH'L:.‘_';' s, “You're an AFENCY persom, |EhrgL-t i)'
Hudson recalls. “So 1 ealled Steve.”

Rememund listened 1o her argument. lvwas
important, she said, wo communicate a health-and-
willness messuge of the low-fatspack. Bur, she
insisted, 16 was just as TIIPHOTGINT LGk 500 1T 10 8 Wiy
thar didn’t “lose the fun” of the brand, Inother
words, while vou're pursuing the soccer moms,
don't forger about the guys in bars drinking beer.

"She feltvery passionate abour whar we needed
to do and she was clearly nghr,” recalls
Reinemund, whaois now chairman/CEO of
PepsiCo. The brand team was overruled. The

green-packaging concept disappeared. In i place,
advertising that could appeal to both men and
women—i humorous campaign featuring “Prewzel
Beay" Jason Alexander—quickly pushed Rold Gold
froma 12% o 30% marker share,

“Ttwas very lucky for me, | have to be honest
with you, because things make an impression, and
sometimes they're small things,” Hudson says. "5a
[Reinermund] had this impression—right or
wrong—that Iwas renacious, thae Thad a marketing
point of view beyond an advertising point of view,
and that I felt passionately about things,”

He’s not the only one with that impression,

“Drawn gets it," savs DDB Worldwide
Chairman Keith Reinhard, w h'tuhn:_g diown into
one perfect tagline a long hist of atmbutes and

benefits thar one hears from Huodsonk colleagues
and friends. “She was way ahead of the curve in
terms af what everybody is now mlking about—the
need for thinking about a brand in s towling”
Hudson lefe DI o 1996 po beg Hne managing
director IJ”J'.-"LJ'I..'_L' Masius Benton & Bowles in
.\'L"I-"-' I'tl’lnr]».'. ﬁ'l e wihich Reinemund n.'rl‘uih.'l! hur
six months later to head up Frito-Lay's sales and
marketing. She became senior vice president-
CTINUED DN WAIGE 8

I look at things
360 degrees,

so that whenl
hear of an issue,
I understand it
in its entirety,
and understand
what needs to
be done.’

Thom Forbes is
a IH‘.!":.HIZ'.F' Wriler
and editor bazed n

Hastings-on-Hudson, NY.
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MNUEDFROM PROE &
marketing and and strategy st Pepsi-Cola North
America in 1998, where her achieverments included
the “Joy of Caola
of Mountain De
her appointment as president of P
2002, Hudson, 46, has been a .|:.,|,'-:E—||1-I|1r.'-l.'.-w|

wmpaign and the introductions

-ode Red and Pepsi Tivist. |
Acin June

1g gencral-management
FEs]m misibilities, She oversees all ASPeCts ¢ il the $4-

hillion refreshment-heve unit of PepsiCoin

the ULS. and

straterric direction, and performance as well as

nada, incladme marketing, sales,

hottler and food-service relanonships.
yunwittingly sug
[|'|1_ [} I|'I] b1l it | ng l'.,']l.'1 nents
[) Ir Mature [|'|.,|.'| ArG lLlL'.i”'\ ||..||:.||'|LL'|.| il ||I'-.'-||:':"J|."'l

If the Pepsi b s the Taost
|

|1|'I|1:L I!'!-I.I:_". ot :. m .1r1|1 :I..IIE_‘..‘_

artest that Hudson s a harmonioos blend of career-
mminded and t-.|r||.1'|:..'-1'r.-s1h.~l ed; strategic thinker and
innovaror; hard worker and sports enthusiast big
ides and botrom ling; chansmane personality and




ermpathetic thinker; retentive and spontaneous,

“|'|.'p~=| 15 F VIRur refc client, and [ think 1|n::|.'
have s great appreciation for the kind of skill sers
.m-.l t|1|n| Ing that a ver '*rm-:l arency [11.F‘-z'l11-‘-'-n'll| |
||.1l.:;.|..n;lu;1| i, sy Pam Mikulec, who worked
closely with | I|.|:E5~||H.L: DB in Chicago and
remains a good friend. “1 think they have a very
great sensibiliny o creativity and intuitiveness,”
Everything we do at Pepsiis
marketing, and | think Dawn approaches life from

Rememund agrees:
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a marketing perspective.”

