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This Release / Communication, except for the historical information, may contain statements, including the words or
phrases such as ‘expects, anticipates, intends, will, would, undertakes, aims, estimates, contemplates, seeks to,
objective, goal, projects, should’ and similar expressions or variations of these expressions or negatives of these terms
indicating future performance or results, financial or otherwise, which are forward looking statements. These forward
looking statements are based on certain expectations, assumptions, anticipated developments and other factors which
are not limited to, risk and uncertainties regarding fluctuations in earnings, market growth, intense competition and the
pricing environment in the market, consumption level, ability to maintain and manage key customer relationship and
supply chain sources and those factors which may affect our ability to implement business strategies successfully,
namely changes in regulatory environments, political instability, change in international oil prices and input costs and
new or changed priorities of the trade. The Company, therefore, cannot guarantee that the forward looking statements
made herein shall be realized. The Company, based on changes as stated above, may alter, amend, modify or make
necessary corrective changes in any manner to any such forward looking statement contained herein or make written or
oral forward looking statements as may be required from time to time on the basis of subsequent developments and
events. The Company does not undertake any obligation to update forward looking statements that may be made from
time to time by or on behalf of the Company to reflect the events or circumstances after the date hereof.

SAFE HARBOUR STATEMENT
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OUR JOURNEY OVER THE LAST 10 YEARS

2.3X 
~Rs. 21,000 Cr. added^

Net Sales

+ 740 bps delta
~Rs. 6,000 Cr. added

EBITDA

7.1X
~Rs. 318,000 Cr. added

Market Capitalization

*Numbers pertain to FY 2018-19. Net Sales excludes other operating income. Market Capitalization as on 31st March 2019.
All nos compared with FY’2008-09 which is reinstated to reflect key IND AS accounting impact; Net Sales excludes other operating income

^Not adjusted for GST accounting impact

Rs. 37,660 Cr.* EBITDA margin 23%* ~ Rs. 370,000 Cr. *
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SOME OF THE OUTSTANDING PERFORMERS: LAST 6 YEARS

Hair Care TeaColor Cosmetics Laundry
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HAIR CARE

All nos are basis internal management reporting & compared with FY’12-13. Market share increase is as of MAT April’19

Strong play in 
naturals

Focus on innovations 
and premiumization

Consistent growth

X

1.9X

FY12-13 FY18-19

Turnover

~560bps

Market Share

DOVE LAUNCHED IN 2007, IS NOW THE BIGGEST HAIR CARE BRAND IN INDIA
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COLOR COSMETICS

All nos are basis internal management reporting & compared with FY’12-13

Innovation led growth
Agile and innovation 

driven
Trend setting

X

2.3X

FY 12-13 FY 18-19

Turnover

Launches

~150 SKUs 
launched 

every year on 
an average

LAKME IS THE BIGGEST COSMETIC BRAND IN INDIA
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LAUNDRY

All nos are basis internal management reporting & compared with FY’12-13

Brands with purpose
Market development & 

premiumization
Profitable growth

X

1.7X

FY 12-13 FY 18-19

Turnover

Profitability

3.6XX

HUL IS THE NO.1 LAUNDRY COMPANY IN INDIA
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TEA

WiMI stands for Winning in Many Indias.
All nos are basis internal management reporting & compared with FY’12-13. Market share increase is as of MAT April’19

WiMI led growth Market development Strong WiMI play

X

1.8X

FY 12-13 FY 18-19

Turnover

Market Share

2.1XX
~230bps

HUL IS THE NO.1 TEA COMPANY IN INDIA
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2000+ Crore 1000+ Crore 500+ Crore 

OUR PORTFOLIO OF ICONIC BRANDS
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BEING RECOGNIZED

ET – Corporate Citizen of 
the year 

Business Standard  –
Company of the year 

Open Republic Achievers 
Awards

2018 2018 2018 2018

AIMA - Business Leader 
of the year

2015

ET – Company of 
the year 

2017 & 2018

Most Innovative
#8 Globally & #1 in India

Employer of Choice in the 
Industry - 10 years in a row

2009 - 2018



INDIA – A LAND OF OPPORTUNITIES
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INDIA IS BECOMING A LARGE AND BURGEONING ECONOMY

