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Kala ‘ﬂ}aymghmn & Bodhlnt\rl Glnlull 3 hbncwmk Hﬂl.hsmd up the pace of new
MUMBA! f_ﬁ_ing launches and s investing in ad-spends

‘and markerting, The entire product portfolio is also
TRATEGY execuition is the most underlever- being tweaked to include premium offerings such
aged capability in most organisations, says as more variants under Knorr and Kissan Amaze

Nitin Paranjpe, CEOandmamsmgdireaer infoods and Pond's Age Miracle and Dove
§ of Hindustan Unilever (HUL). Three monthsinto  shampoo in skin and
thejob,MrPaunquisennﬂngthanhm:s
-aggression and speed displayed by India’s ~ What are the implications of 'tnﬂmmnrr
st consumer goods company in growing mmmm he
V' businesses across personal care and home care Inflation is a real llsh:lsmﬂa-
SRt categories. “We are leveraging capabilitiesand mmm&mﬂmm 1g outand
scale of the parent company and focusingonthe  growing at double digits, although the balance be-
vabepl’emuﬁm mummm% mwmmmhasunmudmngc
and the program 'yearsagohas  Having said i that, from a consumer’s point of view,
depthimemdonwhhdmmedlaaﬁammﬂng bm&hmpmhmm»u




‘Price hike in some products in

_ W From Page 1
0O, we continue to see good growths in FMCG.
While some amount of downtrading Is in-
evitable, we are sim some

as well. For instance, in skin care, it is

people are willing to pay Rs 500-600

fonh:llttl:beautyjm The growthis good inboth

urban and rural markets. In fact, itis one of the most

balanced growth across urban and rural markets in

recent years. Published numbers indicate that

FMCGBgmwing at around 13-15%, with some

categories growing faster at 17% and others alittle

slower. Overall, we haven'tseen the compression of
demand on account of inflation as yet.

How is HUL combating soaring input costs?
Our strategy is two-pronge d.'Ibbcstnwh.m
levemscsalemdtechnologywnﬂﬂgm
et et i i g
on cost y, our
technology allows us to formulate products froma
bougquet of aliernative materials, Only after having
exhausted the above we explore price increases, Tt
is here that the strength of our brand equities help
us. Given the extent of input cost increase, some
price increases are inevita

Today, HUL is seen as far more proactive in
the market.

We have got the whole farmoreex-
ternally oriented. The important thing is that across
the organisation we have one definition of winning.
And thatmeans notjust growing, but growing com-
petitively. It is no good if you are growing at 10%
andf:nuxketlsgrovﬁnga;:ils% quthe
market is growing at 8% you are at
10%; that'sgood performance, Thus, marketshares
a differ-
ence tothe consumer. The growth needs to be prof-
itable and consistent. Aligning the entire organisa-
tion around a common understanding, what win-
ning means has made a big difference, So, our focus
today is on competitive growth, profitable growth
and consistent growth. We may not succeed every
quarter, but that is our goal,

So what is HUL doing differently now that it

didn’t do earlier?
We have implemented the ‘One Unilever’ pro-
gramme which has helped in bringing scale. We

_recognise that winning in the increasingly compet-

itive markets needs greater spedalisation and do-
main ::perusc. The days of generalists are over.
Hmce,\w mzpmplemfouxsonbrand
some on ‘go tomarket’ and mak-
ingthcbrandoomrahw njsmtahmnunebetns
better than the other, but about recognising the
skills, temperament and the mindset required for
these two roles, Therefore, if you try to do both, the
chancesare youmay doboth badly, so we separated
mcmomlesﬁnmndsuﬂdmgmdmnwel
ievmg;'l;wt)rll;]‘wm Fm'mg;mpk i
ever expertise, le, we un-
derstand general trade better than anyone else, but
wemﬂscdthatth:mmduadewasduw
modem trade was coming in. We could have
oped the modern trade expertise ourselves but it
would have taken time, It was much better tolever-
existed in other parts of Unilever.
have substantally increased our focus on execution,
No strategy can generate value unless it is executed
flawlessly. We have consciously made a lot of effort
to get people to understand this and make execu-

ton alotmore glamorous and exciting.
Does HUL have a better grip on attrition

rates now?

We are that we have a bunch of ener-
gised mdﬂymdoummllm:hnnm
are lower than the FMCG sector average. Our re-
gretted losses are even lower. It gives us the confi-

dence that we are doing the right thing, People are

\ We .

only areflection of the changing times.

Is HUL tweaking strategy to be more focused
bl o kst !
to the earliermass-market
Asanohsmm!mh may appear so, However, we
sddwmesylstomddleﬁmpm
we need to have a presence at
ev:ry;rln:pmm.hrﬂenhepmpmﬂmof
Manswumanmdourporﬁnlommdﬂﬁs
The India of today has changed. Today, thereare 7-8
million affluent holds and during the next

mmmmﬂmwmmnmm
more than twice thefr currentav-

arelikely 1o

But our strategy is unchanged, If we want to eam
the love and respect of our consumers, we have to
be present in the bottom of the pyramidtoo.

business?

- ﬁw%ymn?hw-mm
whetheritis Pureit orLakme. They are allimportant
for us, Pureit is at the heart of our vitality mission.
Performance is key and effective business models
hawmbewurhdﬂ.“’ehavemgammms
not a short-term play. We are dealing with

lives. The competendies Pureith

are different and we have built them /
w:rthepmtewymWearemthcpmda
national extension and should be in a position to

not leaving us for want of ties. We are  give details abourt our progress in 2009.

working hard to ensure and exciting roles

thatare Butthebattlefortalentisnot HULs direct-selling business has also been

mmdmm%&mhem(m}mn fmmmgw?kﬂumm-

Is the mindset in HUL In categories like personal care, consumer migra-
Twenty years ago, loca tion from the retail channel o the direct channel is

standing was the differer likely, Therefore, we need to be present there as

integrated. Today, 101 well. The isabout buildingthe

succeed in today’s ' to required to succeed in the business and we are

be able to marry global technologyand scalealong  workingonit. .

with local understanding, The change in mindset is kala.vijayraqhmn@limonmup com




