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Lakme turns 70: Innovationis thesecret behind that age-defying low

SHARLEEN D'SOUZA
Mumbai, 4 December

Lakme, India'sfirst make-up
andbeauty brand, turned 70this
yearandisalsopresentin
HindustanUnilever sclubof
brandswithatumoverofover
31,000ctote.

Overthe pastseven decades,
thebrandhasevolvedandisno
longerjustabeautybrand, but
hasalsotransformedintoa
skincarebrand.

Lakmehasincreasedits
digital presence aswellas
innovationsandnowseesathitd
ofitsgrowth come fromnew
innovations.

“Thebrand hasevolvedand
contemporised withthetimes,
stayingahead onthedigital
curve; wearenowabletosharply
identify consumer cohortsand
engagewithconsumersatevery
stepofthejourney from content
tocommerce, andareleveraging
technologyand artficial

intelligencetoenableaseamless
consumer expetience, both
onlineandoffline,”
MadhusudhanRao, executive
director (personalcareand
beautyand wellbeing), HUL,
told Business Standardinan
interview.

Whilethe pandemicplayed
spollsportwith most EMCG
(fast-movingconsumergoods)
categories dependentonitsout-
ofhomeusage, Lakmehas
found itsfeetagainandis
growingindoubledigitsafter
the pandemic.

Italsoincreased thedigital
presenceofLakme,

“Itssafetosaythataquattet

"The per-capita consumption of makeup
products in our country isstil abysmally
low = about $1, Hence, when we talk about
competition, |seethis as a good sign,
because this s not azero-sum game"

MADHUSUDHAN RAO, Erecutive directr, personal care

and beauty & wellbeing, HUL

ofourturnovercomes from
digital commmetce, whethertis
theD2Corecommetce
channels. That Satailwind we
seecontinuing,"Raosaid.

Thebrandis hopefulthathe
opportunityinthe beauty and
personal catespace shuge
becausethepercapita
consumptionof make-upinthe
countryisverylowcomparedto
other marketslike Chinaand
theUS.

“Thepercapita consumption
of make-up productsinour
countryisstill abysmally low -
about$L Hence, whenwetalk
aboutcompetition, Iseethisasa
goodsignbecause thisisnota

Zeto-sumgame,Raosaid.
Hesaid: “Theteisalotof
spaceforthiscategorytogrow.
Togiveyouanidea, inChina, itis
$8percapitawhereasintheUS,
itis$50. Evenifyoudon’t
comparewith developed

marketsbutlookatour
nefghbours,theteisstillalotof
headroomforthecategoryto
mushroomand grow”
Itmayhavestartedasa
make-upbrandinthe1950s but
itisalsotransitioningtoskincare
asitlookstoremaintelevantina
competitive market wheremany
ditect-to-consumerbrands have
euptedandalsoatatimewhen
manyintemationalbrands are
alsomushrooming.
“Ibelievethatthis
‘skinification’ of make-upisthe
attractivepartas welookatthe
spectrumofpremivimisation.
Therefore,at the premiumend
ofskineare, itisdrivingalotof
growthand value,"Raosaid.
Whileithasitssalons, itis
focused onexpandingfrom
owning460ofthemacrossthe
countryundertheLakme brand.
Itisconcentratingonopening
twosalonsavweek, which could
becompany-owned aswellas
throughthe franchisee model.