Sixth largest economy
Fastest growing
large economy

4.1%

6.8%

 Pre Liberalization  Post Liberalization

~ 7% sustained GDP growth rates

1960-1991 1991-2017

Consumption component of GDP @ 60%

Opportunity to be a $10Tn 
economy in next 15 years

$7.2 
Tn

$2.6 
Tn

2017 2032

Shift 
Momentum $

 1
0

 T
n

$3.0 
Tn
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FACE OF MARKETS IS CHANGING RAPIDLY

71%
59%

38%

24%
35%

46%

3% 4%
12%

1% 2% 4%

2013 2017 2025 E

Living Standard Measure Profile 

(LSM) - India

LSM 0-3 LSM 4-7 LSM 8-10 LSM 11 +

Rising affluence

3rd
biggest start-up hub in the 

world

Technology and innovationsEvolving consumer trends

LSM Profile: IMRB Household panel
India Startup ranking : NASSCOM Zinnov 2018 report
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WITH HUGE POTENTIAL IN FMCG

* Urban Only
** FMCG Market where HUL has a presence

Penetration Data – Household Panel data from IMRB
FMCG Consumption and Market Price Segmentation - Nielsen

Low penetration Low premiumizationLow consumption

FMCG per capita consumption

X

~2X

~4X

India

Indonesia

China

Indian FMCG Market Price Segmentation
2018**

Premium

Mid

Mass

41%

28%

31%
3 

26 

Body Wash*

Dishwash Liquids

Soups*

Hair Conditioner

Washing Liquids

Body Lotion

Face Wash

Instant Coffee

Hand Wash*
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WE ARE WELL POISED FOR GROWTH
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Building Blocks

5. Execute 
brilliantly

1. Strengthen the 
Core

2. Create categories 
of future

3. Drive 
premiumization

Enabled by

6. Create new 
structures

7. Transform 
culture

4. Generate fuel 
for growth

8. Build capabilities 
(Re-imagining HUL)

Purpose-Led, Future-Fit

Portfolio Rigour and Discipline

OUR STRATEGY
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5. Execute 
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2. Create categories 
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6. Create new 
structures

7. Transform 
culture

4. Generate fuel 
for growth
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(Re-imagining HUL)

Purpose-Led, Future-Fit
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STRENGTHEN THE CORE

UNDERPINNED BY PURPOSE-LED COMMUNICATIONS AND ENGAGEMENT PLATFORMS

Act on local 
trends

Bru adapting to consumer 
palette in different clusters

Strengthen 
the reach

Kissan driving 
penetration

Continuous 
innovation/renovation
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PURPOSE-LED COMMUNICATIONS & ENGAGEMENT PLATFORMS
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Building Blocks

5. Execute 
brilliantly

1. Strengthen 
the Core

2. Create categories 
of future

3. Drive 
premiumization

Enabled by

6. Create new 
structures

7. Transform 
culture

4. Generate fuel 
for growth

8. Build capabilities 
(Re-imagining HUL)

Purpose-Led, Future-Fit

Portfolio Rigour and Discipline

OUR STRATEGY
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20% OF HUL’S BUSINESS GROWING AT 2X OF HUL AVERAGE

More benefits

Building Liquids Portfolio

M
o

re
b

e
n

e
fi

ts

Rising Income

Drive category penetration

Increasing penetration in 
Nascent Categories

Expansion
across sub-categories

Foraying into Body wash and 
Anti-perspirants

Powered by consumer 
connects – online & offline

5X scale up in consumer 
contacts*

S
E

E
D

E
X

P
L

O
D

E
A

C
C

E
L

E
R

A
T

E

cleanipedia.com underlining 
importance of hygiene

CREATE CATEGORIES OF FUTURE

* From 2014 to 2018
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NATURALS PORTFOLIO GROWING AT 2X OF OVERALL HUL AVERAGE

Specialist brandsMaster brand: Lever Ayush Brand extensions

BUILD NATURALS
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Strengthen Ice Cream portfolioNaturals play in Hair Care Leverage Health & Wellness trend

