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their potential for growth and uniqueness.

" For example, in the case of Sona Chandi

~ SHOBHA KANNAN

ether it is the ‘thanda
thanda cool cool Navrat-
na oil or ‘Fair and Hand-
some’ cream, the first
fairness cream for
men, Emami’s power brands have been con-
tributing handsomely to the company’s
overall turnover. Backed by a series of in-
novative advertising and marketing initia-
tives, the power brands have been growing
at a compounded annual growth rate of
about 25-30 per cent over the last few years,
according to Aditya V. Agarwal, Director,
Emami Group. v

A power brand is typically defined as any

category of product which gives a turnover

of over Rs 500 crore, he says, so why does

Emami classify brands such as Fast Relief
and Sona Chandi Chyawanprash, whose
turnover is just about Rs 20 erore each, as

power brands? |
Says al, “While usually a power
brand is d in terms of turnover, we

rmine or classify abrand as power brand
based on certain factors such as the size and
growth of the category, the company’s
strengths in that category and the key differ-
entiating factor among others. So for us even

a Rs 10-crore product can be a power brand if -

it has the potential to grow and has a differ-
entiating factor.”

Chyawanprash, gold and silver play that
rele, and in the case of Fair and Handsome
cream for men, the concept of a fairness
cream for men'isin itself a novelty.

- Emami has close to 30 brands in the
FMCG (fast moving consumer goods) cate-
gory. While the company classifies Fair and
Handsome, Boroplus, Navratna Oil, Zandu
Balm and Mentho Plus as power brands,
brands such as Fast Relief (Rs 22 crore),
Sona Chandi Chyawanprash (Rs 20 crore)
and Malai Kesar (Rs 18 crore) have also been
given equal importance due to their poten-
tial to grow and key differentiating factors,
he says. ' '

Backed by a series of innovative advertis-
ing and marketing initiatives, the power
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