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Surf Excels as HUL’s Top Brand,
Nets Over 25,000 crore in Sales

Increased focus on premium products in detergent market paying off, says FMCG major

Sagar.Malviya@timesgroup.com

Mumbai: Surf Excel posted more
than 5,000 crore in annual sales
last year, becoming the first Hin-
dustan Unilever brand to top that
mark, driven by the company’s in-
creased focus on premium pro-
ducts in the detergent market.

Surf, launched 60 years ago, recor-
ded sales of ¥5.375 crore in the past
year with a market share of 17.9%,
industry executives citing Nielsen
data said. It accounted for roughly
14% of the company’s net revenue
and 45% of its laundry segment sa-
les. Nielsen didn’t respond to a re-
quest for comment.

Surf in 2018 upstaged the mass-
market Wheel brand that had histo-
rically dominated HUL's portfolio
in the laundry product segment.
HUL didn't comment on the market
share, but a spokesperson told ET
that its efforts towards premiumi-
sation of the segment through ligu-
id detergents and fabric conditio-
ners were yielding strong results.

“HUL's laundry category conti-
nues its growth momentum with
performancedrivenbya relentless
focus on core and market develop-
ment initiatives,” the spokesper-

son added. Surf, the original mar-
ket Jeader in the detergent catego-
rx was evicted from the top spot in
1985 by Ahmedabad-based Nirma's
eponymous brand. Thisled HUL to
launch the lower-priced Wheel to
take on the new rival.

Wheel captured the top spot back
for HUL and managed to hold the
position between the carly 1990still
2012, when Kanpurbased RSPL's
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machine wash variants, entering
the modern trade channel and ex-
panding geographical reach to gene-
rate higher sales growth this year,”
president Sushil Kumar Bajpal said
The brand has a minuscule share in
modern trade but is by far the leader
ingeneral trade, he added.
Atanoveralllevel, HUL, whichal-
s0 owns Rin and Sunlight, has a
39.1% share In India’s laundry care
market worth ¥29.959 crore. With
the segment having hundreds of
local mass-market rivals, HUL has
been gradually launching higher
priced variants and formats that
resulted in the category growing
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Ghari brand edged it to be the mar-
ket leader Surf is fast narrowing
the gap with Ghari. It added 1.8 per-
centage pointsover the past two ye
ars in market share, while Ghari’s
share has remained unchanged at
19.2% with annual sales of 5,756
crore in 2019,

A top RSPL said the company is
trying to push growth and expand
market share. “We are launching

nearly 11% for the company last ye-
ar, compared with 6% in 2018. Asa
result, HUL'sshare in the premium
laundry market is more than 77%,
compared with 22% in the mass
segmentand 4% inthe mid-priced
category, executives said, citing
Nielsendata.

Last year, it Jaunched another
premium product, Love & Care, for
special fashion fabrics. With incre-
asing penetration of washing ma-
chines and lower-priced detergent
powders, laundry care consumers
are shifting from bar detergents to
powder detergents, a factor trigge-
ring growth in the category.