* Subject to regulatory approvals coming 
through; proposal pending with NCLT

LEVERAGE M&A TO EXPAND PORTFOLIO
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Building Blocks

5. Execute 
brilliantly

1. Strengthen 
the Core

2. Create categories 
of future

3. Drive 
premiumization

Enabled by

6. Create new 
structures

7. Transform 
culture

4. Generate fuel 
for growth

8. Build capabilities 
(Re-imagining HUL)

Purpose-Led, Future-Fit

Portfolio Rigour and Discipline

OUR STRATEGY
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*Source: Nielsen (Urban + Rural)

DRIVE PREMIUMIZATION

Our premium portfolio is 
over-indexed to market Portfolio straddling the pyramid

X

1.3X

Market HUL

% contribution of portfolio

Premium

Popular

Mass

1.3x

1.1x

X

HUL share 
of segment*

>1.2x

> 0.8x &
<= 1.2x

<= 0.8x

Price 
Index
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Building Blocks

5. Execute 
brilliantly

1. Strengthen 
the Core

2. Create categories 
of future

3. Drive 
premiumization

Enabled by

6. Create new 
structures

7. Transform 
culture

4. Generate fuel 
for growth

8. Build capabilities 
(Re-imagining HUL)

Purpose-Led, Future-Fit

Portfolio Rigour and Discipline

OUR STRATEGY
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End-to-end cost focus SavingsPowered by

Materials

Overheads
Return on 
Marketing 

Investments

Non Material 
Supply Chain 

Costs

Organization wide effort Crowd sourcing of ideas
Driving virtuous cycle 

of growth

% of Turnover

2014 2015 2016 2017 2018

1.8x

x

TOTAL SAVINGS > 7% OF TURNOVER

GENERATE FUEL FOR GROWTH
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EXECUTE BRILLIANTLY

Agile supply chain

Optimized Inventory holding 

while sustaining high service 

levels

Speed to market

Faster 
landing of 

innovationsBefore Now

x
1.4x

x

0.7x

0.74

0.76

0.78

0.8

0.82

0.84

0.86

0.88

0.9

0.92

0.94

30

35

40

45

50

55

2015 MQ19

Inventory days Service

+1000bps

Art of Pricing

Right Pack

Right Place

Right Price

Systematic expansion in 
coverage and assortment

Effective Coverage*

Assortment

Effective channel strategy

Traditional channels remain 
ever-relevant

Accelerate Channels of Future

MT driving 
visibility

Ecom
exploding

*No. of outlets with monthly average billing >INR 500

2015 MQ19

x

1.9x

2015 MQ19

x

1.8x
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Building Blocks

5. Execute 
brilliantly

1. Strengthen the 
Core

2. Create categories 
of future

3. Drive 
premiumization

Enabled by

6. Create new 
structures

7. Transform 
culture

4. Generate fuel 
for growth

8. Build capabilities 
(Re-imagining HUL)

Purpose-Led, Future-Fit

Portfolio Rigour and Discipline

OUR STRATEGY
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CCBTs empowerment 
bringing in agility 

15 mini-boards with 
cross-functional 
participation

More consumer & 
customer centric

Land bigger, faster 
innovations

Free Leadership to 
focus on longer term 
goals, manage 
disruption and 
explore inorganic 
growth opportunities

WiMI-led distinctive 
strategy at cluster level

Grow by removing barriers of 
proxy usage

Leverage by increasing usage 
occasions

Low Penetration Markets

Other Markets

High Low

Nominal Gross Regional Domestic 
Product Per Capita (US$)

India
A heterogeneous country

Example:

CREATE NEW STRUCTURES

CCBT: Cluster Category Business Team
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TRANSFORM CULTURE

