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After Bombay HC, Delhi Court Stops Patanjali Soap Ad

It allegedly disparages rival
brands; latest order comes

on a Reckitt plea a day after
HUL got a similar injunction

Rasul.Bailay@timesgroup.com

New Delhi: The Delhiand Bombay high
courts have ordered Patanjali Ayurved
to stop airing its latest television com-
mercial for soaps, which allegedly dispa-
raged some rival brands, including
Reckitt Benckiser’s Dettol and Hindus-
tan Unilever’s Pears and Lifebuoy.

The Delhi High Court on Tuesday issu-
ed an ad interim injunction restraining
the Baba Ramdev-owned company from

airing the controversial advertisement
while hearing a petition filed by Reckitt
Benckiser, maker of Dettol soap.

A day earlier, Hindustan Unilever had
gotan injunctionfrom the Bombay High
Court to stop airing the ad.

The Patanjali commercial
allegedly took at dig at po- _
pular soap brandsof HUL -
and Reckitt Benckiser by
showing soaps similar to
brands such as Dettol, Pe-
ars and Lifebuoy, and re-
ferring to them as ‘Dhitol’,
‘Tears’ and ‘Lifejoy’, while
urging consumers to shun
“chemical-based” soaps used
by movie stars.

Nancy Roy, the lawyer re-
presenting Reckitt before
the DelhiHigh Court,alle-
ged the Patanjali commercial

was initially uploaded on Youtube befo-
re airing on television on Sunday. “Our
prayer was seeking injunction against
this ad and damages in excess of %1 cro-
re,” she said.

Both the DelhiHigh Court and the Bom-
bay High Court have restrained Patanja-
1li from airing the ad till their next hea-
ringon September 18. Patanjalidid not re-
spond toanemail senton Tuesday seeking
its comments on the development as of
press time Wednesday. A Hindustan Uni-
lever spokesperson confirmed the ad in-
terim injunction but declined to com-
mentbecause “the matter issub-judice”.

Ramdev’s Patanjali has burst into the
national consumer scene inrecent years
with ahostof products,becomingaforce
to reckon with in the fast moving consu-
mer goods (FMCG) market in the count-
ry and prompting larger rivals such as
HUL, Colgate Palmolive and Reckitt

Benckisertoramp up their ‘natural’ and
herbal-based offerings.
Patanjali’stoothpaste brand Dant Kanti,
for example, increased its share t06.2% in
the country’s toothpaste market during
the quarter ended June from 2.2% a year
earlier, helping the firm become the co-
untry’s fourth-largest toothpaste compa-
ny. Bigplayers in the segment, Colgate and
Hindustan Unilever reported fall in their
market share during the same period.
Market leader Colgate’s share fell 1.2% to
52.7% while HUL’s share in the country’s
toothpaste market slipped 2.4% t017.6 %.
Ramdev’s FMCG forays have not been
without controversies. Last year, Adver-
tising Standard Council of India (ASCI)
had termed an ad for Patanjali honey
‘misleading’ and its purity claims as ‘un-
substantiated’, and asked the company to
either withdraw it or modify it after Da-
bur complained to the advertising body.



