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HUL is using tech
and data to drive all
aspects of its operations -
from production to distribution.
Here's how the FMCG giant

sidesteps marketplace disruptions

Sagar Malviya
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they
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ingforondifferentecommercesites
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‘ automat-
ed,quickdis-
ch centre called
Snnmlhan The 1.5 lakh sq ft ware-
house is an amalgamation of 13 fulfil-
mentcentresand coversdemand worth
aboutz60crorefrom23,000kiranastores
every month. The centre has shrunk the
company’s distribution time in the city
from 72 hourstoless than 24 hour

sumer: Wealehuﬂdmgdlsimcmecambm

Thisability tospot trends and tunitie

ties to make our core by terand
more efflclem HUL Chalrman Nitin

ing.

ahead of rival toinvest in mak-
ingquick prototypes with the helpof 3-D: ma
chines.It ‘productla s|

Distributors in Che [y have
ordersand take careof paymentsand credits
while HUL steers the backend logistics.

‘What: z]mtmn

shampoo, makmgmhe largest
selling consumer product, by
units, in the country. However,
the company, Hindustan
Unilever (HUL), doesn'thavea
long-term plan for the product—not longer
than tomorrow, anyway. The factory makes
justaboutenoughsachetstolastaday When
warehouses send out the ¥1 packets toretail
stores, they get replenished with exactly
what has been sold. Even suppliers of raw
materials deliver just what is required to

Todam weareonajourney tobuildan intel-
ligent enterprise that is data-led, machine-

building virtual versionsof itsfactories.
“Weare: oendmh the th0u1,ht leader when

and isfit for the
natureof thecountry”

HUL started relying on machine learning
andartificial intelligence topredictconsum-
erbehaviourafew years ago. Then Covid-19
hit, testing the company’s tenacity and agil-

h ddurin,

itcomes to the wholk ionof the val-
uecham szusSaxul\ Mehta MD, HUL. He

in,how

allocated, how they are processed, how they
areloaded into trucks for delivery. This has
gone to the next level,” says Uijen, who was

i ivedi in, HUL.

saysitsdigital Livewire, which
is used for dashboards, and Jarvis, a soft-
ware that uses Al togauge demand, volume,

earlier ly

While this was triggered by Covid restric-
tions, it has now come in handy to compete
with ised d online B2B

108, have
dby other Unilever markets. He

5 4

the pandemic. The ecommerce basket ex-
panded. People moved online for gmcen

says Shikhar, an online ordering platform
for HUL retailers, too, is being adopted in
5 : 5
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p]ayers;uchasudaanandlielianm,
Co!npet_i(iox) i_s. @ndeed. heating up.

itsnew
nessas it targets 15-20 million kirana stores.

basis.

HUL, Indias largest

Thisi HUL'stopline: i

goods company (FMCG), has stopped look-
ingat the rear-view mirror to plan its opera-
tions. Instead, it is on a digital journey and

D d the day for HUL, which diligent-
ly followed the algorithm, created an audit
trail of information and took decisions ina
flash. This reflects in their performance.

generated over 2900 crore in the last fiscal
year, nearly afifth 01 lLs |nu€mental salesin

toother distributors, better service level to
onboard kiranas on the B2B platform, credit

HINDUSTAN

HUL: THE EMPIRE | simulation. Thesearethen | RESULT

)0wns more than 50 brands | validated by consumers DHUL saved nearly 8% of its

across 15 categories ; annual turnover, roughly

»5ells about 6,000 crore units | PROJECT $1 billion, over the past

at 90 lakh outlets CONNECT two years after it tightened

DAnnual turnover: Over DHUL's Project Namati uses | supply chain operations,

250,300 crore cloud servicestocreatea | tweaked manufacturing ines
platform for distributors and shed dependence on im-

PRODUCTION ported raw materials.

DEVELOPMENT: )it produces closer to de-

THEN AND NOW | mand at lower cost. Has set
up nano factories for smaller
batches of products.

