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FMCG m a jo r M arico, w hich has 
picked up a 45 p er cen t stake in 
M um bai-based start-up Bellezi
m o Professionale Products for an 
estim ated  TlO crore, expects to 
use th e  buy to  focu s on  th e  salon 
d istrib u tion  ch annel.

The deal m arks th e  FMCG 
firm 's first investm en t in  a start
up. M arico expects to  use th e  sa
lon  ch an n el to  m arket and dis
trib u te  its ow n hair and skin care 
products. Salon d istrib u tion  is 
m arkedly d ifferen t from  th e  tra 
d ition al d istrib u tion  channels.

Said Saugata Gupta, MD & CEO 
o f M arico: “In h air care, th ere  is a 
convergence betw een hom e and

salon. Today salon is a fast-grow 
ing  ch ann el and a big  in flu en cer 
in ind u cin g  h a ir  care h ab its  and 
products. Instead o f  startin g  its 
jou rn ey  o f  m an u factu rin g  and 
m ark etin g  skin care produ cts for 
salons internally, w here th e  co m 
pany m ig h t n o t have readym ade 
capability, M arico has taken  a 
stake in a start-up.”

“The salon ch ann el w orks dif
ferently  and we intend  leverag
ing  it fo r th e  d istrib u tion  o f ou r 
h a ir care and skin care produ cts 
in future. Salon d istrib u tion  ba
sically helps as a d irect m arket
ing  m eth od  to  reach  o u t to  co n 
su m ers,” said Vivek Karve, C hief 
F inancial Officer, M arico.

Bellezim o was founded less

"Instead of starting its 
journey of manufacturing 
and marketing skin care 
products for salons 
internally, where the 
company might not have 
readymade capability, 
Marico has taken a stake in 
a start-up.”

SAUGATA GUPTA
MD & CEO, Marico

than  a year ago by D inesh Bhat, a 
form er H industan U nilever vet
eran. It has a range o f  skin lo
tio ns and firm in g  and w h iten ing  
p rodu cts u n d e rth e  Skyn Pro Nat
ural brand. These will now  get 
prototyp ed  across m om  and pop 
salons across th e  eastern m ar
kets initially.

Small investm ent
“We have m ade a sm all invest
m en t in th is sk incare m arketin g  
and m an u factu rin g  start-up as 
we expect it  to  develop its own 
d istrib u tion  over a period  of 
tim e  w ith  its go-to m arket stra te 
gy, w hich would also lead it to 
tie-ups w ith organised  salon 
ch ain s,” added Karve.

M eanw hile, M arico is also de
v eloping new  variants under its 
Parachute franch ise  after trim 
m in g  p rices by 6 p e r cen t in Oc
to b er due to  reduced co p ra p ric 
es. It has been  p ilo tin g  the 
Ayurvedic Gold varian t across 
th e  non-sou thern  m arkets to  ad
dress hair-fall concerns.

A M arico p rototyp e usually 
takes one-three years to  get ap
proved, d ep end ing  on  factors 
like sales, d istrib u tion  and co n 
su m er accep tan ce.


