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Cr presence overseas

FMCG major

diversifies portfolio

in global markets

ABHISHEKLAW
Hi)[kata Novemberl7.
Wi‘t:h its international busi-
ness w1tnessing good growth,
home-grown FMCG company
Marico is eyeing a stronger
footprint in core foreign mar-
kets such as Bangladesh, Viet-
nam, West Asia, and North
Africaand South Africa.

“All geographies have done
well except for South Africa
where there are macro head-

winds,” Vivek Karve, Chief Fin-

ancial Officer, told Business-

- Line, adding that Marico was

“eyeing double-digit constant
currency growth across core

mternatlonal markets.” Con-
stant currency growth refers

toatop-ine growth calculated

excluding the impact of for-
eign exchange and currency
fluctuation.

In Q2 of this fiscal, the inter-
national business witnessed
an 11 per cent constant cur-
rency growth (translating
into an 18 per cent year-on-
year growth invalue terms).

Profit before interest and
tax tosalesimproved onay-o-y
basis, from 15.8 per cent in Q2
kY17,t017.3 per cent in Q2 FY18
andto17.7 per centin Q2 FY19.

Improved performance

According to an Edelweiss Se-
curities report, international
business in South-East Asia
(mainly Vietnam and Myan-

Vivek Karve, CFO, Marico Ltd

mar) recovered to grow by 14
percent, |
Vietnam, whichwaslagging
for nearly five quarters be-
cause of issues relating to the
‘route to market’, witnessed a
double-digit growth while in
Rangladesh, another key mar-

- ket, the topline grew by 10 per

cent y-0-y (volumes up 3 per
cent), in constant currency
terms.

Both Egypt and the West
Asian  businesses  posted
double-digit volume growth
during the quarter. Business
in the MENA region too wit-
nessed double-digit growth,
for four quarters in a row, the
report stated

Dwersifyingportfollo
According to sources, Marico
has been diversifying its
product portfolio in core in-
ternational markets for quite
sometime now, Strategic in-
vestments were made and
these are now paying off.
Forinstance,in Bangladesh,
it “de-risked” the portfolio.
From a coconut-0il only port-

folio (driven by Parachute), it

started pushing in a mix of

non-coconut oil offerings. The

mix of non-coconut oil portfo-

lio has gone up from 20 per

cent in FY16 to 26 per cent in.
FY18. And, according to Karve,

itis likely to become 30-35 per

cent over the next 2-3 years.

(The non-coconut oil porttolio

grew by 40 per cent year-on-
year- in constant  currency

terms.)

Sirnilarly, in Vietnam, it
entered the female grooming
segment with a brand called
‘Sedure’.

In Myanmar, the cornpany
extended the scope of its
value-added hair oil, while in
the Guifitintroduced coconut
oil and tonic products under
the Parachute franchise,




