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Emami keeps Fair and Handsome, for now

WHAT LED TO THE CHANGE

® Comes months after Emami locked horns with
HUL over the use of Glow & Handsome

® Says itwas an endeavor to keep the
brand in-sync with the needs of
consumers by addressing
concerns with an

appropriate promise

FMCGs redefined their 'fairness’
offerings to make it more
inclusive in the backdrop of the
“BlackLivesMatter" movement

ISHITA AYAN DUTT

Kolkata, 23 November

Emamihasrelaunched its Fairand
Handsome range with a twist: the
proposition forthe men’sgrooming
productshasbeen changed from
“fairness”to “radiance”.
Therelaunch comes monthsafter
Emamilocked horns with fast-
movingconsumergoods (FMCG)
giantHindustan Unilever (HUL) over
the use of Glow & Handsome brand
name foritsmen's skincarerange.
Emami saiditwas an endeavour
tokeepthebrandinsyncwiththe
latest needs of consumers by
addressingconcernswithan
appropriate promise.
“Today'sconsumersarelooking
for fairness-plus benefits. Ourlatest
researchshowed thatinadditionto
thelackofradiance onthe face,
consumerswerealsolookingfor
solutionsto preventdull lookingskin,dark
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InJuly, HULrenamed
its skincare brand ET
TALH AN
Fair & Lovely as
Glow & Lovely

® The new packaging
bears the ‘radiance’
proposition and
shuns the 'before
and after’ impressions

spots/circles, etc,” said aspokesperson for
Emami. Thenew packagingbearsthe
‘radiance’ proposition and shunsthe ‘before
and after’ impressionstoreflect a transition
from ‘darktolight’skin tone.

Overthe past few months, FMCG
companiesredefined their ‘fairness’ offerings
to make them moreinclusive in the backdrop
oftheglobal BlackLivesMatter movement.

InJuly, HUL renamed its popular skincare
brand Fair & Lovelyas Glow & Lovelyand
rebranded the men’s skincare range as Glow &
Handsome. That sparked alegal battle, as
Emami also claimed ownershipofthe
trademark. However, the Bombay High Court
restrained Emami fromusing Glow &
Handsome in atemporary courtorder.

Emamididn’twanttocommentonthe
casesince it wasstill sub-judice. Butthe
company said it was oneofthe firstto
proactively initiate the makeover.

“Ourradiance packs were in the market
around June itself before competition started
reactingtosocial mediachatter,” added the
spokesperson for Emami.

Notaskin-deep change as 'category creator' comes riding on the promise of ‘radiance’

Further, the spokesperson said its Fairand
Handsome Radiance Cream for Men now has
a‘seven-day radiance promise’, which offers
keybenefitslike sun protection, oil control,
and a ‘youthful’ look. “Wethoroughly tested
various optionsand found radianceasagood
substitute for capturing these fairness-plus
benefits,” said the spokesperson, adding,
“radiance” isalso moremasculine (as
opposedto ‘glow’).

Achangeinbrand namewould havehad
major implications forthe Fairand
Handsomebrand. Thesizeofthe brandis
280 crore, accordingtomoving annual total
(December 2019 Nielsen), said sources.
Thoughnotone of its biggest brands, Fairand
Handsome was launched by Emami in 2005
and becamea category creator.

Evenamong non-users, the brand name
evokes strong brand recall and goodwill, the
company pointed out. “As of now, we
continue totarget new consumers, consumer
segments, and address new-age benefits
while retainingthe brand name,” the
company spokesperson added.
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