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als, Analysts say that the
ready-te-drink conceptcould
be one way of taking on the
giants in a big way. The
Emami brand vyariants
 “Classic, Orange  and
Pineapple” are also aggres-
sively priced ro heat competi-

Emami set tochargeup
glucose drink market

SHINE JALDB tiot While Classic 100/ gram is
Kolkata, 24 July priced at 221, the other rwo
e : variants are charged 126,

Ger reacdy for a charged up The brand is targeting the

battle in the Indian glucese consumer mentality Lo go for

drink market soon. Kolkata- value-added energy beverages
bused Emami Lid 15 gearing tor health reasons, even

thiough its tag line, “Energy
se. bharpur, Bimarivon se
rakkleydur”, highlighting the
vitamin Ccontent in Its brand.
While accepting that it
wonld be atough battle ahead,
Chakraborty says the focus for
anew brand in an old catego-
Ty is to ensure a high degree of
trials, for the consumers ro
feel the difference . As long as

up for a head-on clash with
established players in thesee-
tor like Heinz and Dabur,
After soft launching its glu-
cose brand called Zandu
Gluco Charge early this year,
The EMCG miajor is looking for
a phase-wise launch across
the country, competing with
‘brands Hke Glucon D of Heinz
and Glutose D by Dabur.

According to analysts, the

this isdone well, market-share

2 550-600 crore category is is a derivative.”
growing at a yate of abour 16 ey 1 T _ & Emami expects the cate-
per eent perannum, The cat Nadu arealso big  made. Abova all, it will be 2  gory to grow 117 per cent o

egory, hawever, is dominated

in rhe consumption of glu-

task for Emwmnd, as Glucen-D

Z1,300 prore from the current

by Glucon D, ‘which holds 55 cose; ” says Saroj Chakraborty, is already generic in the %600 crore in the next five
per cent market share, fal- chief executive officer, industry and lraditionally it years, where all the braneds”
lowed by Glucose Dahealthy Emami Biotech. has always been difficult to  have space to grow. “With Lhe

25 per cent. GSKCH-Boost
Glucose and Glaxose 1) also
own n'considerable share.
Emami has launched its
Bbrand i1 West Bengal, which
Hag a high per caplta con-
sumption, and is on the look-
aut for new horizons: “The
initial consumer and trade
response flom West Bengal
'has bean quite encouraging.
Apart froms  this. Uttar

But it may not be an easy
ride for Emaml, as other new
entrants.  like Glaxo
Smithkline and Rasna are
also inthe race. “Competition
is very Herce in {he segient
with Heinz and Dabur sitting
on huge market share. The
emphasis still remains to be
on  distribution-and-push
strategy rather thandemand-
generated pull strategy. The

Pradesh, Maharashira, Bihara reason: constimer still prefer

Andhra Pradesh and Tamil

ready-to-drink over ro-be-

break the generic product,
says Krunal Mehira, vice-pres-
ident, brand management
and corporate communica-
tion, Ange! Broking.
However, Emami through
its products like Himani Sona
Chundi Chyawanprash,
Rorophis, Navratna, Fair and
Handsome and Fast Relief
had proved in the pasr that it
is possible to take vn generic
products and eat inta the
market share of multination-

Copyright of the article is with the publication

*  deep pockets that Emami has,

T am sure itwill attack the dis-

trib
and

lishy

ution channe! of Heinz
Dabur and try to'estab-
wstrong brand connec-

tion with Gluco charge.
Hmami’s initial test market-

ing,

product positioningand

understanding of the seg:
ment gives the perception ofa
very healthy compelition in
the coming few years in the
glucose drink category,”
Mehta adds.



Date: 25/07/2012

Business Standard

Page No: 14

Location: Main

_(%The Resource Centre

Circulation: 28469

Edition: Mumbai

Emamisettochargeup

glucose drmk market

SHINE JACOB
Kolkata, 24 July

Get ready for a charged up
' battle in the Indian glucose
drink market soon. Kolkata-
based Emami Ltd is gearing
up for a head-on clash with
established players in the sec-
tor likg Heinz and Dabur.
After soft launching its glu-
cose brand called Zandu
Gluco Charge early this year,
the FMCG major is looking for
a phase-wise launuhemmas
the country, competing with
brands like Glucon D of Heinz.
and Glucose D by Dabur.
According to analysts,

% 550-600 crore category s
growing at a rate of about 16 1

per cent per annum. The cat-
egory, however, is dominated
by Glucon D, which holds 55
per cent market share, fol-
lowed by Glucose D a healthy
25 per cent. GSKCH-Boost
Glucose and Glaxose D also
own a considerable share.
Emami has launched its
brand in West Bengal, which
has a high per capita con-
sumption, and is on the look-
out for new horizons. “The
initial consumer and trade
response from West Bengal
has been quite encouraging.
Apart from this, Uttar
Pradesh, Maharashtra, Bihar,
Andhra Pradesh and Tamil

in the consumption of glu-
cose,” says Saroj Chakraborty,
chief executive officer,
Emami Biotech.

