Marico expects ‘foods segment to be
a3450-500-crore business by FY22’

We are innovating in categories like healthy
foods; health and hygiene, says CFO Agrawal
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Fawan Agrawal recenthy Lodk
over s Lhe CFO ol Magicd Lud,
He succeeds Vivek Kareg.
Agrawal coames in al a time
when the FMOG company has
incredsed focus on its
feods posticlio. Marioo
¢apects the foods
business o be a 1 300-
350 crore business Dy
P21, 10 an interdew
to Businessline, hespoka
ABut consumer remsds,
business outhook, and re
worked food stratemy.
Excerpls:

Between 07 and Q2 of
FYZ1, what are the
consumer trends?

One ol the significant con-
cumer trend 5 rising <on
scloesness towards healch,
hygiene and need to boost
Erpnatiicy. In Ot we parlicip
aied in the hygiene segment
and nearly 15 per cent of our
turnover (for Aprl - June)
come from chere. Saniizers
are already a cluttered mar-
ket but new offerings Hke ve-
grie  Clean, disinfectant
sprays, ¢ hold pramise. I

INTERVIEW

the category relevance and
consumer habic ol a veggie
or frait wash is created, Lhen
It will be a sustainable me
divm-term trend.  Marico
also torayed invo the im
munity segwent with the
launch ol Honey,
Kadlka mix and Tur-
meric  milk  mix,
where focus 15 an
coming up with dil
ferentiated offerings.

tecondly, in-home con-
sumption continues leading
0 gravitation towards edible
nils and healthy foods, espe-
cially. in-between mieals seg
MLETLL,

Consumers arc value seck-
ing: but they are opting for
irusied leader hrands, Come
categories comprising leader
brands like Parachure, Saf
[ola, Nihar etc ave doing wetl,
We continue io have: con-
sumer advantaged pricing
and run atractve consumer
progtotions 10 recoeitel
packs

Fimally, ecommerce  seg-
ment is picking up signific-
antly. Marico made nvest
ments - here and  the
contribution went up Lo 7 per

CORSLINERS e value
seeking: but they are
opting for trusted leader
brands

PANAN AGIA WAL,
CFO, Mareco: L

cent in QIFYan, up brom & pes
cemt in IY2e,

How has distribution
channels played out?
Because of heightened social
distancing concerns, mod-
ern trade channels continue
to he challenged, However,
kiranas  have come back
stromgly. Moresver, unnrgan
ised wholesale distribution
channels contnue to have
their  issues,  Organised
wholesale channeis are gain-
ing ground substantially

in terms of performance,
wehat 5 the outlook now?
April was a washoul. Im-
provements began post May.

In Qi {Apsil o June), there
was a volume de-growth of 15
per cent in |ndia operations,
But for two months — May
and June — we saw 3 per cent
volume growth. In Q2 —lor
July-and August — further im-
provements kappened o
Corg calegory numbers. We
hope-to be in the green for
the remaining parnt of the
year, unless something un-
foreseen happens.

In terms of market share,
we have gained in most cat-
egories, In 90 per centof Lthe
portfolios we are number 1
oramangst the top two playv-
ers im 95 per cent of the
categories.

Marico is looking at
premiumisation of

offerings to improve
miargins, How will that play
out?

Premiumisation was Some:
thing weé were driving in
male grooming, VAHO {value
added hair oty and premium
skincare. However, In the car
reni scheme of (hings this
will take a backseat. We will
sefocus on [premiumisation
the categories probably in
F¥Zz. AL prescnl, we arg in-
novating In categories like
healthy foods and health and
hygiene, Given the lower dis-

posable incomes, i s very
uniikely that consumers will
upirade at the moment,

Why did the company shift
its strategy far the foods
category, from niche to
larger onesy
Base foods saw a 40 per cent
gprowth in Q1 Fy21 driven by
oals. Categories under Sal
fola — that include oats and
savory pats — and new ones
where we are getting (n will
bedriving numbers, in these,
thete are either one ar two
players, or we have come up
with differentiated offerings.
Maricor  has  consciously
awoided cluttersd segments
We have also changed our
stande in the segment. Frevi
ously. we participateéd in or
wiere creating niche categor-
ies through Fuily Gourmet
Range or Coco Soul. But we
realised that it was difficult
1o build scale, 50 we began
partckpatng in the larger
ones o build a viable tood
business model. Bul it does
not mean Marico did badly In
sepments like meal replace-
ment shakes, green coffée,
virgin coconut 0 apd 50 0n,
Fond was a less than T200-
crore business in FY20. It
shiould e & T450-500 crore
sepment by Fraz.



