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industan Unilever has faced
several challenges inthere-
Coil past. Nimible-footed ri-
vals have nibbled markel
share, commodity prices
have been volatile and consuimers
have iesoited to dowin-trading,
Bulihndustan Unilever has its
strategy 1eady. 'To begin with, it has
begun a state-wise stralegy that de-
ploysanly relevant products inagiv-
e state on district. This means the
supply chainis now moreefficient.
It has taken coirective steps on the
pricing front too. Rivals can nolonger
flog their lower prices. Equally im-
portantis thecompany’sstrategy of
incieasing Lhi
and launches.
Thus, in June this year, it decid-

speed ol innovations

ed to enter the surface cleaning
space by bringing inits inlernational
brand, Gif, to the country. Cifis the
first creani-based cleaning brand in
the world and is the largest house-
hold care brand in Europe and
South Africa. [n India, Cif has been
pricedal Rs 53 for 270 ml.

I'he surface cleaning markel is
sinall in India butitis growingata
fast pace. But that's just one way of
looking atit. the stralcgist explores
how Cilfits inwith theoverall strat-
gy of Hindustan Unilever and how
iteaccuted the launch,
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Hindustan Unilever has entered the surface cleaning market with Cif.
Here's how it fits into the company’s strategy

Specialist
Al present, the overall houschold
cleating care category stands al Rs
1,240 crore. Outof this, utensil clean-
ers makeup Rs 950 crore and surface
cleaners theresl. The markel for sui-
face cleaners has three scginciils:
lotict cleaners (Rs 180 Crowe), Hoo
cieancrs (Rs 75 crore) and specialist
surface cleaners (Rs 35 crore). Cil fits
intothelast category which is grow-
ing al over 24 per cent perannun.
Hindustan Unilever has had a

strong presence in utensil
cleaners, toilet cleaners and
flou cleaners with brands like
Viniand Domex. With these
birands, it has a 49 per cent
share of the household clean-
ing care market, “We felt thal
we were nol represented in
the siall specialist surface
cleaner category and it's iin-
potlant we are present there
as the calegory is growing
rapidly,” says Hindustan
Unilever  Vice-president
(homie care and skin cleains-
ing) Sudhanshu Vats.

Bul what promipted the comnpa-
ny Lo launch the four-decade old
birand now?“limingis very unpor-
tanl,”says Vats. Inthe last few years,
the construction of new hoies has
happened atablistering pace and

Byravee lyer

iheavii ageage ol buyinga home con-
siderably down, “We find the ual-
ity of consumers and surtaces have
golleninore sophisticaled and these
surfaces need specialist products,”
he adds. Thus, the cowpany intio-
duced Gil

Murcover, with more and more
wutictworking thore wis the need
fui aconteimporary product forclean-
ing surfaces al home. So far, proxy
products like dish wash bars and lig-
uids were being used for this work

SURFACE
CLEANERS

AYEAR

aind there was no productto address
this necd. “Obviously a product like
this istotrequired onmosaic tloors
ot ala lune when women stayed al
homie.” Vals points oul.

Forils part, the company did a de-
tailed study usingits inlernal track-

CIF FITS INTO THE
Rs 35-CRORE
SPECIALIST

CATEGORY WHICH
IS GROWING AT
OVER 24 PER CENI

ercalled Living Standards Measure
or LSM Lo confirm what it felt. LSM
cdn range anywhere belween one
andeighteen—ahigher scoreshows
a higher living standard. On that
suale, Indiais a LSM 3 nation. Typi-
cally, a product like il needs the
arkel o score tive orabove. Sl
the company telt the Indian market
was ready tor Gif,

Is there

[ the company’s assessiment, about
ten per cent of Indian
households could buy
Cit. This makes it a mar-
ket of over 100 million
peoplefor the brand. This
is still well above the pop-
ulation of many Western
FEuropean nations. To as-
certain this, marketers at
the company went door
todoortoobserve the liv-
ing standards of the ur-
ban population. “Twen-
Ly years ago, we wouldn't
havebeenable tolaunch
a product like this but today things
arcditferent,” says Vals.

Nikhil Vora, an analvst with 11)-
FC-55K1 Securities, agrees: “Prod-
ucts like this make sense as the po-
Lential for home products is very
good.” However, the downside, as

Vora points out, is that the category
is fairly small and only relevant to
the urban population. “Tsupposethe
idea would be to be a first mover in
this high growth segment. But Hin-
dustan Unilever will have to keep
teeding it with investments till the
brand gains traction,” he explains.

With that in mind, Hindustan
Unilever has deployed a 360-degree
campaign for Cif, It has bombarded
television and radio with advertise-
ments. Additionally. demonstrations
are being carried out across malls
and modern trade

However, there's one area of con-
cern forthe company. By and large,
consumersin Indiaare known tobe
averse togel-based or cream-based
products as the format is associal-
ed with gentleness and wastage.
“That's true, thal’s why our propo-
sitionis tough cleaning with care,”
says Vats, To suil that, the compa-
ny's communication is tweaked to
show that one drop is enough and
lasts longer as well.

But the ride isn't going to be
smooth for Hindustan Unilever. Ri-
vals too have their eye on the small
surface cleaning market. Dabur’s
Dazzl, Reckitt Benckiser's Easy Off
Bang and SC Johnson's Mr Muscle
are all set to fight Cif tooth and nail
in this space.