“T'he kine of 2 1st century marketng that’san
integral part of HudsonS—not to mention
PepsiCos— mind-set includes expanding the urban
market, opening up alternative media channels,
paying close attention to bottler relations, and
listening to n diverse customer base, Although Pepsi
has been a new-product juggermaut in recent years
19 launches since 2001 —Hudson has kept hereye
on growing the mainstay products, warning against
what she calls the “leaky-bucket” phenomenon,

“When you provide too much space to
Innovaton -.111d not eni |1l:._':'|l toy the f'r.HL‘." 'i|‘|l: 1Y,
“vou spring a leak and lose eritical v sheme on your
core brands.”

Hudson's current focus is mming PepsiCo’s
three disparate food-service operations into 3
fuod-and-beverage powerhouse: Integrating the
well-established Frito-Lay routes with Pepsi’s
fountan busimess .||n| the less-devel l|‘.ﬂ..'l1 LJLHL'I.'F
fockd-service business is not merely a strategic
challenge. It also means perting outand making it
work aperationally, She says she feels “like a kid in
a candy store,” tackling tasks in an entirely new
area and fashic LTI fowd andd beverage programs
firr custeamers. ]}ni]qﬁin!_:-.u “differentiator for us vs.
QRIE COMPENtor m Atlanta” is also a large part of
the appeal. Compettion drives Hodson, an
accomplished tennis plaver, golfer, skier, runner
and hiker.

“I'm an exercise nut; | love sports, People say,
How do vou get home, have dinner w ith your
Fammily, Ut yOur youngest ul.lu_q:|'|l1_'|' o bed and i
out and play tennis at %00 at night?” Well, youo fust
have to drag yourself,” she says, “IF 1 didn't have
exercise, L wouldn't be able to keep up the pace.”

She doesn 'talways win, of course, no matter
how hard she mies. When Pepsi lost s account m
20,000 Subway franchises last year, her reaction
was “Can't be. I'm going to change it,” even though
others in the company were :mlnwlln-r that they
just dust themselves off. Fludson enlisted
Reinemund in an ulimately futile, month-long
campaign towin back the business,

“That tenaciousness, of not gwving up, | credit
to my sports background and my fmily lite
experience,” Hudson says,

Hudson' father died of a heart attack when he
was 34 and she was 23; five Vs later, her | :--:LL'.H'-
ookl sister succumbed to congenical heart disease.
Those two experiences forged o “personal
fortitude” thar Fludson has contnually relied upon
to bounee back from defeat, she says.

-member family
in 4 five-year time frame, vou've got to look ar the
alass as half-full and keep pressing on.”
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BURWICK:
SUCCESSFUL
SUCCESSOR

Drawn Hudson is a tough
act to foflow but, by her
own account, Dave
Burwick has been the
perfect man for the job.
And what Hudson likes
miost about him, She says,
is that *Deave is not Dawn”

Burwick, wha joined
Pepsi from Harvarnd
Business School in 1983,
has worked directly under
Hudsan fior six years.
“We're the same but
we're also different’ he
says ‘She's encouraged
me to do things the way |
do things?

One difference is the
tithe, Hudson was senior
VP-strateqgy and
marketing, Burwick is
senior VP-CMO. “The
stralegic-planning
funchion was under her,
soshe was really a CMO-
plus; Burwick says. "That
strategy function now
exists more with cur CFO
[Andre Hawaux] then it
does with me’

Probably more than
anyone else Burwick has
been responsible lar
broadening Pepsi's
marketing mad

Hudson praises s
ahility to “veriically
dmensicnalze a
program; such as the
Pepsi iTures 100 Million
Song Giveaway that was
launched with a Super
Bowl ad last February,
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Hudson and her hushand Bruce Beach, a stay-
at=home dod who lefta career in executive
recruiting, have two daughrers: Morgan, 14, and
Kendall, 7. Her devotion to her children is
legendary, from the pinch-hitting assistant in her
office who marveled about her helping her
thaugheer with homework w Earl Graves, founder
of Black Enterprize and chairman of PepsiCao's
African-American Advisory Board, Graves admires
how seamlessly Hudson combines her business and
persomal life by bringing her endre family to the
annual Pepsi Challenge ski weekend in Vail, Colo,

“She’ very accomplished in terms of the focus
on what she needs to do in the business, what's
impaortant to the husiness, and the willingness to
learn,” Graves says. “The reason she’s doing as well
as she is with this [advisory] board is she listens. She
listens and takes it seriously.”

