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We will wage a war on waste’

\GA Hir Umlever(HUL,} hdmsbvggestwns - goods company, has done well in the December ¢ rterwmlad;ustedpmﬁt
=0 Wnpercent dueWﬂwwerdﬂe@nmﬂWMimeéwmbm Paranjpe, the you gomgup
T am& CEOﬂwMCGgﬁmthqs isconﬁdentﬂweanmmmuﬁﬂsmyonmsoanswtentandproﬁmbbgrowshu'ack In

th Shyamal Majumdar and Sapna Agarwal, Paranjpe talks al ut the company’s strategy. Onﬂueagendamdefendmgmatketshare,
ts and developing a mmdmmathmady to win in a volc mrket. Excerpts from the interview:

Iﬂllc * _ ydor nﬁuallycatchingupﬁiiltllm.? longer term. Ourresearchshowsﬂmtthemnnberor
yolu ‘m was]anBperuntiﬂﬂn % affluent Indian households will a ,
ece r 11 million by 2013 over2003. The

. bespendingalmost Rs6lakhayear.
| en - household, this means we will have around
ed _ consumers, almost the size of that in Britain, y

(netmignmdueuon) ofsomaofoutprodum & mosteqmlspemﬂngpuwerm mm&m
gthemm:npncestooffseﬂughe@madity. ur cat :
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during the year. As a result, volumes have con- thenumberefmid—im&ms
tractedinthedqtémgmts market. Lower commodity 5 trqglebyzm:i That's a huge o , .
costs and the government’s fiscal stimulus package y we need to widen our portfolic nef
S pe msomeofthébenm con- vnnantsandformatseatenngtoafﬂuemlndianwb

tospend. Equally, there will be some |
%ple who will feel the squeeze and down-trade in
cult economic conditions. We will have to meet the
aspirations of both categories of consumers.
Thereisalso notakingaway from our focus on the
bottom of the pyramid. This segment will remain a

T ',aerou key segmentsand mcreasmg _ 1! large part of India in the foreseeable future.
grammage in key discount segments. We have also.  # L A 9 !
'-ﬂteba%esandaretalungmetwemea B o - ‘ % HW&WWMPMQMM
sures. We are committed to defending and growing owts.andwemmotspecmq«z pommodi;yprice in 20097
ourmrhl!t - haviourin 2009. These mvoIaﬁkmmdoumb- will ensure that our brands offer consumer
' jective is to be competitive, offer great consumer val- value andinvest appropriately in all of them. Equally,
Isn't llUi. moltou mnrglns a; well? ue, take corrective action and be dynamic. In2009, we  we will wage a war on waste. We work on the premise

The truth is that HUL has delivered strong growthin  will be more aggressive, moremivemdpha'wrm that every business has scope for improvement. We
2008andh¢hbldapemnn€mns .Inayearofhigh portfolio, including the local jewels. For example, we  will subject every element of cost to scrutiny. By ruth-
inflation thisis very creditable. Althoughwe havelost ~ will invest as appropriate across all our brands, in-  lessly focussing on this, we can systematically weed
mshueinﬁmonalm‘odtm.mhavegaumdshme cluding local jewels like Breeze, Liril, Moti, Pears, ~ outthesecosts. We would also like to reduce our fixed

inhome care and foods. We remain tocom- = Hamam and Rexona. ﬁtsf and make them variable to the extent possible,

ﬁmﬁtablegrowthwer term, e 3 a9 N of this will give us the headroom to invest behind

ik - " Does the focus on “local jewels” mean a our brands. Evenwhile we doso, our marketing spends

Gln we mkhr tll&d pﬁ%a; an deviation from making the HUL more will also be subject to serutiny like never before to en-
premium? sure we get a bang for our buck.

. \uln marklt are and gdn wlmﬂa? ' We will continue to straddle the entire pyramid. As a :
f’ﬁcingis subject to a variety of factors me&u&ngm- -secular trend, we will see premium products over a Continued on Page 16
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