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Bl Brand Talk

Carvmg a mche in a crowded space

Bl

. Kistrm Holan, CE0- ol i

Emami Ltd

i, CED,

inthis dyramicand competitive market. Reai ...

Nabamita Clatterjee

CBO-Sake

Tounched this exclusive product defined
that we chould

mated 10 each caegory Emani targits
e typice buyes”

T s gt et
5 while 1etaining its

3 reaches the shelves of the shop with our
NEriskua Mokan Naresh H Shausai ong and fuge dis etirork
Copital CEO, Fi e ensure that the

Ermami Ld Development, Emani Ltd md snultanzoudy the retaler gots

tarted by two childhood friends,

RS. Goenks,
Emami_begen its joumey way back
in 1074 in Kolkta. The company has
gown into @ Re 1800 crore entity
within theee decades With the forus
en quality of the products, packaging

Mahan, CEO- Sales,
Copital, Ememi Ltd.

While spesking shout the USP ar

Supply and Human

o journey eccqiring Himani Ltd and
Toter on mergingit with Emai in 1998
has been a very crucial factor for the
comparsy”

Talking abort the typical bugers of the
‘brand, Krishna Mohan focther shares,
“Bach groduct of us has got s typical
tuyer. For example, one who is out in
the sun for long hows snd wants to
selax and feel fresh would

Nawwatns Oil ar the Col Talc which

serves that purpose. Ancther product
of Emami which agsin is the result of

use the Female feimess cream. Thas we

the money invested When it comes
1o setairing our cnsumers the most
important Fartor is Emend's stcactive
packsging which is axely bound to

g the attertion cf the shappers. This
the prodcts stand out for themselves
About 60-40% cf o budget

on visitilty of the produts. Celebrity
endorsemerts in the packaging of the
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contert has been a novel irmovation
Srom our part whichwe feel has createdt
a huge impact on the minds

consumers. Today the chice cEproducts
1o the consumer is umpteen and thus
thee is great demand on their part as
10 what she or he wards to vse for their
Family or cnsself. Peogle have become

positioning is very much critical end
importest”

Telking further about the siete of the
P-O-P industey he adds, “Currently the
P-O-Pindusteyisin s sate o evcivtion
with ot o opportunites 1o lewn. From

ette, 5o from the perspectives of both,
vnderstanding cf the consumer
needs hasto be dlearer”

Tndeed, the brand lays alot of thrust on
shopper indght of research ingut while
planning and posticning their brands
both in GT and MT which helps them
credte aniche inthe FMCG vertical

Speaking on the expested growth end
opprturities in retai, Naresh fusther
sates, o

bwothres years keeping the Indan

considered by any brand whichisin the

and the consumers are very usique. It
has been dbserved that they are very
‘much consrious of what they ere buging.
and from where. Though initally MT
had n effect on G, both co-exist today
catering to their own specific bugers”
In this egard, N. Krishna Moban edds,
“There are many asociative factors in
India espeially in ier Il and tier IIl
cities where GT is the prime source
O provwement and the retailer’s

motket of around 18.20% in the next

higher, thus these foctors dhould ol be

When asked sbout snticipding the
fituce of the Indhan retil markel post
FDI policy, Kristmareplies, “The better
the consumption, the better for the
tusiness, so we are hopeful that it will
have a postive resut onthe whale”

Naresh sgns off by ading “Tis theera
of convergence and gradally we will
move intothe period of consalideionin
the country'sretail inductry m
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