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- HULs raﬁﬂ'af ad spend tu

 sales dﬁwn 40 basis pﬂiﬁls

will benefit some FMCG firms
only in the current quarter.
Hence, firms like GCPL and
Marico have reduced their ad
spends as their gross margins
were under pressure,” said Ab-
hijeet Kundu, vice-president (re-
search), Antique Stock Broking.
Companies have also ben-
efited from lower media spot
rates. “"For every rupee that
companies spend, the returns
are 120 per cent,” said Ambi
M G Parameswaran, executive
director and chief executive of-
ficer, Draft FCB Ulka.
Additionally, at GCPL and

Emami, the dip in spends was
a conscious decision taken
in view of the larger campaigns
scheduled for the coming April-
June quarter. “We jave cut ad
spends during this quarter as
we gear up for Indian Premier
League-related promotions in
the coming quarter,” Adi Go-
drej, chairman, Godre) Group,
had told Business Standard in
a recent interview.

Emami 1s gearing up for the
summer months (April-Sep-
tember) with a Rs 60-70 crore
ad budget, a sequential increase
of over 50 per cent over the

A&M spending of Rs 20.45 crore
for the January to March quar-
ter. In the coming months, Ema-
mi will air three new television
commercials for its Navratna
Cool Tale with Shah Rukh Khan
and Navratna Oil with Amitabh
Bachchan. Besides, there will
be a campaign for the Boroplus
range with Kareena Kapoor.

“Emami is targeting Rs 300
crore in sales in the summer sea-
son. Apart from mass media
marketing, we will market di-
rectly through door-to-door and
in-shop promotions. Other be-
low-the-line activities will also
take place in key outlets, col-
leges, trains and rural markets,
supported by massive campaigns
in district-level newspapers and
the electronic media”, said Aditya
Agarwal, director, Emami Group
of Companies.

In the October to Decem-
ber quarter, Colgate Palmolive,
which is yet to announce its re-
sults, saw 26 per cent drop
in its A&M spend. HULs ad
spend also recorded a marginal
dip of close to 2 per cent dur-
ing the December quarter.

However, Dabur and Proc-
tor & Gamble were exceptions,
with increased A&M spends
of 30 and 47 per cent, respec-
tively, during the January to
March quarter. Dabur had
launched a food drink,
Chayawan Junior, Vatika’'s en-
riched Almond Hair Oil and
Total Protect Shampoo.