Build diverse and inclusive 
workplace

Focus on holistic wellbeing

Embracing inclusion beyond gender 
and breaking stereotypes

+2000 bps 
improvement in 

gender balance in 
last 8 years

People with 
purpose

Physical and 
mental wellbeing

HUL Awarded 
‘Unilever Health and 

Wellbeing’ Gold
Category Award 

Nurture experimentation culture

Distinctive Technology giving 
Competitive Advantage

Appropriate 
Large Part of 

the Value 
Chain

Consumer Need/ 
Unmet Problem

40%
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Building Blocks

5. Execute 
brilliantly

1. Strengthen the 
Core

2. Create categories 
of future

3. Drive 
premiumization

Enabled by

6. Create new 
structures

7. Transform 
culture

4. Generate fuel 
for growth

8. Build capabilities 
(Re-imagining HUL)

Purpose-Led, Future-Fit

Portfolio Rigour and Discipline

OUR STRATEGY
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DIGITAL TRENDS SHAPING INDIA

Shift to mobile viewing
Rise of rural & vernacular 

content

Plummeting data costs
Increased usage

Exponential data growth + India stack
3rd largest start-up

Ecosystem in the world#

77%

10%
7% 6%

Mobile

Desktop
Smart TV

Laptop/
Tablet

Type of Device by % of Users

560 Million Internet 
Users*

Urban

Rural

650+ Million560 Million

52%

48%

2018 2020 E

60%

40%

A

Rs.205/GB

Rs.12/GB

2016

2018

24.3 Billion 
Annual Digital 

Payment 
Transactions* 1.22 Billion People with 

Unique Biometric Digital 
Identities*

7,200+
TECH 

STARTUPS

Data Sources: * India’s Trillion Dollar Opportunity Feb 2019, MEITY. Decoding Digital Impact; 2017 Report  by BCG & Google; YT data extracted in April 2018
Kantar IMRB Internet Report 2017,2018; 2017 KPMG Google Report on Indian Languages – Defining India’s Internet, 

# Nasscom Indian Startup Ecosystem Report 2018
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A FULL PROGRAM ACROSS BUSINESS

PARTNERSHIPS WITH START-UP ECO SYSTEM

HUL Digital Council: Representation across functions
Organization designed to enable 

digital transformation

CD: Customer Development  |  CMI: Customer Marketing Insights  |  CDO: Chief Data Officer  | Market Trans: Market Transformation
COE: Centre Of Excellence  |  LT: Leadership Team  |  CC: Consumer Cluster  |  MC: Management Committee

3 Divisions

M
D

 &
 C

h
a

ir
m

a
n

M
a

rk
e

t 
T

ra
n

s

MediaFinance HR Legal

CD CMIR&DE-Com
Supply 
Chain

IT

C
D

O

HUL Digital Council
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OUR DIGITAL TRANSFORMATION PROGRAM

AN INTEGRATED E2E ORGANIZATION CHANGE PROGRAM LEVERAGING TECHNOLOGY

RE-IMAGINING HUL
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RE-IMAGINING HUL

Enabled by

Data Augmented Decision MakingAutomation

▪ Consumer 
Understanding
& capturing top 
traits

Picking Up 
Consumer Signals

▪ Data Driven 
Marketing

▪ Humara Shop

Generating 
Demand

▪ Connected Shopper

▪Connected Stores

▪ Retailer App

▪ Payment Ecosystem

Demand Capture

▪ From Service to Fulfilment 

▪ Enabling assortment driven 
growth

Demand Fulfilment

MODERN 
FULFILMENT

TRADITIONAL 
SERVICE
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Building Blocks

5. Execute 
brilliantly

1. Strengthen the 
Core

2. Create categories 
of future

3. Drive 
premiumization

Enabled by

6. Create new 
structures

7. Transform 
culture

4. Generate fuel 
for growth

8. Build capabilities 
(Re-imagining HUL)

Purpose-Led, Future-Fit

Portfolio Rigour and Discipline

OUR STRATEGY
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MAKE SUSTAINABLE LIVING COMMONPLACE
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DRIVEN BY PURPOSE : OUR SUSTAINABILITY PLAN

Health and well-
being

Sustainable 
sourcing

Enhancing 
livelihoods

> 150 MILLION 
people impacted till date

100,000+ 
Shakti entrepreneurs

> 5,20,000
Youth benefited with Rin 

Career Academy

> 2.9 million 
people benefited under 

Prabhat

100% TOMATOES
65% TEA

sourced sustainably

Becoming plastic 
neutral

REDUCE
REUSE

RECYCLE
RECOVER

Water

Hindustan Unilever 
Foundation

> 700 BILLION LITRES
of water saved
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AV 1:  START A LITTLE GOOD – WATER
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AV 2: HINDUSTAN UNILEVER FOUNDATION (HUF)
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AV 3:  SHAKTI
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AV 4:  START A LITTLE GOOD – PLASTIC 
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CLEAR AND COMPELLING GOAL

