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The Dove b r a n d has 
grown in va lue f rom ^75 
c rore in 2006 to ?500 

crore, with p r o d u c t s across the 
soap, s h a m p o o , d e o d o r a n t and 
sk incare segmen t s . Hindustan 
Unilever Ltd (HUL), owner of 
the b r a n d , owes this growth to 
the l aunch of the p r e m i u m 
Dove s h a m p o o less t h a n th ree 
years ago. Rivals are fol lowing 
suit . 

Recently, Procter and Gam-
ble Home Products Ltd (P&G) 
l a u n c h e d the P a n t e n e s h a m -
poo f rom its i n t e rna t i ona l 
por t fo l io in India. Analysts say 
the l a u n c h has o p e n e d a new 
f ront in the HUL-P&G rivalry. 

N. Ra ja ram, v ice -pres iden t , 
ha i r ca re a n d Lakme, HUL, says 
t he c o m p e t i t i o n is not just 
f r om the mul t ina t iona l rival 
bu t also f rom d o m e s t i c f i rms 
that are increas ing their pres-
e n c e with regional l aunches . 
In an interview, he spoke 
a b o u t India ' s chang ing hai r -
care marke t and how his f i rm 
p lans to t ap into it. Edi ted ex-
cerpts : 

Competition in the haircare market 
is hotting up with a number of 
launches and relaunches, particu-
larly in shampoos. How are you 
faring? 
S h a m p o o s is a very large 

marke t , well over ^3,000 
c rore—(a) fast g rowing marke t 
in b o t h u r b a n a n d rura l (are-
as). (It offers) a f u n d a m e n t a l 
c o n s u m p t i o n oppor tun i ty . We 
have b e e n growing our sha res 
in this ca tegory on a cons i s t en t 
bas is for the last four qua r t e r s . 
Our sha re s in June qua r t e r 
2010 have hit a high of 46.9% 
agains t FY2009 (fiscal 2009) of 
45.1%. In fact, we now have a 
v o l u m e sha re (of) 50.5%. We 
c o n t i n u e to invest in marke t 
d e v e l o p m e n t whi le increas ing 
our lead versus compe t i -

Standing tall: HUL's N. Rajaram says the growth opportunity is both in urban and rural markets. 
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tors—big or small . 
How do you explain this growth? 
. . .Take the u r b a n marke t . 

Over the years, the marke t has 
f r a g m e n t e d f rom the gener ic 
kaale ghane baal (dark, thick 
hai r ) marke t to speak abou t a 
sha rpe r c o n c e p t of damage , 
d ryness , b reakage of hai r . The 
SEC A (wel l -educa ted , sen ior 
p rofess iona l category) w o m a n 
was willing to look at t he se is-
sues . These are w o m e n w h o 
a re willing to pay a p r e m i u m if 
they see va lue a n d benefi t ; i t 's 
just 20% p r e m i u m to the next 
compe t i to r . 
Against the average it is just 
1.2 to two t imes—agains t an 

average s h a m p o o a t ^ O , it is 
just ?110. Dove spoke of these 
issues a n d in a shor t span of 
th ree years, we have 10% sha re 
in u r b a n India in JQ 10 (June 
quar te r , 2010). This t r ans la tes 
to a ^200 crore b r a n d in hair-
care ( inc luding s h a m p o o s and 
cond i t ioners ) in jus t th ree 
years . It is the largest ha i rca re 
b r a n d in m o d e r n t r ade chan -
nel across India , with a 18.3% 
share . 

Where do you see opportunity for 
further growth? 
The oppor tun i ty is bo th ur-

ban and rural . The o the r e n d of 
the marke t , whe re we are sig-
nif icant ly investing, is s h a m -
poo sachets , which is the rural 
par t of it .Close to 60-70% of 
vo lumes c o m e f rom sachet (s ) . 

The split in value m a r k e t s h a r e 
is 60:40 be tween u rban and ru-
ral (areas) . We will con t i nue to 
grow the lower end of the mar -
ket as well. 

Our biggest b r and , Clinic 
Plus, which is the marke t lead-
er in s h a m p o o s , was re-
l a u n c h e d with a s ignif icant ly 
improved mix in August 2009. 
We are a l ready see ing our 
h ighes t sha res in Clinic Plus at 
21.1% in June qua r t e r versus 
19.7% in fiscal 2009. The op-
por tun i ty is to really get peop le 
to c o n s u m e more . In t h r ee 
words , it is m o r e users , m o r e 
usage a n d m o r e benef i t s . 
Those are t he t h r ee f u n d a m e n -
tal ways a r o u n d which our 
p lans are des igned . 

