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Future Gaze: Key Segments to Watch Out For

ANKITA RAY

HE home care market in India is grow-

ing steadily, driven by increase in

population and income levels. Exten-

sive cleanliness initiatives by the
Indian government, increase in disposable
income, and rise in awareness among rural
and semi-rural consumers would set the
pace for the future of the Indian home care
market.

Emerging segments in home care market

Historically, the laundry care segment
has been the cash cow for home care com-
panies based in India. A few notable initia-
tives set the foundation for other segments
to grow since the advent of the new BJP
regime in 2014. This is especially true for
the toilet care segment, making it the “star’
segment for companies operating in the
home care market.

Lucrative opportunity for manufacturers

‘Swachh Bharat Abhiyan’, a significant ini-
tiative undertaken by the Government of
India in 2014, is aimed at cleaning up the
streets, roads and infrastructure of India's
cities, small towns and rural areas.

A large part of the cleanliness drive is
focussed on eliminating open defecation in
semi-rural and rural areas. The government,
in collaboration with social development
organisations and household members of
cities, towns and villages, built over 56 mil-
lion household toilets since October 2, 2014.
The gradual increase in penetration rates of
toilets gave companies operating in the
home care market access to a big and under-
capitalised section of the nation, i.e., the
rural base.

Introduction of new toilets gave rise to the
need for cleaning substances to help main-
tain them. This paved the way for manufac-
turers of home care products to renew their
focus on a wide customer base for the toilet
care segment. From an addressable market
of only 31% of the population, companies
can now widen their reach and access a
whopping 69% of the population.

Challenges
The key challenge, however, was to create
a value proposition for the rural customer

Consumers in the rural base
look for cheap alternatives
such as acid, bleaching
powder and detergents,
among other things,
to clean toilets

base. The key areas companies needed to
address for the target rural population in
India included reluctance to invest in toilet
care products and extreme price sensitivity
in the market.

The nature of toilet care products is such
that they are not consumed or applied on the
body, and therefore, consumers in the rural
base look for cheap alternatives such as acid,
bleaching powder and detergents, among
other things, to clean toilets.

Since the target customer base is not cau-
tious about purchasing toilet care solu-
tions, preferring price over quality, it gives
an added advantage to private label or
non-branded manufacturers. Historically,
these manufacturers targeted the rural cus-
tomer base based on the single most
important parameter for the target market,
price. Until the Swachh Bharat
Abhiyan, the product offering by these

ie.,

manufacturers’” were majorly focussed on
household items such as water, oil and
body care products. These manufacturers
saw potential in the toilet care segment
and were the first to gain from the rising
awareness of using toilets and basic
hygiene among the rural base.

Market dynamics, added with increasing
competition from private label brands and
unbranded products, raised a predicament
for leading FMCG companies in the home
care market: how to break through the bar-
rier? The addressable market was too big a
base to disregard. In fact, with the right mix
of strategies, the toilet care segment in the
rural market could be considered a potential
cash cow for companies in the home care
market.

Two-Pronged Strategy

FMCG companies worked towards creat-
ing awareness and an economical product
offering to help shift consumers’ focus to
commercially available branded products
and break through the void of using toilet
cleaning solutions.

Companies decided on a two-pronged
strategy to break the void and capitalise on
the untapped rural market: advertising and
price strategising.

Advertising was the key to penetrate the
mind-set of the rural customer base.
Manufacturers had to focus marketing and
communication content around two key base
parameters: benefits of hygiene and toilet
cleaning solutions. Above-the-line (ATL)
marketing, a popular model used to commu-
nicate with masses, was undertaken by the
likes of Reckitt Benckiser, seller of toilet
cleaner brand Harpic. The company roped in
Amitabh Bachchan as its ambassador to
cover villages in nearly a dozen states and
pledged Rs 100 crore for its cleanliness drive.

Companies also invest in key below-the-
line (BTL) marketing activities in order to
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Urban consumers buy
bathroom fresheners

CONTINUED FROM P 36 p>

promote the benefits of clean
toilets and good hygiene by
executing the ideology. HUL is
a key example; the company
built a water, hygiene and sani-
tation community centre in
Mumbeai, linking it to the gov-
ernment’s Swachh Bharat cam-
paign through its global sus-

tainability agenda.
Additionally, the company,
through Domex Toilet

The toilet care
segment has come a
long way from
growing 3-6% until
2014 to 10-12%

Academy, takes efforts to make
toilets accessible and affordable
across slums in India.

FMCG majors acknowledged
the importance of price in the
decision-making process. In
2015, Reckitt and Dabur were
among the first few companies
to test the waters in rural mar-
kets based on price. Both the
companies launched small
packs of 200 ml at Rs 24-30 in
order to generate more trials
and usage in the target market.
Competition in this space has
since intensified, with HUL
entering the low-cost toilet care
market in 2017. The company
launched a 200 ml sachet at Rs
10 to draw traction. Although
HUL currently leads the home
care market in India, the suc-
cess of its endeavour to retain
leadership in the rural markets
is uncertain as of now.

Future Outlook

Overall, the toilet care segment
has come a long way from grow-
ing 3-6% until 2014 to 10-12% in
quarterly sales since the Modi
government launched the sani-
tation programme about three
years ago. Although these num-
bers boast of a glorifying
growth, India still has a long
way to go. With only 46% of the
households in India having toi-
lets, we are yet to touch the
halfway mark. Thus, the true
potential of the market is still
untapped and FMCG companies
should watch this space closely
as there is room for immense
growth in this segment.

However, is the potential
restricted to the toilet care seg-
ment or is there another segment
with potential for parallel
growth? With the awareness on
importance of hygiene, con-
sumers in urban areas seek to
buy bathroom fresheners.
Although the concept is far from
being a niche in rural markets,
this segment could tell a different
story in five to eight years. )

Reference

Economic Times - Toilet cleaner
sales doubled since PM's Swachh
Bharat Abhiyan - September 08, 2015

Business Wire - India Toilet Cleaner
Market Outlook, 2021 - Campaigns
Like 'Swachh Bharat' Will Go a Long
Way in Building Categories Like Toilet
Cleaners - Research and Markets -
June 08, 2016

Euromonitor International - Home
Care in India - March, 2017

Business Line - To cash in on Clean
India campaign, HUL enters low-cost

toilet cleaner market - June 08, 2017

(The author is
assistant manager at Aranca)

“(Com(]afete nourtshment ﬁr fatr, skin §{ Eozl}/ "

YASH EXPORTS

1)

Manufacturers:

COLD PRESSED VEGETABLE OILS™

Certified organic oils

Black Cumin Seed oil
(Nigella Sativa oil)

Flax Seed oil
Moringa seed oil

Conventional oils

Golden yellow jojoba oil
Colourless jojoba oil
Cucumber Seed oil
Almond oil

Apricot oil

Apple seed oil

Sesame seed oil
Borage oil

Evening Primrose oil
Rosehip oil
Seabuckthorn oil
Moringa seed oil
Chia seed oil
Pumpkin seed oil

Hazelnut oil
Macadamia Nut oil

Herbal cosmetics, Neutraceutical /Dietary Supplements, massage oil

manuiacturers, spa & beauty care clinics , aromatherapists,
pharmaceutical companies & others

may conlact Mr. Ynsll Kumar ]ain

M/s Yash Exports

32 Uniara Garden, Near Police Memorial, Jaipur-302004.
Ph: +91-141-2621053 | Mobile: +91-98290-10124
Email: kumarjainyash@gmail.com

Web: www.yashexports.in




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice




