Brands tress up for -
the beauty boom

Hair care trumps the list as urban consumers bite the

premium bait and entry-level products fuel rural growth

for the wrban consumer

TEHARASIMHAR
(hennai, I lanuay
n the big gold rush that
I the Indian beauty indus-
try has spawned in recent
vears, halr care has found its
way fo the top of the charts
with global and national
brands expanding their port-
folios and widening their dis-
tribution platforms in the cat-
egory. Big brands such as
P&G, Marico, HUL, Cavinkare
have launched special prod-
wets 1o capture the premium
end of the market in urban
India while offering
affordable entry-level exten-
slons for first time users in
small lwwns
The hair care industry has
evolved to a base of ¥122 500
crore according 1o a report by
Nielsen India titled, "The
beauty market is letting its
hair down™, Categories oper-
ating in the business have
experienced a 9.6 per cent val-
ue compound annual growth
rate (CAGR) and new-age seg-
ments have champloned this
growth; compared with the
overall hair care industry, col-
orants ane growing at L5 times
and conditioners are growing
at 1.2 times, the report added.
While demand for hair
care products is increasing in
both rural and urban markets,
urban consumers have proven
1o be more extravagant. They

(Clockwise from fopk The booming hair care
market has led brands such as Pantene from P&G,
Nihar from Marico and Indulekha from HUL 1o
come up with innovative premium extensions

spend three times as much on
halr care products as those in
rural areas and have moved
beyond basic hair care prod
ucts. “Trade channels are rid-
ing on this momentum, as
chiemists in urban areas are
stocking more problem-solv-
ing and styling products,” says
the report. Rural consumsrs
are on the other hand seeking
entry level haircare products.
“We invest continuously in
problem salving products that
address urban consumers'
individual needs and there-
fore launched products like
Pantene Oil Replacement, a
multi-purpose hair product
for the urban consumers and
Head & Shoulders 2-im-1
shampoo with conditioner,”
said a PRG spokesperson.
However, rural remains a pri-
ority market for it and henoe it
will continue to innovate and
offer competitive proposition
based on the consumer needs.
The rural market
contributes 54 per cent tothe
segment, the urban 44 per
cent, the report noted
Nourishment and mainte-
nance products account for
around 48 per cent of the mar
ket, followed by problemm solu-
tions brands contributing o
41 per cent of the hair care
marker, Styling contributes (o
11 per cent of the market,
according to the report.

i -
Both wrban and mural mar-
kets are participating In the
growth of hair care segment,
with rural through more pen-
etration and sachets while the
urban market is geowing in
terms of premiumisation,
upgradation to larger packs
and a lot of innovation in the
category, says Gayatri Kabilan,
group brand manager ar
CavinKare, FMCG Marketing.
She says that the consumers
within a family have become
more brand consclous; there
used to be one brand per
house, now there are different
brands used by the family
members in the same house.
Premiumisation Is a clear
avenue for growth in the hair
care industry with the current
growth of the premium seg-
ment is between 1.3 and 1.6
times as compared to overall
hair care category, says the
report. The way consumers
engage with the product is
alsochanging. “Earlier people
in urhan areas used to have a
twio or three step routine like
hair oil. hairwash and hair
color, But more steps are get-
ting added now. Conditioners
and hair style products are
coming in. In rural India it is
still a two-step process.
Companibes are also loaking at
bagging the long term con-
sumer through bigger packs,”
Kabilan said.

CROWNING GLORY

Indian hair care industry is
estimated at ¥ 22,500 crore

(43.3 biflion)

The premium segment has
seen between 1.3-1.6 times
growth as compared to the
overall hair care category

Hair ranks $#1 as the aspect
that defines beauty
among both menand
women inIndia

One of every two rural
consumers isseeking
entry-level hair
nourishment produdts,
resulting in the rural
market contributing 54%
to the segrment

ource: Hietsen

Marico, another big brand
that has been associated with
hair care through its hair oil
and claims a 34 per cent of the
volume market share at an all
-India bevel in the value added
hair cils segment through its
brands Parachute Advansed,
Nihar Naturals and Hair &
Care, says that the company
is focused on expanding its
hair care play through dis
tinctive and premium innova-
tions that solve unmet con-
sumer needs. Marico’s most
recent introduction, True
Roots Botanical Hair Tonle,
promises to delay ecarky grey-
ing by increasing the melanin
levels in the hair roots.

“The company aims to
grow hair il volumes in dou-
ble-digits over the medium
term, on the back of growth
in the core portfolio, driving
premiumisarion and scale-up
of new launches, while also
increasing penetration
through low unit packs at the
bottom of the pyramid.” said
a Marico spokesperson. The
company also believes that
the opportunities in hair care
today spell big business even
for relatively under-leveraged
sub segments. While new

“brardsamd prodacts oo
es could improve the market.
the success stories are limived
to just a few and the brands
<an transfiorm the stagnaticn
in the categories by identify-
ing sub-segment opportuni
tles within larger segments.
says Dinesh Kapoor,
managing director. Mielsen-
South Asia.



