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‘We are looking for opportunities in startups, digital-first brands’

Suneera Tandon
suneera t@livemint.com
NEW DELHI

mami Ltd plansto aggres-
E sively grow its Zandu

brand of healthcare prod-
uctsto exploit acovid-induced
surge in demand. Harsha V.
Agarwal, director, Emami, said
inaninterview that the maker
of BoroPlus cream, Kesh King
hair oil and Zandu chyawan-
prash hasalsorolled out several
digital-first brands and is also
looking at investment opportu-
nities in such brands. Edited
excerpts:

Are yourpersonal careand
male grooming categories
back to pre-covid levels?

Many of our categories are

Fromahousehold perspective,
oneneedsto he over-

more than their pre- !
levels. Some discretionary cate-
goriessuchasmen’sgrooming
are still to come to that level.
But we are seeing improve-
ment thereaswell. Someof our
categoriesgotimpacted dueto
the seasonality. Navratna, for
example, is a
summer brand, |NT
and peak of covid
wavesinboth the
yearswere duringthe summer
months. Butinmost categories,
we see demand has surpassed
pre-pandemiclevels.
Do you see consumers
tighten household budgets
over the nextsix months?
Obviously, there has been
inflation in some food items.

all budget and food isan essen-
tial item. So, we see more
impact in discretionaryspend-
ing. Now, whereinflation goes
from here will be crucial. The
only good point is that a large
percentage of our overallbusi-

ness is health-

M care, which is

essential  in
nature.
FMCG companiesare expe-
riencing high commodity
inflation. Is that cycle over
for Emami?

There has been inflation
overall, but we don’t see a big
upsidein pricesgoing forward.
But, yes, costs of a few items,
especially packing materials,

have gone up. We don’t see
them softening in the near
future. We have been diligent
in managing our margins and
theprofitabilitylevel. We have
been taking several initiatives
right from cost-reduction to

buying more effectively, and,
whenever needed, some price
increasesalsohavebeen taken.
So, overall, we probably don’t
seeany challenge.

Thereisincreased competi-
tion in healthcare and

immunity segment as
demand increases. Will you
capitalize on this demand?
We have done quite well in
theoverall healthcare segment.
Last year, our healthcare

‘Will the growth trend in
heathcare productsmoder-
ateas covid-19 abates?
Overall, health conscious-
ness among consumers has
goneup. In categoriessuch

portfolio as immunity,
(mainlyunder i if you ask me
brandZandw ~ WEWANtOPUISUE  hether sales
grew over  aggressive launches will remain at
40%. Also, we for the next one-two the samelevel
have intro- f as was seen
duced many years. We seeit as one during the
digital-first ~ Of ourstronggrowth  pandemic, I
products engines will say ‘No’.
e varshaVaganal Bl
= Director, Emami .
want to pur- what it was
sueaggressive pre-pan-

launches for the next one-two
years. We see it as one of our
strong growth engines.

demic, I would say ‘Yes'. I see
many other categories also
developing as consumers are

taking interest in their overall
health and looking for new
solutions, products, and for-
mats.

Last year, the company
increased its stake in The
Man Company. Will you
acquire or invest in such
new-age brands?

Yes, we are looking for
opportunities in the startup
areaand in digital-first brands,
where, as a company, we can
invest and have astrategic pres-
ence. The direct-to-consumer
space is very exciting. From
that perspective, it is a mix of
initiatives we are taking, right
from creating digital-first prod-
ucts under existing brands, to
acquiring orinvesting in other
digital-first brands.
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