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. Emami ofunbranded edible oils switch | tradecircles, since celebrity en-
a to his produce. That's why | dorsements mean that we are
Healthy & Tastyisavailablein | willingtoinvestinthebrand,”
0" for all Rs5(75ml)andRs10(100ml) | adds Agarwal. While Fortune
packs, “The daily wage work-~ | has used Sharmila Tagore and
er, forexample,buys | her daughter Soha Ali Khan,
loose oil every day,” | brands such as Saffola bank
says Agarwal. The | moreonhealth-oriented activ-
brand will soon bring | itiessuchas camps and check-
Sayantani Kar out advertisements in | ups. Emami too has organised
Doordarshan and news- | "mobile kitchens to initiate by-
wgm he branded edibleoilmar- | Aditya Agarw- papers to tell this seg- | standers toits oil. Activities in
T ket of Rs 10,000 crore per | al says: “AC ment about theillsofbuy- | apartments and restaurants
annum has caught Kolkata- | Nielsen reports ing looseoil pronetoadul- | havealsobeen planned.
based personal care provider | showthatedibleoil teration. Emami will have to tweak
Emami's attention. It has | sellsonly 2 million The prices have been | itsdistribution a little for the
launched not one but six vari- | tonnes in consumer keptlow forpopularpacksas | new foray. “Wehavechosen dis-
ants of edibleoil forconsumers | packs(lessthan5kg), ey well—betweenRs50andRs | tributors who frequently ser-
(and not bulk customers) — | whichislessthan 15 Emami hopes to sell 80alitre. Thishasputitatlog- | viced the retailers because
soyabean, sun- percentoftheto- | edible oil worth Rs 300 crore | gerheadswith Adani'sFortune | while our other products re-
flower, palmolein, EMAMI HAS FORAYED talconsumption. | inthefirstyear. Thekeydriver | and Cargill's Gemini. “Wewill | quirereplenishment of stocks
mustard, Sov- T“E Foon Pnonuc'lls The market is | willbethesixvariants.“Inthis | still be making money at these | every7to15days,edibleoil re-
abean blend and mostly unorga- | business, youneedtohaveall | prices,”says Agarwal.Packsfor | quiresiteveryweekifnotevery
palmolein blend MARKET WITH THE nised, which | variantstobe anational play- | now arerestricted tobelow 5 | three days,” says Agarwal. It
— under the |AUNCH OF SIX leaves scopefor | er.Different geographieshave | litre to address the household | has got new distributors on
brand Healthy & EDIBLE OIL VARIANTS national brands | different favourites for con- | segment before itturnstothe | board whowill workin tandem
Tasty. ThisisEma- to grow. Quite | sumption. While mustard oil | commercial audience. with its own sales force and ser-
mi’s first foray in- often, different | is preferred in the east, palm Toestablish Healthy & Tasty | vice 5,00,000 outlets directly.
tofood products, anditisalltoo | brands lord overdifferentoil | oil is used in the south and | as a more mass brand, it has | Healthy & Tasty has been
aware of the need to play the | variants.” Headdsthat nation- | west,soyaisindemandincen- | roped in Preity Zintaand MS | launched in West Bengal, and
health card. albrands have minisculeshares | tral India,” says Agarwal. Dhoni to broaden the appeal. | will go national over the next
Emami CGroun Director | ofthemarket. Aearwal wants consumers | “It also inspires confidencein | eight months. 4
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