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inject a booster dose to foods biz:

With immunity-building foods and
between-meal snacks, expects to boost
sales in category to 3500 crore in two years

Saugata Gupta expects to be
working out of home from
his Mumbai apartment till
the end of September. It's
been like that since the pan-
demic started for the Man-
aging Director and CEO of
Marico Ltd. But now, work
days on video and phone
calls are long stretching
from B30 am (o well past 9
pm as he strategises the
launch of 2 clutch of new
products, oversees market-
ing plans, and drives sales to
new highs even as he worries
over distribution.

With Covid-19 sull raging,
Gupta says consumption
habits have now been reset
into three broad categorics:
health and hygiene: the im-
munity plank for foods and,
third, ready-to-cook foods or
between-meal snacks. "Once
things settle down, demand
may come down In many cat-
egorics though that level
may be higher than what it
was pre-Covid. But | see a per-
manent reset on these three
planks.” he says.

Immunity foods

The most ambitious plan
that Marico has Is In mm
Extending the Saffola
chise, it recently launched
honey, which it claims is one
of the purest in the market.
“There will be some more
launches in the immunity
space and in foods, as also in
the in-between meals cat-
egory in the next couple of
months. We have an ambi-
tious plan for foods. We fin-
ished 2019-20 at €200 crore
in foods and we want to take
it up to at least 1300 crore-
plus by 2020-21. And, the at-
tempt is to hit the TS500-crore
mark in the next two years,”
says Gupta. Marico's total rev-

enues in FY 19-20 were U6,161

crore.

Of the three planks that
Gupta outlines, Marico does
not yet have critical mass in
health and hygiene and has
now made its foray into the
immunity space with honey.
“Fortunately, 80 o 90 per
cent of our portiolio consists
of items of daily
tion where we can grab mar-
ket share. And there is also a
hus!opwmtrwwkllr
get scale in others so that
they become a significant
part of our portfolio,” says
Gupta,

New launches

The past few months have
seen 2 Murry of launches
from Marico, in response to
the effects,
Mediker hand sanitizer and
Veggle Clean are a couple of
the new products in the mar-
ket. Veggie Oean, claimed to
be an industryfirst, is a soap]
chlorine/alcohol-free
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We need [o hove 0 more
surtoinglle potition 10 we
are looking for
differentioted spoces. K5
eary to get short term
wolumes, but | would
rather spend my energles
I grtting into something
where | have a long-term
right to it
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product that can be used’ fn
clean all kinds of vegetables
and fruits and can remave
any viruses on the produce.
Marico also  laonched
¥eepSafe, a range of
premium outofhome hy
giene products that includes
toilet sear  disinfectasm,
multi-purpose  disinfectafit
hand sanitiser,
. gy i 4
giene wipes and soon to be
launched intimare wash. as
well. Along, with this, it also
launched Marico's Travel g
tect and House Protect, i
terta and fungi on mul
surfaces without the to
wipe them down after spray-
ing.

No tactical entry

Gupta is emphatic that naw
products need to have a dif
ferentiated proposition. For
example, Marico hasat
entered the hand-wash seg-
ment in the domestic mar-
ket £

“There are 50 many -
ing brands there's no pd
making a tactical entry..
need ro have a more sustaln-
able position 3o we are look-
ing for diferentiated spaces.
It’s easy to get short tefm
volumes, but | would rarbier
spend my energies in
into something where | have
a long-term right to It.";.‘.t
plains Gupta.

With at least zsnbrandiﬁ
sanitisers in the market now,
he cays s current entry s
merely a tactical move.

Consumers, he says,
looking for trusted bra
and wp brands are I:)m
win. “Consumers’ dis
incomes are down, so leader
brands should ensure thifte
is downtrading within the
brand itself rather than
side. If you are providing
right value at lower

such as valoe pacis ut
entry level, there will
downtrading  within
brand.” he explains. e