But it may not be an easy
ride for Emami, as other new
entrants like ‘Glaxo
Smithkline and Rasna are
also in the race. "Competition
is very fierce in the segment
with Heinz and Dabur sitting
on huge market share. The
emphasis still remains to be
on distribution-and-push
strategy rather than demand-
generated pull strategy. The
reason: consumer still prefer
ready-to-drink over to-be-

‘made. Above all, it will bé a

task for Emami, as Glucon-D
is already generic in the
industry and traditionally it
has always been difficult to
break the generic product,”

ident, brand management

‘and corporate communica-

tion, Angel Broking.
However, Emami thmugh

its products like Himani Sona

Chandi  Chyawanprash,
Boroplus, Navratna, Fair and
Handsome and Fast Relief
had proved in the past that it
is possible to take on generic
products and eat into the
market share of multination-
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als.Anﬂymsaythatthe

beonewaygmakingon the
giants in a big way. The
Emami brand variants
“Classic, Orange and
Pineapple” are also aggres-
sively priced to beat competi-

- tion. While Classic 100 gram is

priced at 221, the other two

‘vaﬂanmmehamedm

The brand is targeting the
consumer mentality to go for

value-added energy beverages
for health reasons, even

through its tag line, “Energy

se bharpur, Bimariyon se

While accepting that it

anewbrandinanoidtmegn-
rthenmahighdeg:eeof
trials, for the consumers to
feel the difference . Aslongas
; tmslsdonewell.rnarket-mate

' per
Z1,300 crore from the current
600 crore in the next

Iamsureitwlllanackthedis-
tribution channel of Heinz
‘and Dabur and try to estab-
lish a strong brand connec-
tion with Gluce charge.

Emami'’s initial test market-
ing, product positioning and
understanding of the seg-
ment gives the perception of a
very healthy competition in
the coming few years in the
glucose drink category,”
Mehta adds. 7



. | j%The Resource Centre
Business Standard

Date: 25/07/2012 Page No: 16 Location: Main Circulation: 33586

Edition: New Delhi
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iid Analysts say that the
y-to-drink could
be one way of Wakinnn the
glants in a big Way The
Emami brand variants
“Classic, Orange  and
Pineapple” are also aggres-
sively priced to beat competi-

SHINE JACOB tion. While Classic 100 gram is
Kolkata, 24 July —— priced at ¥21, the other two
=T * variants are charged 226, |
Get ready for a charged up The brand is targeting the |
battle in the Indian glucose consumer mentality to go for ‘
drink market soon. Kolkata- value-added energy beverages |
based Emami Ltd is gearing for health reasons, even
up for a head-on clash with through its tag line, "Energy {
established players in the sec- se bharpur, Bimariyon se |
tor like Heinz and Dabur. rakkhey dur”, highlighting the |
After soft launching its glu- vitamin C content in its brand. |
cose brand called Zandu While accepting that it
Gluco Chargeearly this year,  would be atough battle ahead,
the FMCG major is looking for - Chakraborty says the focus for
a phase-wise launch across 1 anewbrand inan old catego-
the country, competing with * ryistoensureahigh degree of
brands like Glucon D of Heinz trials, for the consumers to
and Glucose D by Dabur.  feel the difference . Asbng :

AccordIngmanalysts,thli_

% 550-600 crore category

gmwigaa;ameofabomls :

per cent market share fol-
lowed by Glucose D a healthy
25 per cent. GSKCH-Boost
Glucose and Glaxose D also
own a considerable share.
Emami has launched its
brand in West Bengal, which
has a high per capita con-
sumption, and is on the look-
out for new horizons. “The
initial consumer and trade
response from West Bengal
has been quite encouraging,
Apart from this, Uttar
Pradesh, Maharashtra, Bihar,
Andhra Pradesh and Tamil

cose,” says Saroj Chakraborty,
chief executive officer,
Emami Biotech.

But it may not be an easy
ride for Emami, as other new
entrants like Glaxo
Smithkline and Rasna are
also in the race. “Competition
is very fierce in the segment
with Heinz and Dabur sitting
on huge market share. The
emphasis still remains to be
on distribution-and-push
strategy rather than demand-
generated pull strategy. The

reason: consumer still prefer,
ready-to -drink over to-be-

Nadn are é!‘si)‘ ’bi&'
in the consumption of glu-

‘made. a&man,nwmhea

task for Emami, as Glucon-D
is already generic in the
industry and traditionally it
has always been difficult to
break the generic product,”
says Krunal Mehta, vice-pres-
ident, brand management
and corporate communica-
tion, Angel Broking,
However, Emami through
its products like Himani Sona
Chandi Chyawanprash,
Boroplus, Navratna, Fair and
Handsome and Fast Relief
had proved in the past that it
is possible to take on generic
products and eat into the
market share of multination-

%600 crore inlha n \
years, where all the branﬁ,a«_‘
have space to grow. "‘m&h

deep pockets that Emami has, 1
[amsureitwﬂjatmnkttmdis« |

tribution channel of Heinz |
and Dabur and try to estab- |
lish a strong brand connec- :
tion with Gluco charge.
Emami’s initial test market-
ing, product positioning and
understanding of the seg-
ment gives the perceptlnn ofa
very healthy competition in
the coming few years in the |
glucose drink category,”
Mehta adds.
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