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Emami is extending the Boroplus brand
with new skincare products targeted at

the mass consumer who is fast upgrading.
Can it gain more market share?

Sayantam Kar nthe skincare market worth%4,600

crore, Emami's Himani Boroplus an
tiseptic cream is the second largest
with %200 crore in annual sales. A |
brand established in 1984, itis sec-
ond only to Hindustan Unilever's Fair &
ovely fairness cream (it sells well over =
1,000 crore) in size. Ithas stayed focused |
on the mass end of the market —nota|
bad strategy for an emerging market. |
There is now a bewildering range of
creams, lotions, butters, serums, scrubs
and face-washes which promise bene-
fits thatrange from instant fairness to bet-
ter moisture, protection from the sun and
anti-ageing. And consumers have begun
toupgrade because incomes haverisen,
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Boroplus, till recently, had soldiered
on with its original form — a tube of
ayurvedic antiseptic cream. Its parent,
the?1,000-crore Emami, has now decided
to make the brand work harder. Some
variants were seeded in the market last
year and a slew of launches are lined up
to corner a larger share of the skincare
market. Boroplus will thus take on multi-
national corporations head on. This is
significant. Homespun fast-moving con-
sumer goods companies have hitherto
focused on categories that are not of much
importance to multinational corpora-
tions. Hair oil, forinstance, is used large-
ly in South Asia and hence does not show
up in the radar screen of multinational
corporations that work on products that
can be sold across the world. This way
Indian brands have avoided being in their
line of fire. This has paid them rich div-
idends so far.

Emami has used this strategy to cre-
ate four brands worth over 2100 crore:
Navaratna hair oil, Fair & Handsome fair-
ness cream for men, Boroplus and Zan-
du balm. These are all categories not of
much interest to most multinational cor-
porations, perhaps with the exception of
men's fairness cream category.

Boroplus was Emami’s first big suc-
cess. As a rival to GD Pharmaceutical’s
Boroline, Emami took the brand to mar-
kets Boroline didn't service. It kept it
branded as Himani Boroplus (a compa-
ny Emami had bought in the 1980s) to
align it with the ayurveda

around since the 1980s, it has heen over-
taken by Dermicool from Paras. Last year,
Emami had extended Bororplus to sum-
mer and winter lotions. The idea was to
get a share of the lotion market as well.
(Lotions are the second-largest segment
in skincare after creams.) These were
launched to compete against Vaseline in
the popular segment.

New offerings
Now, Emami has drawn up plans tocome
out with a cream for fairness in the win-
ters, another one for nourishing knees,
elbows and ankles and a sunscreen. Ema-
mi has also launched other skincare
brands such as MalaiKesar, Vasocare and
PureSkin which will play in niches.
Malaikesar, with a cold cream and soap,
is targetted at the young go-getter; Vaso-
care is a line of herbal petroleum jelly;
and PureSkin will have more therapeu-
tic products. Won't the Boroplus exten-
sions hurt these brands? IIFL Analyst
Arnab Mitra is not worried about canni-
balisation within Emami’s skincare
brands. “Companies prefer cannibalisa-
tion rather than lose share to competi-
tion. Emami is trying to ensure that when
its Boroplus antiseptic cream users
evolve, they will stay with the brand’s lo-
tions,” says he. “Emami had launched
Boroplus summer and winter lotions last
year which made 212 to 13 crore; this
makes around 6 per cent of the overall
brand sales, and is quite good.”
Boroplus Healthy & Fair Winter
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power brand, Boroplus was
not present in the categories
that had become popular.
It was time we extended
its equity to other cate-
gories,” says Emami Director
Harsh Agarwal.

However, the new prod-
ucts under Boroplus are not
the firstof theirkinds in the
market, But Emami is con-
fident that differentiation
will help. Boroplus Senior Brand
Manager Pradeep Kumar says: “The
mass end of the market keeps shift-
ing between cold cream, petroleum
jelly and antiseptic creams. It is
warmingup totheideaof value-ad-
dition tobasic creams.” Consumers,
in other words, are moving up the val-
ue chain, which provides opportunities
foramass brand like Boroplus. Emami's
target audience, Kumar points out, is the
socio-economic categories C, Dand E. Of
the nearly ¥5,000-crore skincare market,
only 12 to 13 per centis accounted by the
masstige (between mass and prestige)
and prestige segments, according to an-
alysts. The rest belongs to the mass seg-
ment where prices range fromZ10to %30
a pack. Hindustan Unilever with Fair &
Lovely, Pond's Cold Cream and Vaseline
petroleum jelly along with Ayur,
CavinKare and other local players are
present in that segment.

