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As leaders, we have to grow the market
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MUMBAI

e Dove brand has
grown in value from %75
crore in 2006 to %500

croke, with products across the
soap, shampoo, deodoramt and
skinecate segmentts. Himdustan
Unilever Ltd (HUL), ownetr of
the brand, ewes this growth to
the launeh of the premium
Deve shampoo less than three
years age. Rivals are folllowing
§uit.

Recemnttly, Procter and Gam-
ble Home Products Ltd (P&G)
launched the Pantene siham-
poo from its imtermational
pottfolio in India. Analysts say
the launch has opened a mew
front in the HUL-P&G rivalry.

N. Rajaram, vie-president,
haircare and Lakme, HUL, says
the compeatiitiom is not just
from the multinatiomal rival
but also from domestic fimms
that are increasing their pres-
ence with regional lkunches.
In an inteiview, he spoke
aboult India's ehamging haif:
eare market apd how his firm
plans te tap inte it. Edited éx-
EBEPIS:

Competition in the haircare market

Is hotting up with a number of

launches and relaunches, particu-

larly in shampoos. How are you
faring?

Shampoos is a very large
manket, well over 3,000
crore—(a) fast growing market
in both urbam and rural (are-
as). (It offers) a fumdamental
consumpliioh oppoiiuhiityy. We
have been growing our shares
in this category on a consistent
basis for the last four quarters.
Our shates in June quarter
2010 have hit a high of 46.9%
against FY2009 (fiseal 2008) of
45.1%. In faet, we Aew have a
velume share (ef) 50.5%. We
eontinue t6 invest iR Mmarket
develepment while ifereasing
Bur lead versus competi:
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Standing tall: HUILSs N. Rajareem sayps the growth opporttwitity is botth in urbam and! rurall meatkets.
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tors—big or small.

How do you explain this growth?

...Take the urbam market.
Over the years, the market has
fragmented from the generic
keakle ghaone baail (dark, thiek
hair) market to speak about a
sharper conecept of damage,
deyness, breakage of haiik. The
SEC A (well-educated, senier
professional ecategory) weoman
was willing te leek at these is-
sues. These are wemeh WHe
are willing te pay a premium if
they see value aRd Bemffit; it's
just 26% premium te the Aext
EBMPLIRT.
Against the average it is just
1.2 to two times—agaimst an

average shampoo at%60, it is
just %110. Dove spoke of these
issues and in a short spam of
three yeais, we have 10% share
in urban India in JQ 10 (Pwne
quarter, 2010). This translates
to a %200 erere brand in haif-
eate (ineluding shampoos and
eonditioner®) iR just dhree

ears. It is the largest haifeare

Fand iA moderdh trade éhan-
Ael aeress India, with a 18.3%
shate.

Where do you see opportunity for

further growth?

The oppeortumity is both ur-
ban and rural. The other end of
the manket, whete we are sig-
nificantly investing, is stham-
poo sachels, which is the rural
part of it.Clese to 60-70% of
velumes eeme from sachet(s).

The split in value marketshare
is 60:40 between urbam and ru-
ral (areas). We will continue to
grow the lower end of the mar-
ket as well.

Our biggest brand, Clinic
Plus, which is the market lead-
er in shampoass, was re-
launched with a significantly
improved mix in August 2009.
We are alreadly seeing our
highest shares in Clinic Plus at
21.1% in June quarter versus
19.7% in fiscal 2009. The op-
portumiity is to really get people
to consume more. In three
words, it is more users, more
usage and more Dbenefits.
Those are the three fumdamen-
tal ways around which our
plans are designed.

How are you addressing this
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changed market?

Some years ago, penetration
was the key task. People had to
be told or explained that they
try this product. We have now
moved beyond that. It's now
aboutt what is the bemeffit of us-
ing this product more often or
using it the right way. That's
the next big learning for us. We
ate very well positioned be-
cause we have the right portfo-
lio of brands
and we are
operating at
various price
points. So it

We are very well
positioned because

Size : 694.65 sqg.cm. (154.37 col cm)

ers isi about one-third of the
shamipoe market. In India, it is
virtually next to nethimg. This
is a 200 crore category today
and @rowming at 40% to 50%.
The catagory was mon-existent
three-flour years ago.

We are the market leaders in
this catagony. While we are do-
ing wedll in market share, our
eye rieally is on building the
markett. That is the big oppor-
M- H T tumw-' This will
translate into
other opportu-
nities like se-
rums, masks and

allows us to treatmemnts. We
give  value we have the have all this in
B P ey  Tight portfolio of  JCiq 0
body at the brands. kets one at a
right  price tirme as well.

Do you expect the competition to

get tougher?

Our compeattitor at rural In-
dia is very different from urban
India. There are different play-
efs in rurall India. Thete are
new players that are coming
in, Indian compamies are com-
ing in. We afe not obsessed
with just ene eompetitor...

As leaders, we have the re-
spomsihility to grow the market
as well. The consumer is now
getting more and more choic-
es. People are comimg up with
similar kind of benefits...
There is an effort to grow new
categories.

There are players who are
going to come in and more
launches even at the low end
(will take place).

There are not too mamy new
compstiitors; the product offer-
ings bave increased. If you
need to do justice to your con-
sumer base them we need to
have more products.

What are the growth areas for you

in the urban market?

The bhair conditiomer busi-
ness is the manket of the fu-
ture.

In mamy mantketts, condition-

And in the rural
market..?

Rurall market is a key oppor-
tumiity’ for consumptiiom build-
ing. There is an oppontumity to
educatte consumers to use
more. In terms of having tried
shampoo oF knewihg what
SHampoo does, there is an 80%
penttidiion. 1R the eaurse of
the 1ast ene year, 80% of €8A-
sUimers wewld have ¢ried
shampo. The peint is: Are
they buying the nexk week,
m%’i‘l%, Qﬁ%ﬁft@rﬁ S

Over here. it is not about
bemefits like damaged hair.
Many of them have to be
taugiht how to use the prod-
ucts. The good thiag Is that
here, consumens are willing to
embrace a regime if they see a
bemasfilt and value

We are runmimg one of our
largest consumer conmect ini-
tiatives here—Khushiyon Ki
Dalli. 1t allows (us) to go deep-
er, to villages that are media
dark with popuillations of 5,000
people. Close to 30-40% of ru-
ral UP (Uttar Pradesh) is media
dark. The commiitmemnt is to
buiildl (sales) in media dark vil-
lages, which are the markets of
the future.
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