4G Growth

Consistent, Competitive, Profitable, 
Responsible Growth
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HUL IS RE-INVENTING ITSELF TO BE
PURPOSE-LED, FUTURE-FIT
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For more information & updates
For More Information

THANK YOU



Beauty & Personal Care
Sandeep Kohli, Executive Director BPC

Annual Investor Meet | 7th June 2019
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FY 2018-19 PERFORMANCE HIGHLIGHTS

Strong Brands

27% Operating margin*

~46 Bps#

Net Sales Operating Margin

7 Brands with 
Turnover > 1000 Crores

Double Digit Turnover 
Growth

* Segment Margins (EBIT) FY 2018-19 excludes exceptional items

# Operating margin improvement in one year (FY’19 Vs. FY’18)
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STRONG POSITION IN ALL KEY CATEGORIES
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PORTFOLIO HELPS US TO WIN IN MANY INDIAS

1

1200

Portfolio covering all price tiersTailored portfolio for each cluster

< 40% are PAN India

900+ SKUs for BPC
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OUR PURPOSE

INSPIRE A BILLION INDIANS 
TO TAKE MORE CARE OF THEIR PERSONAL CARE

AND THE BEAUTIFUL COUNTRY WE SHARE
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OUR STRATEGY

Growth Segments Growth Channels Purposeful BrandsNew Marketing Models

Core Premium

MT E-Comm Health & 
Beauty

Brand Engagement Platforms 
Rooted In Purpose

Data Driven 
Marketing

Content

Market 
Development

New 
Spaces
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OUR STRATEGY

Growth Segments

Market 
Development

New Spaces

Core Premium



8

GROWTH SEGMENTS: CORE

Recruit more users Drive access packs Keep brands aspirational

Annual 
Penetration 

Quarterly 
Penetration

Using Data Analytics to Drive mix
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AV 01:  LUX TVC
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GROWTH SEGMENTS: PREMIUM

New benefit spaces Leading trends
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GROWTH SEGMENTS: MARKET DEVELOPMENT

The opportunity Our approach

PCC in 
India

PCC in 
Indonesia

=
1__
2

PCC stands for Per Capita Consumption
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GROWTH SEGMENTS: NEW SPACES

Naturals Mens
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AV 02:  INDULEKHA TVC
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OUR STRATEGY

Growth Channels

E-Comm Health & 
Beauty

MT
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GROWTH CHANNELS

Modern Trade E-Commerce Health & Beauty
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OUR STRATEGY

New Marketing Models

Data Driven 
Marketing

Content
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NEW MARKETING MODELS

Data  driven marketing Content

#Beauty and Personal 
Care Wikipedia
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AV 03:  BE BEAUTIFUL
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Purposeful Brands

Brand Engagement 
platforms rooted in purpose 

OUR STRATEGY
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PURPOSEFUL BRANDS  
Brand engagement platform rooted in Purpose

FAL Foundation#ShowUs



21

AV 04:  FAIR & LOVELY TVC
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PURPOSEFUL BRANDS

Connecting with “media dark” India via Lifebuoy Infection Alert System

Disease Data Analysis

Risk Level Identification

Infection Alert System

1-1 Communication
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HAMAM #GoSafeOutside

Self Defence Training

Watch on Crime

Secured Mother’s Network

1-1 Communication

PURPOSEFUL BRANDS
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AV 05:  HAMAM PURPOSE
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OUR STRATEGY

INSPIRE A BILLION INDIANS TO TAKE MORE CARE OF 
THEIR PERSONAL CARE AND THE BEAUTIFUL COUNTRY WE SHARE

Growth Segments Growth Channels Purposeful BrandsNew Marketing Models

Core Premium

MT E-Comm Health & 
Beauty

Brand Engagement Platforms 
Rooted In Purpose

Data Driven 
Marketing Content

Market 
Development

New 
Spaces



THANK YOU !



