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HUL: Taking thefightttootheeaeconyiscanpp

A slew of new brands and aggressive fural push is expested te
keep volume growth in deuble d|g|t§

walk through the Hiim-
Adustan Unilever

(HUL) headquarters
in suburban Momiai is prok-
ably the best way to under-
stand its go-to-market strat-
egy. The company’s head-

quarters has the fisdlloffemadl],

as it houses a B WionithiCadts,
Swirl ice cream parlour and
a retail store, proudly show-
casing HULSs robust portfo-
lio of brands, most of which
were not present a year ago.
Nearby are kiosks where
brand managers can get live
feedback from customers
across India. A test counter
of Knorr soups diishes out the
latest offerings to employees
for wstant feedback. HUL callls
it experiential marketing. An-
alysts call i aresurgent HUIL
As input costs go through
the roof and competitive prres-
sures heighien, consurier sta-
ples have become ugly duck-
ling for the Street, with pric-
iﬂg pewef going for a toss.

HUL may wiell turinouttto €

be the darle horse. Over the
last deeade or 56, HUL has

§een sty tsrSdle

in and he erstwhile smaller

earApatitien is mrg

Q%BHS -twentie

it

is one-fifth from one-tenth
and Nestle isonmeftamttinffonm
one-eighth. HUL is aware
of its misses.

With rivals smappimg amitss
heels, HUL is realigning itsellf
to the new Indian consumer.
While the focus on tradition-
al brands remain, Dove and
seime other infernational

brands enjoy teppiddod pilose.

mmdm HUL has a five:
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HUL has tripled its rural

reach from 2010, which puts

it ahead of smaller competi-

/(58> tors. Almost half the compa-

ny's sales commestiomrura lhe
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the double-digit salles thecanm-
the last four'quarters. HUCs
third quaster volumes gnesw /153
per cent, while FMCG sales
grew sequentially fromn9.7 per
cent to 11.5 per cent.
Analysts, who are taking
a contrarian call on the com-
pany, are bullish on its abili-
ty to leverage the global pont-
folio of bwandss. Indizawill lseom
see brands firom Simall esaand
Alberto-Culver, global acqui-
sitions by HULL The sameag;-
gression is i plceiirthieddodd
business, too, which forever
has been adiag. Fronmldurole-
ing multiple variants of Bru
to Soupy Noodles, the com-
pany isreadytotatettstigint
s camp. Edel-
welss is eonfident of HULs
underlying business turf-
arevnd and prudent esst 6sh:
irel and says: “The eemmpany
will feeus BR judicious price
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