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The New GAL

Four months after the big blow-up over ‘glow’ in the ‘fairness
cream’ segment, in an exclusive chat with Brand Equity,
Hindustan Unilever's Priya Nair reveals the new marketing
campaign, and products in the pipeline, for Glow & Lovely

Delshad.lrani@timesgroup.com

Mumbai: After changing the name
of itsflagship brand Fair & Lovely to
Glow & Lovely (GAL) in June 2020,
now Hindustan Unilever is laun-
ching a fresh marketingblitz to
signal the brand's shift toa new
philosophy driven by more “in-
clusive ideals of beauty”. Inamove
todiversify the product line, it plans
tolaunch a BB cream range that will
hitmarkets in November 2020 and a
new Ayurvedic care line under GAL
that will land by March 2021. In June,
asthe impact of the Black Lives
Matter movement spread outside US
borders, one of HUL's largest and
most iconic brands in India, Fair &
Lovely, came under heavy fire. In the
midst of thefirestorm, the company
renamed the brand.

Inanexclusive interview with
Brand Equity, Priya Nair, vice
president - beauty and personal
care, Unilever South Asia, says
world-changing events like BLM
actually give brands an impetus to
change faster; and not change
ina reactive

fashion, she implies. "We've been
working on evolving the brand to
reflect changing expectations and
aspirations of Indian women, over
the pastfew years," says Nair. "We
can't create all this work overnight.
It would be great if we could, but for
abrand of this size and scale we
have todo alot of homework.”
Thebrand began slowly morphing
in 2015 with campaignslike ‘Equal
Equal’ that celebrated a woman’s
individuality. But these fragments
of communication spotlightinga
progressive view of Indian women
and beauty weren't enough to shield
the brand from the backlash that
barreled toward it this year. In early
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2019, "wemoved the brand away
from 'fair'to ‘glow’. We were already
onthisjourney," says Nair. And the
events surrounding the BLM move-
ment just "accelerated what was
happening in the background.”

HUL is now putting its marketing
mightbehind the new brand and
its'Mere Glow Ko Na Roko'ad
campaign with TV, print, and
digitallegs, kicking off witha
music video. In the video, hip-hop
artist Dee MC. a.k.a Deepa Unnik-
rishnanraps about her journey,
undeterred by convention and
naysayers, in amale-dominated
field. The campaign hinges on the
idea of women having the freedom
tochoose and define their own
identity or 'pehchan'.

Insights driving this campaign
were unearthed from the brand's
'Tdentity Survey' which will continue
to propel the campaign forward. The
brand plans to rope in popular
personalities to amplify 'Glow kona
roko'and will activate #IChoose-
MyGlow with an Tdentity Mirror'
that prompts women to think about
what or who defines their identity. It
willlink back to Glow & Lovely’s
narrative of celebrating inclusivity
and individuality:

For the new BB cream range the
company has roped in actor Poulomi
Dasas the brand's new face. Nair
tells us the new brand identity also
gives them the license “to increase
ourrate of innovation.”

“Weare seeing women in India
evolve and change," says Nair. "Over
thelast decade, fairness as a per-
centage of theface care market has
beenreducing. As we ask ourselves
what will take our brand forward,
webelieve it is critical to createa
more positive and inclusive vision
of beauty and that's the reason we
took this really strong progressive
step. And we can actually create the
nextfew decades of growth for our
brand. It is way more than just the
name change.”