Hudson has been a point person in the
exceution of Reinemund’s strategy to reach out to
the urban market—an effort thae Graves calls
cultural “sea change™ at PepsiCo. The waters roiled
in 2002 when Pepsi found itself pummeled on one
side b Fox commentator Bill O'Reilly for its use of
rapper Ludaeris as a spokesman, and by Russell

Simmons on the other when itdecided to drop him,

“She was very much in the middle of that. She
wasn 't ducking,” Graves said. “She said, ‘Look, we
made 2 mistake, lets go work itout.” ™ In the end,
Pepsi agreed to fund African-American canses and
Simmuons dropped his eall for a boyeott.

Hudson commands attenton in any boardroom
she walks into, Remnhard says. *First, by her
persona. Then by her intelligence and her very,
very quick mind.” Mikulec arributes Hudson’s
success with all of her constituencies o what she
calls 2 “Tom Cruise factor.” Like Croise, she says,
Hudson is intensely focused on excelling acany eask
she undertukes, but her drive does not put other

sople off beeause she is so warm and charming.

“Whether you're on the agency side or the
client side, the work never ends, but she hasa really
good ability to step outside itand have a lotof fun
in her life,” Mikulec says.

Hudson gives wide latituce to Dave Burwick,
who succeeded her in the PONA top marketing job
two yearsago. She makes her presence felvatkey
poines but “does not disempower,” says Jeff Mordos,
chief operating officer of long-time Pepsi agency
BRDO, *Davwn understands tharmarketmg is about
inventing new things that are going to get people
interested in buving vour product, not extracting
what has worked in the past and doing itagain.”

It's not that Hudson ignores brand verities,
Muordas says, she just insists that executions be
innovative, not hackneyed. Hudson has awed

Mordos since they were both junior aceount people
at Compton in the carly "80s and he watched her
lead a pirch fora P&G perfume account that, by
rights, she was much too young to be spearheading.

The details are murky in Hudson’s mind, but the
motvaton and lessons are not, Hudson says thar
she always tells people that they are responsible for
their own careers; if their work bores them, they
should step up and make a suggestion,

“T"hat was a case where | had a passion for a
particular category and desire to try to go out and
get some business,” she says. “Its one of those
things that, if you wait to getasked, you'll probably
never get asked.”

Alan Pottasch, a Pepsi ereative consultant for 47
vears, puts Hudson in the pantheon of the brand'’s
great creative marketers that extends from Al Sreele,
whao invigorated Pepsi marketing in the '50s, to
Domald Kendall, who opened the Russian market,
to Roger Enrico, who made the other guy blink.

“They were all chairmen, Dawn is nota
chairman, but she has an element of that kind of
flair that is so crucial to a product like ours,” says
Pottasch. “Her ‘marketing-slash-advertising’
ability ranks up there with those guys.”

No one doulbts that Hudson eould handle the
chairman’s job some day. In fact, when asked what
question they'd most like Dawn toanswer, her
colleagues most often wanted to know what Hudson
thought she would be doing in five or 10 years, For
the record, she’s very happy right now—and expects
to remain so as long as she stays samulated.

“I cermainly would like to continue ina general-
management capacity,” she says, “and 1'd like to
continue learning and being challenged ...
Whatever it is, | will evaluate it more in terms of
personal challenge,”

Hudson would be the last person to well you that
she’s flawless. “1 wouldn't be a good marketer if1
were a perfect person,” she laughs. Her biggest
problem, she feels, is that she tries to do too much.
But that, Mikulec would rell you, is part of her
DNA—she “came out of the womb driven” and has
been three steps ahead of everyone else since then.

“I think the ‘get-it’ factor has o do witha
shrewdness, a savvy-ness, a strect-smartness about
stuff,” Mikulee says. “It doesn't just have wo do with
the business issues but the intangibles of running a
business—the process, the approach, the people, the
different constituencies vou have to keep on board.”

Hudsons own ke on “gering it™s

1 think 1t means thar 'm a farly quick study,
and that 1 size things up holistcally. Took at them
360 degrees, so that when Lhear of an issue, 1
understand the entirery of the issue, and |
understand whiat needs w be done,”
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