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Emamibets bigon rural In

SHINE JACOB
Kolkata, Tuly

Fast moving consumer goods
(FMCG) major Emami Ltd
has claimed its rural market
focus is pushing the sales of
the company in difficult eco-
nomic situations. Rural mar-
keting through direct chan-
nel contributes about 23 per
cent of the firm’s total sales,
which. it expects to increase
to more than 35 per cent in_
the next three years. |
“Rural consumers had
more cash to spend follow-
ing successful government
schemes and favourable
monsoons; Emami acceler-
ated product ruralisation. As
a result, the direct rural
reach grew substantially in
2011-12 and now contributes -
about 23 per cent of total

"o

bution channe!l

sales,” the firm's founders R
S Agarwal and R S Goenka
noted in its annual report.
The Kolkata-based com-
pany had posted 16.6 per
cent rise in net sales for the
financial year 2011-12 to
¥1,453.51 crore, compared to
¥1,247.07 crore in 2010-11.
Since 2009-10, when the firm
launched its rural focus pro-
gramme called Project
Swadesh, there has beena 42
per cent rise in income from
operations = from -%1,021.7
crore. Emami’s net profit for
2011-12 also increased 13.2
per cent to ¥258.84 crore,
against ¥228.72 crore during
the financial year 2010-11 |
“While the direct distri- |
which has
reach dn 10,000 villages |
across the country, is con-
tributing 23 per cent of our-

sales, we believe it is going
to touch the 35-38 per cent
mark inthe next three years.
Currently, including the
direct and indirect channels,
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rural markets contribute
about 45 per cent of our tofal
sales, which we expect to be
above 50 per cent by that
time.



