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lew of products

/expand its hair care portfo-
lio. The company recently

s :.ff ~_ launched a range of hair
Y Ymani, the makers of Boro- o6jours under Hair Life brand.

L8 o Plus and A garwal said the company
A_J7Zand will nation- y5u1d roll out shampoos and
‘allyroll outanew soap andskin pyqiy- s b AR
creams within a month t0 This will happen in the next
strengthen its portfolio ahead of fey months, with the products
winter, a crucial period for the pjtioned on the herbal plat-
personal care and healthcare form “Having been in skin-
: i care, the next logical step for
__The soap, Malai Kesar, was ;5 was hair care,” said Agar-
avariant of its cold cream with 5] “Navratna hair oilis a cool-
the same name, said Aditya jng oil, We needed to do more.
mn Emami. The ‘Hair colours, shampoos, more
m&nmmﬂmaedm hair oils should help us drive
ing April and May in West Ben- penetration in the category.”
gal. “The national roll-out will ~  f hair colours, for instance,
h@PP'BD n?.‘_’_‘i"‘sm Agar_wal. ﬂﬁ- A ' Y POWC :—
The 21,006-Crore COmPANY i gucs and cre
would launch the new skin targeted at lower an
"~ Priced at 222 for 75 grams, in;gher socio-economic class-

Malai Kesar will be Emami’s
second product in the 38,500 i eV

first one, a glycerin soap, was o
launched last year. Agarwal o0 coc o
said the company would 22 R
launch a smaller stock keep- 5 &
ing unit (SKU) of Malai Kesar ** pg
\in the coming months. The m s
SKU, mostly a 25-gram soap, ‘colours, 50
?enisbe introduced rural mar- ¢y parlours ?ﬁd salons in Ir;
" o e 8 ‘dia, into retail outlets, indi-
: .E' close to 40 o,¢ing a shift from a niche
e e m’ié channel of distribution to a

Mﬁ*

" 'mass one. The idea, accord-
u%i&stgmlysts. _ ist%gxah a bite
Lresie - = of the growing hair colour
%’%m market. But the road to suc-
s, Ml e e cess in the fiercely competi-
i Mﬂl- *h"-_,;;w-;; ~ tive ¥4,000-crore shampoo
o " market and the ¥3,000-hair oil
market may not be easy for
the firm, believe experts. Be-
sides Dabur, present in both
hair oils and shampoos, using
the herbal proposition to sell
its products, there are a num-
ber of regional players too
in the space.
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