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Mumbai: Hindustan Unilever
plans to sell premium tea thro-
ugh its own portal, marking its
entry into the ecommerce busi-
ness in India. Until now, the co-
untry’s largest consumer goods
company has been selling its
products online through mar-
ketplaces such as Big Basket
and Amazon.

HUL's first direct-to-consumer
venture will mostly target gif-
ting segment consumers with
pricier products under the Bro-
oke Bond Taj Mahal brand and
will compete with Ratan Tata-
backed Teabox, an online mar-
ketplace.

“Theforay intoecommerce has
been aimed at urging people to
consider tea as a gifting option.
Our range of gourmet teas and
exquisite teaware has been spe-
cially curated to offer the finest
gifting experience for every oc-
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HUL Enters Ecomm Business
with Premium Tea & Teaware

Co’s first direct-to-consumer venture will target the gifting segment consumers with pricier products

Take Your Tea a New Way

With it's gourmet teas it aims to urge
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Value of India’s tea market
led by Hindustan Unilever

casion and budget,” said Sudhir Si-
tapati, executive director, refresh-
ments, at HUL.

The refreshments business, in-
cluding tea and coffee, accounts
for about 15% of HUL's sales. The
company is the leader in India’s
10,000 crore tea market. Unlike
other food and beverage segments
that have stagnated or are decli-

ning, tea has been relatively insu-
lated with 8-9% growth annually.
HUL does not operate in the mass
end of the segment and is betting
on premium products even thro-
ughtheonlineventure.

HUL made its restaurant debut
about two years ago by opening the
Brooke Bond Taj Mahal Tea House
in Bandra, an upmarket suburb of

Mumbai. The company has been
using consumer insights from the
restaurant to develop new products
and blends for its premium tea
brand Taj Mahal. HUL could use its
online initiative for marketing and
understanding consumer behavio-
ur, said analysts.

“HUL has been experimenting
with physicalretailmodelsfor afew
of its brands, including Bru and
Knorr, not just forsales push butal-
sotoincrease brandsalience. Anon-
lineinitiative forits teabrandisasi-
milar strategy with less cost,” Edel-
weiss Securities senior vice presi-
dent Abneesh Roy said.

Somerivals have already tried the-
ir handsat teashops. While Tata Te-
a’s Chai Unchai ran aground a few
yearsago, Kolkata-based Goodricke
is running a couple of tea lounges.
Gujarat-based Wagh Bakri, which
also has tea lounges, and startups
such as Teabox and Teamonk have
beenselling specialty products onli-
ne for the past few years, attracting
customers especially in markets
suchastheUKand the US.