10Id model took 6-15 months
INew model takes less than
100 days

DHUL uses advanced tools
toanalyse early trends. R&D
teams translate these into
prototypes through digital

retail outlets

losing the relatmnshlp with dlsu 1bumrs if

that period. HUL plat-
forms, including Shikhar and ecommerce

forworkil
egy offers brands: mdl.h to memh‘um better

they treat theinitiat
Over thepastfew years, HUL has innovated

)t has piloted automated
warehouse Samadhan in
Chennai for faster delivery to

DHULs digitised sales across
platforms, including Shikhar
app, are more than 25% of its
overall sales

20ver 10 lakh kirana stores
use Shikhar to order, up from
about 300,000 two years ago

cal tensions can spin out of hand — be it
Russia’s invasion of Ukraine or tensions be-
tween Indiaand China. The number of HUL

wantsdata ict tomorrow. Today, HUL'smarket bof itsport-  channels, are more than 25% of its O\em]l analytics. C iranas
“Instead of 30 days, you getalead timeof ~ folio is the highest in more than a decade. ~ sales.Over lulakh directly thre JioMart,” said a recent re-
onedaytoreact ingin  Exceptinicecream they  toorder rthy

the marketplace,” says Willem Uijen, chief
procurement officer for Unilever globally.
“For that one-day-cycle supply chain, your
suppliers need to be integrated with your
factories, your factories with your distribu-

are the market leaders in all categories they
operate in. HUL's share is 61% in shampoo,
about 75% in conditioners and more than
50% insoapsandskincreams, Thisisdespite
competition from Patamah inthe natural

tion centres, your distri with
your distributors and customers. All com-

space,andnewer
in theduect to-consumer space and SUGAR
Cosmeti

dayiswhat really makesa big difference.”

This is part of a digital initiative —

Reimagine HUL — in which the company
gtodri opera-

HUL, themakerof Rin

Two months ago, Unilever CEO Alan Jope
said India is a powerhouse and has grown
despite a difficult environment. “An untold
story is the amount of dlgltal innovation
Ihatshappenmgmlndla "headded.

QUICK DISTRIBUTION
HULlnsancw distributionmodel inplace.
t Per about an hour’s drive

and Dove, had to pause its entire process of
conve enum\al pmduct launch to do innova-
tion, icallytooksixto15months.

tionsand avoid (iismptious. Will this, howev-
ex; beeasy for HUL, whichowns more than 50
brands across 15 categories, from soaps and

crore units at 90 lakh outlets and making an
annualturnoverof over250,30crore?

“Earlier; design and prototyping took one to
six months but today we do it in 5-30 days.
Testingand validation, which took two-three
months, are done in 10-15 days; while scaling
up, which took us three-six months, can be
rlunem&(ki()dd\s sd\ﬁVxhhA\ Sanzgiri, ex-

R&D,HU

The {UListocreate

asolution thatisfitfor of the

AtHULs Agi ionHubil

from! Chcnnai,"ithﬁsput inplaceamassive,
Q We are certainly the

thought leader
when it comes to the
whole digitisation of
the value chain”

SANJIVMEHTA,
MD,HUL

Online B2B players have !he aduma(,e of
servingmultiple companiesat thesame time
as well as offering next-day delivery.
Samadhan is trying to offer delivery within
the same dumtmn but more importantly re-
tai

acros agility,
flexibility and efficiency. HUL has saved
nearly8°% of itsannual turnover, or roughly
$1 billion, over the past two years after it
tightened supply chain operations and
tweaked manufacturing lines. At HUL stac

make multi
personal, home and food segments has gone
up by aquarter over the past two years. For
instance, HUL cancombinea small-scale fac-
tory for homecare with a small-scale factory
for Ithassetupfive

toryin Silvassa, thei
time has come down by 50% and productivi-
ty has improved by800 basis points over the

nanofactori
batches— lnkllqgmmsmtherlllan intonnes
—andha\cﬁs(cx ‘productrollouts.

} and

be pushed.
After twoyearsof trialand error in Chennai,
HUL says it would roll outasimilar distribu-
tionmodel inover half adozenkey cities.

pasttwoyear ia’sfirst FMCG
factory to be recognised by the World
Economic Forum (WEF) as an Advanced
l-ourth lndustnal Revolution nghthouse

“This i ther FMCG
companies should explore, given that elimi-
na(mg the backend part of dls‘rlbutors W, 111

Workersatthefactorytrac y
solu-

timistic. A Motilal Oswal
report says: “The company continues to
strengthen the key drivers of its success in
Indiaover the last decade, including: a) pio-
neering the use of tec]mologv to generate
data king; b)focus-

with handheld devices,

ingdatawith

helpearnhigher
becomesimpler: andmomseamless Hn\\@\el
it will requirea cer y across

At !he henlquanels the mfom)anon from

categuues hlchonlvacompmw 'k HUL
Possess 's Krishnarao Buddha, senior
category head at Parle Products, lndla 'shig-

nalysed for efficient
and ﬂe\lbleprodumon
Having ;lnhal suppls Lhdm systems isno

andlocalized strate-
g,ncs based on its WiMi |W1nn1n(, in l\l'my

investing in them early on; d) funnelling cost
savings back into the business; and e) its
strong execution ability, which has led toa

longer andre-
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