Home Care
Priya Nair, Executive Director HC
Annual Investor Meet | 7th June 2019











Growth Segments









Growth Channels





Building Future 
Formats & Benefits













Purposeful Brands









THANK YOU



Foods & Refreshment
Sudhir Sitapati, Executive Director F&R

Annual Investor Meet | 7th June 2019
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FY 2018-19 PERFORMANCE HIGHLIGHTS

Strong Brands

17% Operating Margin*

~180 Bps# 

Net Sales Operating Margin

4 Brands with 
Turnover > 500 Crores

Double Digit Turnover 
Growth

* Segment Margins (EBIT) FY 2018-19 excludes exceptional items

# Operating margin improvement in one year (FY’19 Vs. FY’18)
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STRONG POSITION IN ALL KEY CATEGORIES

Tea

#1 #2

Coffee

#1

Ketchup

Source: Nielsen & *Euromonitor 2018

#1

Jams*

#2

Ice Creams*
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TO HELP SHAPE INDIA’S FOOD REVOLUTION

OUR PURPOSE

As one of India’s largest Foods & Refreshment companies, we will use science & expertise to serve the 
majority of Indians by preserving the goodness of farm in a healthy, hygienic and sustainable way. 
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OUR STRATEGY

Growth Segments Growth Channels Purposeful BrandsM&A

*Subject to regulatory approvals
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Growth Segments Growth Channels Purposeful BrandsM&A

OUR STRATEGY

Growth Segments

*Subject to regulatory approvals
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NATURAL CARE HAS SUCCESSFULLY LEVERAGED THE TREND OF 

HEALTH AND WELLNESS 

Iconic brands
Persuasive communication with 

strong claims
Consistent results

Natural Care

~2X
in the last 3 years

Source: Nielsen MAT March’19

AV 02: Red Label Natural Care
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DEVELOPING THE KETCHUP MARKET IN INDIA 

Underpenetrated category Communication aimed at market 
development

Leading the market development

Users

30%

Non 

Users

70%

4 out of every 5 category 
entrants through kissanAV 03: Kissan TVC
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REVISED STRATEGY HAS HELPED US DOUBLE OUR GROWTH RATES IN 

ICE CREAMS IN LAST 2 YEARS

Organic expansion Entering BOP Blockbuster innovations

X Towns 6X Towns

2014 2019

Kulfi Stick Rs. 10

BOP stands for Bottom Of Pyramid
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Growth Segments Growth Channels Purposeful BrandsM&A

OUR STRATEGY

Growth Channels

*Subject to regulatory approvals
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UNILEVER FOOD SOLUTIONS

Huge opportunity Our strategy 8 quarters of strong growth

Food 
Service 

48 USD Bn

TV
12 USD Bn

Pharmaceuticals  
23 USD Bn

2X 
Star Hotels

3.5X 
Local Chain Accounts

Huge headroom to grow Bring global successes to India
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TEA: BRILLIANT BASICS UNLOCKED MASSIVE OPPORTUNITY IN RURAL

Rural opportunity Our strategy Significant results in last 3 years

2.5X

X

Urban India Rural India

HUL Tea  market share

Under indexed rural share

X

2.2X

MQ 16 MQ 19

HUL Tea  Direct 

Coverage 

3X

2X

HUL TEA PORTFOLIO

AV 04: Brooke Bond Taaza TVC
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Growth Segments Growth Channels Purposeful BrandsM&A

OUR STRATEGY

M&A

*Subject to regulatory approvals
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HUL F&R CONUNDRUM WAS

~7000 Crore
Double digit growth Market leaders / winning shares

STRONG EXISTING BUSINESS … BUT PLAYED IN SLOWER 
GROWING PARTS

HUL was playing in a 
relatively smaller, slower 
growing highly penetrated 

part of the market
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HEALTH FOOD DRINKS (HFD) MARKET IN INDIA

Large & consolidated

1 Billion Euro Market
With GSK dominance in 

Shares

Yet under-penetrated

25% Penetration

Brands with strong equity Having strong margins

With scope for even 
higher margins

* Subject to regulatory approvals coming through; proposal pending with NCLT
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HUL-GSK DEAL

