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Chennai: Rising input prices,
inflation and increased com-
moditization of products are
forcing FMCG companies to

reinvent themselves. While

some are repositioning their
product lines, others are busy
reworking on packaging. "Con-
sumers tend to switch produgts
especially in those categories
where differentiation is thin,"
says Samuel Chandar, vice
president (HR and commer-
cial), Henkel India.

With double digit inflation
looming large on the horizon,
FMCG majors are first getting
their packaging act together.
"We are reworking on those
SKUs and packet sizes which
arefrequently purchased," says

‘Chandar. The company re-

cently brought out its popular
Fa deodorant in 75 ml and Mar-
go soap in 40 grams. The other
popular product in the stable,
dishwashing detergent Pril is
already available in sachets.

Henkel is also strengthen-
ing its distribution and logis-
tics. "The whole idea is to bring
in more efficiency and inno-
vation in the supply chain. We
are closely monitoring our
stock levels and loading pat-
terns," adds Chandar.

Others like CavinKare are
using the price tool to combat
inflation. "We offer the lowest
SKUs (meaning sachets) and
consequently the lowest price
points. In a way we have

blocked this segment of the -

market and the presence of

lowest SKUs and lowest prices -

will definitely prevent shift
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and substitution,” emphasis-
es Vineet Trakroo, vice pres-
ident, marketing, Cavin Kare.
Even if consumers don't
switch to cheaper substitues
during inflation, they nor-
mally switch from higher
SKUs to lower SKUs of the
same product.

Some others like Dabur are
positioning their fast-moving
items like juices on the health
plank. "We believe that
processed foods particularly
juices that are based on the

health platform would see

stronger growth. Also, with
the Indian consumer becom-

ing increasingly health con-
scious, the demand for juices
has witnessed rapid growth,”
says KK Chutani, general man-
ager-marketing (foods), Dabur
India. The company recently
unveiled an ad campaign that
focuses on the health benefits
of having juices.

Apart from retail sales,
Dabur is also betting big on
institutional sales to boost its
business in the juice catego-
ry. The company has tie-ups
with major hotels and restau-
rants. "We have also been
working with chefs and bar-
tenders to. create special
recipes using Real juices," re-
veals Chutani. He adds, "In-
stitutional sales are important
for the juice business and sales
in this category have been
growing in double digits."




