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Bur;mrmm{ input  costs
and competition in
the Indian consumer goods
market have had an impact
on the recent rmance of
Hindustan Unilever Lrd, Bur
the FMCG behemoth is un-
fared and continues to be
upbear about the future, as it
-c-nnj:_rr:: new W_ﬁ;-r h strate-

es and sconts for new geog-
E:lphfes Jfor ies arsenal of
brands. The 75year old

ny, which many re-
mord more as an instirution
than a mere business entity,
is batthng out the material
cost inflation with cost-sav-
ingmeasures,

As for competition, it is
mﬂunf;mfﬂbl wl‘}fcfl
is confidenr that its profes
sional, markef: hn?{ed bussi-
ness approach will sustain
and improve its market
chare acrosz all categories.
The confidence is backed by
the fact that FMCG demand
continues to be strong in
both the urban and rural
muarkets.

Mr D. Sundaram, HUL's
Rirector (Finance), spoke at
length to Business Line on
the occasion of the company
rurning 73, dwelling on its
yrowth strategies and brand

continnes to lean on its

old brands?
I do not think this is true.
Take Dove shampoo — it has

alreadv reached over one per
cent market share in less than
siw months Itis now a leading
brand in modern trade. Then
there are bramds up and com-
ing For example, Sunsilk is
not avery old brand, All Clear
shampos is another good ex-

ample. A well-entrenched
company like ours must have
the srengths of these brands.

Does it mean that the
marketing efforts that
went into the launch of
new brands counld not
capture public imagina-
tion as the old ones?

Nao, that s not correct. ' We
cannoe to re-invent the old
brands through our strong in-
novation programme. We are
not leming the brand get dat-
ed, bur renewing the brands.
It also speaks of how strong
the krands are to have sur-
vived. Take Llfebun?r five
vears ago we renewed the
[:lram'. Itis not a men’s carbol-
ic soap anymore The brand
may be old, but the brand per-
sonality is new. It is like stay-
ing in the same house, which
is renovated every time a new
occupant enters. By the same
token, you will see ten years
down the line what a power-
ful hrand Axe deodorant will

become

Your personal care
products business does
not seem to be maintain-
ing the same growth rate
as other categories....

Personzl care constitutes
an importont category that

Personal care is an
important category
that drives growth
for HUL. It has
tremendous
potential, as our
per capita
consumption of
such products is
not anywhere near
that of most
comparable
countries.

MR D. SUNDARAM,
DIRECTOR
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drives growth for HUL And
there is remendous potential
in this categoery, as l:r}lr ﬂﬂ
t consumption o
mucm i= not anywhere
near that of most comparable
countries. We do have a bas-
ket nf powerful hrands in this
segment, such as the new
Ponds range, Fxir & Lovely
and Vaseline, apart from the
Lakme range Yes, entry of
new brands is creating com-
petition. But | see the entry of,
=ay, the Olay brand as an op-
E:mni[y to expand the mar-

But, then, some of your ry

competitors have regis-
tered a higher growth

rate in this segment than
HUL..

You have to understand
that size is our issue A 108
per cent growth can generate
additional turnover of s 300
crore. (Laughs) Twenty-five
percent of, ler's say, Rs 30
crore is not the same as 10 per
cent of Rs 3,000 crore
Growth is 3 percentage num-
ber and it is cermainly statis-
tics. [ am not running away
from it, but it shou'd be given
a coORtexL
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No. Assam is definitely a
good location and we stand
committed to Assam as a loca-
tdon. The Assam incident
{outcome of an industrial re-
lations issue) could have hap-
pened at any location.

What are your plans in
the processed food
segment? )

This segment continues tn
be our key driver, inclusive of
Modern. Yes, we are at pre-
sent affering a limited num-
ber of categories in this
segment, but going ahead we

will be present in more car=
, gories. Our parent, Unilever,
“ has developed a strong rech-
nology base for the processed
food segment, which we can
utilize. But the technology has
tn he fitted o the taste and
aspiration of Indin. Our pre-
sent offerings in this segmen:
include the Kissan and Knorr
brands — in fact we have
made an entry into the cook-
ing aids space through Knorr,
Wi also have the Annapurna
brand of atta, though in limit-
ed geographies, mostly in the
South and the West. We re-
cently took our this bromd
from the Delhi market, as it
was not profitable. Branded
atta finds an easier Il!ll.rlII;E[ im
rice-consuming geographies.

Are you pmning m
launch new categories in
this

Yes, we have plans (o
launch some pew categorics,
with Unilever technology,
maybe in the next six months
The processed food concep
has oot vet fully taken root m
India But there are clear <ig-
nals thar it is ser w ake off
and organised retail will play
amajor role in this process.

An update on ]"D'l.l:l'
Shakti network. Will

Yes, it is steadily growing
After its launch four vears
agn, about three to four per
cent of our FMCG revenue
now comes through this net-
work. This s more an instro-
ment to eEMpower womgn in
the rural markets and take
branded products 1o the rural
areas. But it can never be-

‘Competition is an opportumty to expand the market’

comme an alternative discibe-
tion channel The Shalyi

aetwork is 2 supplementary
distribution system

on the export front?

We arc currently engaged
m two categuries of export —
FMCG and speciality prod-
ucts, Our strategy is o gradu-
ally shift our focus to FMCG
exports, like those of home-
care and personal care prod-
acts, apart from tes aad cof-
fee. In fact, we our
Pears brand globally from
here. In the speciality seg-
ment, we plan to dispose of
our leather export business
eventually and we are con-
tracting for marine business
similarly, our castor business
i neither making money nor
losing — we intend to slowly
wind it dnwn#“

Can you us an up-
date on your share buy-
back programme?

We are permitted o buy
back shares worth 25 percent
of our net worth the
martet. which means about
Rs 630 crore. We started the
buy back from October 6 and
so far we have back1D
per centof our limit (or Bs 63
crore worth shares). We are
using our surplus cash of
zhout s 2 200 crore m

this buy back. Buying back 10
per cent of our limir in jost
sbout 25 days speaks how se-
rious we are on the buyback
programme. We have one
vear's time to complete the
buy-back. The primary objec-
tive is 1o uscug;;m Im'.adn:
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