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RACETO THE FINISH LINE

DIGITALINDIA
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REIMAGINING HUL: AN INTEGRATED MOATS ACROSS BUSINESS

Connected Consumers Connected Stores Agile Operations
Generating
BetterInsights

Engagement & Faster & Better
Feedback Innovation

Navigate the
shopper to
purchase

Demand Demand Demand
Generation Capture Fulfilment

Crafting
Effective

Communication

Deploying
Communication
Effectively

Technology Data & Advanced Analytics People & Culture




REIMAGINING HUL: CONNECTED CONSUMER

Generating Better
Insights
Engagement & Faster & Better
Feedback Innovation

Navigate the
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purchase

Crafting Effective
Communication

Deploying
Communication
Effectively




REIMAGINING HUL: CONNECTED CONSUMER

= Generating Better
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CREATIVITY IS THE BIGGEST FACTORIN DRIVINGROI

Creative = 50-80% of ROI

Source: Nielsen Cotdlina Research via the Advertising Research Foundcation May 2017



EXAMPLE = VASELINE - AV
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EXAMPLE = LOVE, BEAUTY & PLANET - AV

Health-conscious Eco-conscious
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Vegan
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FULLECOSYSTEM

HBEAUTIFUL.IN

Relevance
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Feedback Experience
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DIRECT TO CONSUMER

An integrated ecosystem that engages the consumer throughout the consumer journey
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LAKMEDTC

Never Before Sale - Upto 40% Off !

FESTIVE LOOKS HOW T0'S SHOP LAKME SALON
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AV:Lakme FashionWeek
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DATADRIVE MARKETING
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Sharper Targeting drives
relevance and is the key

to higher conversion
ratio
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REIMAGINING HUL: CONNECTED STORE

Demand Capture Demand Fulfilment

MyKirana

My Kirana Shikhar eB2B POS (Drachma) Fin Inclusion Unipay
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AV:Shikhar App

18



REIMAGINING HUL: AGILE OPERATIONS
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SMART ROBOTICS

Automated Bottle Packing

Automated Bottle Packing

Automated Jar Infeed
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REIMAGINING HUL: TECHNOLOGY, DATA & ANALYTICS AND PEOPLE & CULTURE

Technology Data & Analytics People & Culture
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Cloud Computing, Robotic Process
Automation, and ML forintelligentautomation

QY o

IoT

Leveraging|OT for data signal and
automation forfactory and warehouses

ANALYTICS & DATA EXPERWSE

Creating a Culture of
Experimentation

. /

A Data first Mindset
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Data Strategy

How do we Acquire the data
Create, Buy, Partnerships

How do we store the data:

Data and Info architecture, Technologies

Analytics/
Monetize

How do we manage the data:
Security, compliance , governance

Data & Analytics

Data Score Card

Impressions

, Interactions

Connections

Reachable
Audience

Data at the Centre of Strategy

Data Privacy

Sustained Consumer &
Customer Trust around Data

COMPURNY

Personal Data Protection Bill: Actively Managing the
India’s GDPR Data P&L




REIMAGINING HUL: AN INTEGRATED MOATS ACROSS BUSINESS

Connected Consumers Connected Stores Agile Operations
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BetterInsights
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Feedback Innovation
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