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STORN
TEACU

| Here's how HUL
stole a value lead
on Tata Tea. And
here's what Tata
Tea is doing to get it
back

BY RAVI BALAKRISHNAN |
MUMBAI i

In what may well be &
clever bit of wordplay, Sudhir Sitapati attributes
Hindustan Unilever stealing alead over Tata in the
keenly contested tea category to a “full mix story”.
After eight years, HUL is value leader according to
areport in The Times of India, which cites industry
| sourcesquoting Nielsenfigures. Its value share is

| peggedat21% with Tata at20.6%. Sitapati, execu-
tive director --foods and refreshment, HUL declines
to comment specifically on numbers. But he be-
lieves the brand’s performance is due to a combina-
tion of getting many thingsright.

For instance, HUL customised its tea offering on
Broke Bond Red Label. Sitapatisays, “Every couple
of districts, there’s a different view on what a good tea
is. There’s a general perception of Red Label as a mid-
tier brand. Butthe brand isdifferent in Karnataka
towhatitis in UP; even Western Maharashtra is
different from the East.” It currently has two or three
blends per state. While this added complexity tothe
supply chain, HUL isreaping the benefits.

Runningparallel to this is a revamped approach to
communication. For the longest time, Brooke Bond
sold a simple feature and benefit story. Ever since
2014, this formerly conservative advertiser hastaken

on some prickly social issues. It started witha film b
where a couple, reluctant to acceptan
“More invitation from their Muslim
thanmarket neighbour, eventually bond
thsehr?t:ﬁ?l?enrdl ‘a!?r!lrjnn(‘)es% over acup oftea. Ever since,
interestedinis brand Brooke Bond hastakena
equityand thatstarted pointed stance, addressing
1 'Esg:n%'i’i?‘a :‘I’glﬁga‘:k- societal rifts and tension
' conzeque%ce ofthat” / points: commenting on 1

dwarfism, the elderly and
commercial sex workers, to
- name just afew themes. The
brand has upped its presence on digi-
tal, backing the 6 Pack Band, India’s
first musical group comprised entire-
ly of the transgendered. According to
| Sitapati, thismarksareturntothe
roots of the brand: “The fundamental
role of tea in our society istobring
people together.”
Asthebrand gets more
purposedriven, ithasbe-
gun torely more heavily
on digital, with content
uploaded almost every
month. Sitapati admits,
“Some succeed and some
& don’t, butthere’savery
large amount of money
(backing these). I foresee
TV becoming asecond-
ary medium and digital
becoming a primary
medium.”
>Continued on Page 4
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Speaking ofthe digital driven 6 Pack Band,
the second version of which launched ear-
lierthis year, composed entirely of autistic
children, Amin Lakhani, president—client
leadership, Mindshare Indiasays, “The
theme ticked many boxes: authentictothe
brand, ameaningful tensionpointanda
community whogoesthroughalotandare
not partofthe mainstream.” Sofar, there’s
beennobacklash, since as Sitapati points
out, theads don’t provoke but merely invite
people to come together over tea.

When it comes tobuilding for the future,
HUL cites TajMahal as a great example.
Itstarted the Taj Mahal Tea House in
Mumbai, but does not plan tomake it afran-
chise. But alot of products created there
havebeen taken to the market via tajmahal-
teahouse.com. Sitapatideflects questions
onbeating Tata Teatosay, “Even morethan
market sharesand volumes, the number
Tammost interested in isbrand equity
andthat started movingupawhileback.
Everythingelseisaconsequenceofthat.”

Foritspart, Tata Teaisdoinganything
butsitting idle. Addressingtheloss of value
leadership, Sushant Dash, regional presi-
dent-India and Middle East, Tata Global
Beverages points to its volume leadership,
established by research studies from
Nielsen, Kantar and Euromonitor. He adds,
“Invalueterms, inthenorthand theeast,
insignificantandlarge parts, we arelead-
ers by quiteamargin. Even in the west, we
areatpar. It'sonly inthesouth thattheyare
ahead.”

Andsothesouth hasbeenakeyfocusarea:
TataTearecently launched value added
variants Kanan DevanDuetand Chakra
Gold. Thebrand is banking onan increas-
ing consumer concern about health, rop-
ing in Dipika Padukone to promote Tetley
greentea. Italsolaunched a premiumrange
Teaveda in November 2016 and thishas
been ahuge focus area. Says Dash, “Atthe
sametime, we continue todriveruralpen-
etrationand growth.”

Stormv Teacups

The Lhallenge of courseisgrowingacat-
egory with 90% plus penetration. Dash says
theanswer lies in not being too concerned
about the competition but focusing instead
on theconsumer.

Asked whether the iconic JaagoRe cam-
paign which served the brand well for over
adecadehasperhapsrun its course, Dash
disagrees. “Werestaged the campaign last
February and atthetime, started from
azerobaseand said there will be noholy
cows. Butresearchrevealed the consum-
ersstillfound itrelevant.” Acknowledging
the consumer had changed, the campaign
isnoweven more vested in society. Dash
says, “Whileactivism
wasgreat, ithappened
after somethinghad gone
wrong.” Andhencethe
newavatar of JaagoRe
focuses on pre-activism,
pickingissueslike
women’ssafety and the
infrastructurerequired
toestablish a good sport
cultureinIndia. The

()
,%ngg(flgf " combir?gd response to
T b d thepetitions were1.8
ebruaryan million, and the digital
atthetime, video was watched by 67
startedfrom  iltion with30% staying
azerobase  totheend, higherthan
andsaidthere thebenchmarkfor views
willbenoholy ~ whichis17% to22%,
COWS. informs Dash. The brand
SushantDash isalsopilotingareadyto
TataTea drink offeringand Tata
Chaoutlets.
Marketing consultant

Harish Bijoor doesn’t set too greatastore by
leadership ofone or the other playerssince
hebelievesthe categoryislikelytobeina
perennial seesaw mode. Accordingtohim,
theexistential threatresides elsewhere: the
burgeoning popularity of coffee, perceived
tobeamore premiumbeverage. Another
key challenge isthe consumer believing
really good tea does not come froma pack.
“It’s currently a very niche movement, but
they havea dirty habit of getting big,” Bijoor
says. Areas where both players havealot
oflost ground tomake up for is out of home
consumption: while premium priced coffee
bars and cafes are overtwo decadesold, both
Tataand HUL have cometothisspacerela-
tively late. Prickly marketing problems, for
sure. Maybe it’s time to brew another pot of
teaand getback tothe drawingboard.
ravi.balakrishnan@timesgroup.com