How are you addressing this 

changed market? 
Some years ago, p e n e t r a t i o n 

was t he key task. People h a d to 
be told or expla ined that they 
try this p roduc t . We have n o w 
m o v e d beyond that . I t 's n o w 
abou t wha t is the benef i t of us-
ing this p roduc t m o r e o f t en or 
us ing it the right way. T h a t ' s 
the next big l ea rn ing for us. We 
are very well pos i t i oned be-
cause we have the right por t fo-
lio of b r a n d s 

We are very well 
positioned because 

we have the 
right portfolio of 

brands. 

a n d we are 
ope ra t ing at 
va r ious pr ice 
poin ts . So it 
a l lows us to 
give va lue 
p ropos i t ion 
for every-
body at t he 
right pr ice 

Do you expect the competition to 
get tougher? 
Our c o m p e t i t o r at rural In-

dia is very d i f fe ren t f r om u r b a n 
India . T h e r e a re d i f ferent play-
ers in rura l India . The re are 
n e w players that are c o m i n g 
in, Ind ian c o m p a n i e s are c o m -
ing in. We are no t obses sed 
with just o n e compet i to r . . . 

As leaders , we have t he re-
sponsibi l i ty to grow the marke t 
as well. The c o n s u m e r is now 
get t ing m o r e a n d m o r e choic-
es. People are coming u p with 
s imilar k ind of benef i ts . . . 
The re is an effor t to grow new 
categor ies . 

There are p layers w h o are 
going to c o m e in and m o r e 
l a u n c h e s even at the low end 
(will take place) . 

There are no t too m a n y new 
compet i to r s ; the p r o d u c t offer-
ings have inc reased . If you 
need to do just ice to your con-
s u m e r b a s e t h e n we need to 
have m o r e p roduc t s . 

What are the growth areas for you 
in the urban market? 
The hai r cond i t ione r busi-

ness is t he marke t of the fu-
ture. 

In m a n y marke ts , cond i t i on -

ers is: a b o u t one- th i rd of the 
shamipoo market . In India , it is 
virtuadly next to noth ing . This 
is a =?:200 crore category today 
a n d g r o w i n g at 40% to 50%. 
The c a t e g o r y was non-ex i s ten t 
t h r e e - f o u r years ago. 

We are the marke t leaders in 
this ca t ego ry . While we are do-
ing we l l in marke t share , our 
eye rieally is on bu i ld ing the 
m a r k e t . That is the big o p p o r -

a m m m m m m m H r . . tunity. This will 
t rans la te in to 
o ther o p p o r t u -
nit ies like se-
rums , masks a n d 
t r ea tmen t s . We 
have all this in 
Dove and will 
build these mar -
kets o n e at a 
t ime as well. 
And in the rural 

market..? 
Rural marke t is a key oppor -

tuni ty for c o n s u m p t i o n bui ld-
ing. Tlhere is an oppo r tun i t y to 
e d u c a t e c o n s u m e r s to use 
more . In t e rms of having tr ied 
s h a m p o o or knowing wha t 
s h a m p o o does, there is an 80% 
p e n e t r a t i o n . In the cour se of 
t he las t o n e year, 80% of con-
s u m e r s would have tr ied 
s h a m p o o . The poin t is: Are 
they b u y i n g the next week, 
m o n t h , quar t e r? ... 

Over here , it is not a b o u t 
benef i t s like d a m a g e d hair . 
Many of t h e m have to be 
taught h o w to use the p rod -
ucts . The good th ing is tha t 
here , c o n s u m e r s are willing to 
embra ice a reg ime if they see a 
benefi l t and value 

We are r u n n i n g o n e of our 
largest c o n s u m e r c o n n e c t ini-
tiatives h e r e — K h u s h i y o n Ki 
Doli. It a l lows (us) to go d e e p -
er, to villages tha t are m e d i a 
dark with p o p u l a t i o n s of 5,000 
peop le . Close to 30-40% of ru-
ral UP (Uttar P radesh ) is m e d i a 
dark . The c o m m i t m e n t is to 
bui ld (sales) in m e d i a da rk vil-
lages, which are the marke t s of 
t he fu ture . 
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