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Hindustan Unilever has entered the surface cleaning market w i th Cif. 

Here's how it fits into the company's strategy 

Byravee Iyer 

H industan Unilever has faced 
several challenges in thore­
cent past Nimble-fooled ri­
vals have nibbled market 
share, commodi ty prices 

have been volatile and consumers 
have ttjsoi led lo down-trading. 

But i lirrdustan Unilever lias its 
strategy ready. To begin with, it has 
begun a slale-wise strategy that de­
ploys only relevant products inagiv-
en state 0 1 district. This means the 
supply chain is now more efficient. 
It has taken corrective steps on the 
pricing front loo. Rivals can nolo) igei 
flog their lower prices. Equally im­
portant is the company's strategy of 
inci easing the speed of innovations 
and launches. 

Thus, in June this year, if decid­
ed to en ter the surface c l ean ing 
space by bi inging in its international 
brand, Cif, to the country. Cif Is the 
first cream-based cleaning brand in 
the world and is the largest house­
hold care brand in Europe and 
South Africa. In India, Cif has been 
priced at Rs 53 for 270 ml. 

The surface cleaning market is 
small in India but it is giowing at a 
fast pace. But that's just one way of 
looking at it. the strategist explores 
how Cif fits in with theovei all strat­
egy of Hindustan Unilevei andhow 
it executed the launch. 

Specialist 
Al present, the overall household 
cleaning care category stands at Rs 
1,240crore. Out of this.uterisil clean­
ers make up Ks 950 crore and surface 
cleaners the rest. The market for sur­
face cleaners has three segments : 
Toilet cleaners (Rs l!il) crore), fiooi 
cleaners (Rs 75 crore] and specialist 
surface cleaners (Rs 35 crore). Cii fits 
into the last category which is grow­
ing al over 24 percent per annum. 

Hindustan Uni lever has had a 
strong p resence in u tens i l 
cleaners, toilet c leaners and 
fiouj cleaners with bi ai ids I ike 
Vim and Domex. With these 
brands , if has a 49 per cent 
share of the household clean­
ing care market. "We felt that 
we were not represen ted in 
the small special is t sur face 
cleaner category and it's im­
pel Unit we are present there 
as the ca tegory is g rowing 
rapidly," says Hindus tan 
Un i l eve r Vice -p res iden t 
(home care and skin c leans­
ing) Sudhanshu Vats. 

But what prompted the compa­
ny to launch the four-decade old 
bi and now?"Timing is very impor­
tant," says Vats. In the lastfewyears, 
the coi istruction of new homes has 
happened at a blistering pace and 

the a voi ago agi: of buying a home con-
sidei ably down. "We find the qual­
ity of consumers and surfaces have 
goLien more sophisticated and these 
surfaces need specialist products." 
he adds. 11ms, the company intto-
ducedCif. 

Moreover, with more and more 
women working there was the need 
for a contemporary pi oductfor clean­
ing surfaces ,il home. >>o far, proxy 
products like dish wash burs and liq­
uids wore being used for this work 
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and there was no product loaddress 
this need. "Obviously a product like 
this is notrequiredon uiosaicfloors 
or at a time when women stayed al 
home," Vats points out. 

Fbrits part, the company did a de-
tailedstudy usingits internal track­

er called Living Standards Measure 
o r L S M to confirm what it felt. LSM 
can range anywhere between one 
and eigl lfeen—a higher score shows 
a higher living standard. On that 
scale, India is a LSM 3 nation. Typi­
cally, a product like Cif needs the 
market to score hvo or above. Still, 
the company felt the Indian market 
was ready for Cif. 

Is there 
In the company's assessment, about 

ten per cent of Indian 
h o u s e h o l d s c o u l d buy 
Cif. This makes it a mar­
ket of over 100 mi l l ion 
people for the brand. This 
is still well above the pop­
ulation of many Western 
European nations. To as­
certain this, marketers at 
the company wen I door 
to door to observe the liv­
ing s tandards of the ur­
ban population. "Twen­
ty years ago, we wouldn't 
have been able to launch 

a product like this but today things 
are different," says Vats. 

Nikhil Vora, an analyst with ID-
FC-SSKI Securit ies, agrees: "Prod­
ucts, li ke this make sense as the po­
tential 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. "I suppose the 
idea would be to be a first mover in 
this high growth segment. But Hin­
dustan Unilever will have to keep 
feeding it with investments till the 
brand gains traction," he explains. 

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

However, there's one area of con­
cern for the company. By and large, 
consumers in India are known to be 
averse to gel-based or cream-based 
products as the format is associat­
ed with gen t leness and wastage. 
"That 's true, that's why our propo­
sition is tough cleaning with care," 
suys Vats. To suit that, the compa­
ny's communicat ion 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 c leaning 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. 4 
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