Emami has extended the Boroplus
brand in the past. Boroplus Talc is the
third-largest prickly heat talcum pow-

der in the market. Though it has been
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EMAMI IS MULLING A
CAMPAIGN THAT WILL
TIE UP ALL BOROPLUS
OFFERINGS. IT WILL
HELP UNDERLINE
THE RELEVANCE OF EACH
AGAINST THE OTHER

creams inadequate to battle dry skin
brought on by the winter. This cream
combines the promise of fairness along
with winter protection. “We will retain
the core promise of protection with all
the Boroplus brands,” says Kumar.
Yet, itis not the first to act on this insight.
Hindustan Unilever had got off the
block with its Fair & Lovely Winter Fair-
ness Cream last year. A Hindustan
Unilever spokesperson says: “It was
launched to trade users from moisturis-
ing creams to a higher order of benefits
such as skin lightening.”

Boroplus Intensive Skin Therapy
Cream for hands, knees, heels and elbows
is geared totalk tothe petroleum jelly user
whohas not yet graduated tousing a body
lotion. “This product will talk to both
users of petroleum jelly and those who
resort to home remedies,” says Kumar.
Boroplus Sunscreen lotion is being test-
ed to help it tap the demand for lotions
with added sun-protection. The sunscreen
lotion has been soft-launched in Kolkata.
It is looking to exploit the glaring price
gapin sunscreen lotions — except for
some regional brands and small indige-
nous brands such as Ayur, sunscreen lo-
tions are at the premium end and account
for¥140 to 160 crore. “It is still a small
market because there is no formidable
mass brand,” according to Agarwal.

Target it right
With animproved supply chain, Emami
can handle seasonal products both for
winter and summer. With the onset of the
winters, Emami will concentrate on Boro-
plus’s winter products in the markets for
cold cream and petroleum jelly. “The
markets of Uttar Pradesh, Bihar and West
Bengal will be our focus,” says Kumar.
Boroplus' brand ambassador, Kareena
Kapoor, will starin the TV campaign
for some of the extensions.
d Willitwork? V Sitaram, the
% former chief operating officer
(consumer care) of Dabur,
notes: “Emami’s individual
brands tend to be larger than the
corporate identity; sointegrating
the different products might be a
challenge.” Emamiis mulling acam-
paign that will tie up all Boroplus of-
ferings. It will help underline the rel-
evance of each against the other. Ema-
mi has also engaged in offbeat ground
activations. For the flagship antiseptic
cream, it tied up with groups perform-
ing folk theatre in Bengal called jatra,
which draw around 70,000 people, to
weave the brand in dialogues and situa-
tions on the stage. “Itis not in the form of
an ad but more of instances of a charac-
ter using the cream to heal another,” says
Agarwal. It stepped up promotions in
vans in areas where it does not service
retailers directly. The increased visibil-
ity and sampling has led to an increase
inrevenue from these areas. Emami will
also take the cream to the local markets
that are held weekly.

While Madhya Pradesh and Chhat-
tisgarh are some of its biggest markets,
itis focussing more on those regions
where Boroplus has market share of 50
per centor less, such as Bihar and Uttar
Pradesh. Radio will be used extensive-.



ly in Uttar Pradesh and Bihar where Boro-
plus will compete with petroleum jelly.
Out of the 2.8 million retail outlets where
Boroplus is available, Emami services
900,000 directly. It is working with the
trade to get the product placement right
— placingits winter fairness cream up-
front, unlike its antiseptic tubes.

The next piece of the jigsaw is the
price. “We are looking at the first-time
user of lotions and such value-added
creams. Hence, we will keep our price
well within theirreach,” says Kumar. An-
alysts point out that skincare companies
have been able to penetrate only 23 per
cent of the market, the rest of the popu-
lation does not use branded skincare at
all. Mitra says: “But rural markets are ac-
cepting more of packaged skincare, their
aspirations stoked by television and on-
ground activations by companies.” Most
brands have entered rural markets with
the help of smaller packs, but Mitra points
out the grammage will count as well. Max-
imum price for the new extensions is ¥45

for 45-50 ml bottles.

The competition in the mass skincare
market is not sitting idle either. To recruit
new users into the mass segment, Hin-
dustan Unilever has launched a mois-
turising cream under Vaseline which is
focused on the mass end of the market.

“DESPITE BEING A
POWER BRAND, BOROPLUS
WAS NOT PRESENT IN THE
CATEGORIES THAT HAD
BECOME POPULAR. IT WAS
TIME WE EXTENDED ITS
EQUITY TO OTHER
CATEGORIES”

HARSH AGARWAL
Director, Emami

The Hindustan Unilever spokesperson
says: “We have alsore-launched the Vase-
line petroleum jelly with special focus
on therural market.” To safeguard it from
spurious products, the company is ed-
ucatingrural consumers to identify the
original Vaseline packs and the benefits
of petroleum jelly. A Fair & Lovely tube
priced at¥20 has been launched to make
it more accessible. Still, observers say

“mami is right in extending within the
mass market, rather than increasing the
price to tap consumers in higher rungs.
“There have been mass cold cream
brands which have diversified in pre-
mium categories, leaving theirmass fran-
chises undefended and new brands such
as Dabur Gulabari have closed in,”
Sitaram says.

The new Boroplus creams are being
launched in eastern and northern India,
while the sunscreen is still being test-
marketed. Emami has started on the tall
task to wean the target audience away
from their basic skincare regimes. 4



