Marico to ramp up business in Bangladesh
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Following the success of its
nen-coconut oil portiolio in
Bangladesh, home-grown fast
moving consumer goods ma-
jor, Marice Ltd, is looking to
rampup olferings in the neigh-
bouring country.

The company forayed into
baby care in Bangladesh under
‘Parachute Just lor Baby' brand.
Over the last few years, it has
started playing in personal
care categories like shampoo,
value-added hair ails and male
grooming categories.

Bangladesh continues to be
Marico's largest overseas mar-
ket {outside India), accounting
tor 49 per cent ol itz interna
tional business turnover. The
company Operates in
Bangladesh through its subsi-
diary, Marico Bangladesh Ltd.

According to Pawan Agrawal,
CHO, Marico Ltd has been con-
sciously diversifying its portlo-
lio in Bangladesh over the last
half a decade. From largely a
coconut oil-enly portlolio un-
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der Parachute, the company
ramped up non-coconut oil of-
ferings in its largest market
outside India.

in (12 Fy21 Bangladesh opera-
tions grew by 16 per cent in con-
stant currency terms, led by
growth in the non-coconut oil
business. Parachute coconut
oil grew healthily and now ac-
counts for 65 per cent of the
turnover and the non coconut
oil piterings accounting for the
remaining 35 percent {upirom
25 per cent 1n FYIS ).

“Over the next couple of
years, the coconut oil portolio
should contribute less than 60
per cent of the turnover of our
Bangladesh operations. We are

ramping up the noncoconut
eil portiolio there to include
baby care, personal care and
male grooming products,”
Agrawal told Businessiine,

Vietnam operations

For Q2 kY21, Marico's interna-
tonal business grew by 7 per
cent while the operating mar-
gin in the international busi-
ness expanded o 231 per cent
tor the period (versus 205 per
cent in Q2 Fyao).

Amongst international busi-
nesses, South-East Asia includ-
ing Vietnam, which accounts
for 26 per cent of the interna-
tional business turnover, de-
grew by 6 per cent for the
September quarter following a
slowdown in the personal care
SCEMeCTL.

“South-East Asia, particularly
Vietnam, is seeing signs of re-
vival and the company is op-
tmdstic of exiting the vear with
meaningful growth,” Agrawal
said, adding that “learnings
from Bangladesh will be replic-
ated inthe geography.”



