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GROWING THE PIE

Sandeep Kohli, Executive Director, Personal Care, HULis afirm believeringrowing the ¥ o=
overallconsumption piein India— amission — critical of sorts for the company. Andinthe course,
the category has beenits busiest ever with aslew of newlaunches

N more counts than one, the personal
care category for HUL is among its big-
gest and busiest. This is also the category
that has seen intense competition from
several loca] players. Sandeep Kohli,
‘Executive Director, Personal Care at
HUL, while keeping an eye on competi-
tive moves, is focussed on increasing the
size of total personal care market with HUL's brands and
category positions.

Growing With Others

Kohli reminds that HUL’ legacy has been about growing
the pie. The company’s approach towards market develop-
ment through more users or increasing penetration, more
usage or increasing consumption and more benefits or
premiumisation plays a significant role in this. “At the
heart of doing this, is understanding consumer needs and
insights that can help us unlock behaviour change. We
operate multiple brands, crafted to meet specific consumer
needs in each category. The mixes, if needed, are adapted
for different parts of the country,” he explains.

HUL also adapts its mixes to meet the needs of shoppers
and customers in each retail channel. The digital medium
also plays a critical part in taking the mixes to the market.
Given all touch points that HUL has with people from

media to on-ground contacts, the organisation believes it |

has one of the largest consumer database. “Our PDC
(People Data Centre) helps us in creating better insights to
understand what motivates and engages consumers. With
our platform ‘Be Beautiful, we are among the largest
beauty publishers. Unilever Foundry helps us build our
capabilities further — all this help us increase the size of
the pie,” says Kohli.

The Consumer Connection

HUL brands connect with people at the level of what it has
popularly dubbed as logic and magic. Its various brand
engagement platforms not only help connect the consum-
ers with the product proposition but it also helps the brand
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Three Qs to Sandeep Kohlion new llyle
launchesin the category . edhigt

Tellus more about the FALrelaunchand
your expectations?

elargestskincarebrand and, as amc tleader,ithas the thelaunch | ne erbr

ed to const

jrowing the full categc

ing the full mix. The i it \ ers attrac

fting the conversationtoh

ningor fromother skindt

jback oneshoulc Ising this cream. This How are you expecting these launches to contribute towards
ifth etratior 1ave notseeninat overallrevenue?
Th 1bi 1 an | fl
You have taken Lever Ayush national. What are you Unilever globally. Bu it excites
expectations from this? have the opportunity to make substantial difference to the lives
r C iswhat motivates me and my team to come to
€ work. Businessresults and growth are markers which tellus if we are
doingitwell
p— oo

Purpose Driven Brands

Lifebuoyis among the prominentexample where,
the purpose of helping mothers so that their kids
fallillless helps guide every activity on the brand
— from communication to productarchitecture.
Anotherrecentexampleisseenwith Hamam’s
#GoSafeOutside campaign aimed at extending the
promise of safety from skin onto everyday life

connect with consumers at an emotional level. Some
examples would be the FAL (Fair & Lovely) Foundation
digital university, the Lux Golden Rose Awards, Lakme
Fashion Week and Dove #RealBeauty.

Kohli observes that a lot has changed in India, and at
HUL, in the recent past but what has not changed is its
“obsession with the consumer and respect for competi-
tion”. He says, “The per capita consumption in India is still
very low, and if I were to compare it to other emerging
markets such as Indonesia, we should be twice the size as a
market. The team is focused on growing the overall pie.
This has helped us to continue to be the largest player in
almost every category that we operate in.”

Hamam’s new ad with a social message

noorwarsia@digitalmarket.asia

@NFWarsia
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