THE HEAT

Ice cream majors have aggressive
plans to gain bigger market
shares. Here's how Hindustan
Unilever hopes to stay ahead
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nilever is the undis-

puted world leader in

icecreams, Its Heart-

brand ice creams —

Cornetto, Magnum,
Ben & Jerry's, Solero, Carte
d'Orand Breyers —recorded
salesof $11.08 billionin 2008.
Annually, the Anglo-Dutch
company spends around $70
milliononice cream research.
To strengthen its global posi-
tion, it last vear acquired In-
marko in Russia.

In India, the story is slight-
ly ditferent. Hindustan Uni-
lever, which is owned 51 per
cent by Unilever, hasa 14 per
cent share of the 100-million
litres and Rs 1,200-crore per
annum ice cream market,
which makes it the second
largest player after Amul (38
per cent market share). The
gap is no less than 24 per-
centage points.

Butthis perhaps is not the
full  picture. Hindustan
Unileverexecutives claim the
company’sicecream business
isgrowingatalmost 25 percent
perannum, (Lastquarter, sales
hit Rs 90 crore). Volumes have
almost doubled in the last three
years. And the company has
taken strategic initiatives to
outwititsrivals, mostof them
homespun players.

Homespun they mightbe,
but the rivals are no rabbits.
Market leader Amul hasahuge
emotional connection with In-
dian consumers as it was the
nervecentreof the White Rev-
olution in India. Its ice cream
is available in no less than
70,000 stores across the coun-
trv—anumberit planstoraise
to 100,000 in the next one vear.
ltsgrowthtarget forthe yearis
20 per cent. (The market has
grown at 15 per cent per an-

num in the last five years.)
Vadilal, the third largest
player in the ice cream mar-
ketwithashareof 12 percent
and astrong playerin western
India (Maharashtra, Goa and
Gujarat), has drawn up ag-
gressive growth plans. It will
raise Rs 50 crore toexpand its
capacily by 40 per cent and
spread outto new geographies.
“New launches, better avail-
ahility, accessible prices and
better awareness as we dou-
bled our advertising spends
on television have helped us
grow 40 per cent this sum-
mer,” says Vadilal Managing
Director Rajesh Gandhi,
Mother Dairy (market
share: eight per cent) has
fanned outfromitsstronghold
of North India to the eastern
and western parts of the coun-
try in the lasl few years. lts
strengthis the 4,000 pushcarts
out on the streets of the coun-
tryatall times. Asalarge cate-
gory of consumers buy ice
creamonimpulse, this fleet has
helped Mother Dairy grow 35
per cent this summer. Mother
Dairy Chief Executive Officer
Yaul Thachil makes no bones
that this is a strength he plans
toleveragein thedaystocome.
“We will grow our pushcarts
25 lli!l'l‘.{!l]t ;II!!l ill[:!‘{!ilﬁ[!(llll'
distribution reach,” says he.

Tough fight

Where does this leave Hin-
dustan Unilever? lce cream
volumes have grown at a
much faster pace than the rest
of its FMCG business, While
overall FMCG volumes were
upa paltry two percentin the

‘~  KWALITY WALLS DECIDED TO FOCUS
ON THETOP SIX METROS OF THE
COUNTRY AND HAS OVER THE YEARS
EXPANDED TO THE TOP 30 CITIES
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