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Emami’s N Krishna Mohan says
the FMCG firm’s focus on its
power brands has paid off
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D FACE OFF N KRISHNA MOHAN

CEO-SALES, SUPPLY CHAIN & HUMAN CAPITAL, EMAMI

“Instead of launching new
brands, we bet on our power

brands and it paid o

is forcing several multinational fast

moving consumergoods (FMCG)compa-
nies to go back to their drawing boards and re-
work their business strategies, homegrown
company Emami has seen its turnover grow by
16.9% to touch ¥1,699 crore in 2012-13 and net
profit at ¥315 crore. The company, which retails
its products at more than 40 lakh outlets across
India through 3000 distributors, saw its domes-
tic business grow by over 20% for the same peri-
od. Its direct rural business has also shown a
strong growthof 31% intheyear, accounting for
around26%of thetotalrevenues. Thegameplan
was simple: Push heritage and contemporary
brands such as Navratna, Boroplus, Fair And
Handsome, Zandu Balm. For instance, while
other FMCG companies were busy expanding
their portfolio of offerings, Emami refrained
Jromcomingoutwithanyvariants/ sub-brands
under its flagship Fair And Handsome brand.
Rather, itrepositioned Fair and Handsome with
anewtagline ‘zyada’. Inaconversation withFE
BrandWagon's Anushree Bhattacharyya,
N Krishna Mohan, CEO-sales, supply chain
and human capital, Emamitalksabout the com-
pany’s strategy to tackle the slowdown. Edited
excerpis:

ﬁ T A TIME when the economic slowdown

How has Emami been dealing with the eco-
nomic slowdown? What are the changes
that weremade toensureasmoothrun?
Amongthe various steps we undertook during
the so-called slowdown period, a few worked
out extremely well for us. We managed our
costs efficiently, continued our investmentson
our brands and intensified our distribution
reach. We have had very few launches during
thelast year Werealised that given the current
leve] of penetration of our existing brands, it
was prudent to invest on them rather than to
launch new brands or products. We fo-
cused our marketing efforts on our pow-
er brands—Navratna, Boroplus, Fair
AndHandsome, ZanduBalmand Fast Re-
lief. We test-marketed a few products as
brand extensions and based on the feed-
back, wedecided onthe way forward.

Several big brands in the Emami port-
folio—Boroplus, Fair And Handsome,
Zandu Balm and Navratna 0il have
done fairly well. What exactly has
worked in theirfavour?

Almostall our power brands registered de-
centgrowths during thelast financial year.
We invested our marketing efforts and re-
sources indriving the penetration of all the
existing power brands. We intensified our
distribution reach in urban India and espe-
cially in the rural markets. It was basically a
360-degree approach which helped us to reach
out to more consumers, thus helping us regis-
terhighgrowth.

FAIR AND HANDSOME
FOR MEN WHO WANT
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How has the acquisition of
Zandu helped Emami? Are you planning to
expand the brand further?
Zandu is a heritage brand with more than 100
years of trust. We are still working on develop-
ing our Zandu health care business. We are
working out our blue print for leveraging the
strength of this brand in the coming years. We
would notlike to say anything moreabout it till
we havefinalised ourplans.

What wastheideabehindrelaunching Fair
&Handsomethisyear?
When welaunched Fairand Handsome in 2005,
thethen consumerinsightrevealed that 30% of
fairness cream consumers were males. There
wasayearningformen'sfairnesscream,butno
available option. It presented us with an oppor-
tunity to create a new category—men's
fairness in the existing fairness
cream space. However, re-
cent research reveals
men's fairness category
has evolved and men
want more from fair-
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FAST RELIEF

SUPER FAST CHEETAY FORMULA

ness products, resulting in the
advanced formulations in the new
advanced Fair and Handsome. Today;,
the Fair and Handsome brand offers
much more, ‘zyada’, to become more
than just a fairness cream. With the
launch of the new Fair And Hand-
some, we aim to capture a sizeable
market share in the booming men’s
grooming product category, support-
ed by a 40% increase in the advertis-
ing and marketing budget for the
brandoverlastyear.
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Will you be increasing your over-

all marketing spend this year?

Lastfinancial year, ouradvertising
and marketing spend was 14-15% of our rev-
enue. Thisyear we plantoincrease itto 16-17%.
We will be focussing on four or five key brands
suchas Zandu, Fair & Handsome, Boroplusand
Menthoplus. We have been using the celebrity
endorsement route to engage and communi-
cate with consumers on almost all brands. We
have also started being active on social media
while connecting with rural consumers
through participation in local fairs, weekly
marketsand localfestivals.

To what extent has packaging size played
a role in boosting sales? What are the new
packsthat have been introduced by Emami?
We have always had consumer packs which are
affordable and convenient to use. Last year we
introduceda ¥2 pack of ZanduBalm tohelpdri-
ve usage in smaller/rural markets. We have
test-marketed the ¥1sachet of Navratna Talc
during the summers in some parts of North
and East India. Our brands are available at af-
fordablepricepointsandinconvenienteasy-to-
useformatsalways. We have price points below
%10 for almost all our brands to cater to rural
consumers. For brands such as Navratna Oil,
we havesachetsfor ¥1 whichaccountforalmost
40% of sales by value. We have #2 packs for Zan-
du Balm and Menthoplus Balm. Our Navratna
Talc comes in a 5 pack and so does our Boro-
plus antiseptic cream. We have recently
launched a ¥1 pack in parts of Uttar Pradesh,
West Bengal and Bihar. Fair and Handsome is
availableina ¥10pack, VasocarePetroleum Jel-
lyat ¥FHandsoon.

You mentioned that distribution played
an important role in holding the fort for
Emami. What were the changes that were
incorporated?

We have increased direct distribution by al-
most 30% during the last financial year. Our
salesteamdirectly covers almost6lakhoutlets
currently. Some of our brands are available in
more than 40 lakh outlets across the country.
We have significantly increased our focus on
rural distribution in many large states. One of
thereasonsfor our good performance has been
the initiatives taken in improving the avail-
ability of ourbrands.