Portfolio HFD deal contours OTC/OH

High EBIT margin

Broad portfolio of 
Nourishing Malt-based Drinks

Deal is global in scope 
$ 3.8 Bn - India

20 Markets IPR & Commercial Op.

OTC Portfolio

On commission selling agent

ON TRACK AS PER PLAN ON THE REGULATORY APPROVALS FOR THE MERGER

* Subject to regulatory approvals coming through; proposal pending with NCLT
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ADITYA ACQUISITION GIVES US FOOTHOLD IN NEWER MARKETS

Enabled us to play BOP

Mini cone 
Rs. 10

2018 2019

X

3x

Unlocked physical availability in new markets

HUL + Adityaa cabinets in key markets*

*Kerala, Rest of Karnataka & Rest of Maharashtra
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Growth Segments Growth Channels Purposeful BrandsM&A

OUR STRATEGY

Purposeful Brands

*Subject to regulatory approvals
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RED LABEL: TASTE OF TOGETHERNESS

MARKET LEADERSHIP IN TEA UNDERPINNED BY PURPOSE-LED ENGAGEMENTS

Purpose at the heart of all
communications

Topics of relevance

Market leadership

External recognition

AV 05: Red Label Purpose 
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OUR STRATEGY

Growth Segments Growth Channels Purposeful BrandsM&A

TO HELP SHAPE INDIA’S FOOD REVOLUTION

*Subject to regulatory approvals
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ANNUAL INVESTOR MEET 2019: BREAKOUT SESSION 

RE-IMAGINING HUL: DIGITAL TRANSFORMATION TO BUILD A FUTURE FIT HUL 

With a population 1.3 billion and a GDP of ~US$2.6 trillion, India’s ascend to the world economy is a well-known story. 

However, critical to India’s next growth trajectory will be the surge in the digital ecosystem that will catapult it to a US$ 10  

trillion economy. Today the country has 1.2 billion* mobile phone subscriptions and 560 million* internet subscribers, making 

it one of the fastest digitising country. A mammoth 8.3 GB* per capita data consumption/ month is making it one of the highest 

data consuming market. In 2018, Indians have downloaded 12 billion* apps, changing the dynamics of consumer experience. 

Despite these staggering numbers, only ~50% of Indians are online, speaking volumes of the huge disparity across India. We 

call it ‘the Great Divide’, which is making it imperative for us to serve all of India.  

With disruption becoming par for the course, we observe different retailer and distributor’s business models and a non-linear 

consumer journey. To be at the forefront of such a changing ecosystem, we continue to put a big thrust on leveraging 

technology and data-led decision-making. We are choreographing an integrated end-to-end organization change program 

across functions as encapsulated in our vision ‘Re-imagining HUL’. Today we don’t have full visibility to the extent of growth 

potential in the market due to asymmetry of information across the value chain. An integrated solution will bring information 

together in a more harmonised manner which we believe will help us leverage the full potential of growth.  

The ‘Re-imagining HUL’ program in summary: 

 

 

Collectively, these initiatives will strengthen our data moat, and build an organization which is purpose led and 

future fit.  

*Digital India – Technology to transform a connected nation; McKinsey Global Institute, March 2019 

PICKING UP CONSUMER SIGNALS

• We have the capability to pick up consumer signals real time. We can use our 

own channels to read the consumer feedback.

GENERATING DEMAND

• Driving precision marketing to bring alive how we communicate with 
consumers, how we identify their aspiration space and how we curate the 
cohort and content based on that.

• We also have two strong content hubs Be Beautiful and Cleanipedia running 
across Beauty & Personal Care and Home Care; which work as a great source 
of data for the business and helps in creating cohorts and traits.

DEMAND CAPTURE

• Our Connected Stores Program is now coming of age as we are creating a 
complete eco system across shoppers, stores and retailers covering demand 
generation, capture and fulfilment.

• Our Humrashop program has evolved and we are now focusing on how we can 
improve shopper experience even more through faster delivery and great user 
interface.

DEMAND FULFILMENT

• A big shift in this space is going from a “Service” mindset to a “Fulfilment” 
mindset. Key to our disruption will be that we will look at each line of the order 
and will work with the distributors to ensure we are able to build assortment .
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