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GSKCH to expand
product offerings

Firm to introduce brand extensions of Horlicks

PRESS TRUST OF INDIA
New Delhi

GLAXOSMITHKLINE
Consumer Healthcare is
working towards increasing
product offerings under its
Horlicks brand  and
strengthen presence .in
north and west India to en-
hance its market position.

The cornpany is looking.

at introducing brand exten-
sions of Horlicks, which
brings in revenues in the
range of Rs 4,000- 5,000
crore annually in the health
food drinks segment, along-
with Boost. '
“What we are doing at
Horlicks is, we are extend-
ing- it into new for-
mats...What we are also
doing with Horlicks now is
we are getting into super
speciality areas,” Glaxo-
SmithKline Consumer
Healthcare (GSKCH) man-
aging director Zubair
Ahmed said. '
" ..Lath,z qfearn GSKCH

D tatinched " Horlicks  Pro

‘Mind, which is spccifically
focused on cognition in chil-
dren.

“You'll see more prod-
ucts corning out-in the spe-
ciality range coming as we
go forward,” he said with-
out elaborating.

Explaining how the Hor-
licks brand has evolved,
Ahmed said If you rewind
about 8-9 years back we
had just one ITorlicks, on
Sunday we have Horlicks
for diabetics, for children,
for women cxpecting ba-

" bies, then we have women's

Horlicks for  working
women. So what we have

.done is we have extended. -

the Horlicks range into var-
jous life stages.
Also, the company is

MARKET EXPANSION: The company is stretching the Horlicks
brand into other adjacent categories like biscuits and oats

stretching the Horlicks
brand into other adjacent
categories liké biscuits’'and ™
0ats. . e e e e
“We are extendfitp’ the
range, we are premiumising
the range and taking the
brand into adjacent cate-
gories where brand stretch of
Horlicks is possible, he said.
On market expansion,
Ahmed said 70 per cent of
business on Horlicks comes
form cast and south and if
the company could just

‘replicate that in North and

West, it could double the
business.

“I believe the headroom .
for Horlicks itself is
huge...The penetration of
Horlicks in terms of house-
holds is still low double dig-
its,” Ahmed said.

1le said Ilorlicks and
Boost together with product
extensions command 65
per cent of the health food

CosV™) -

drinks category in India.
Commenting on the

¢ompany’s plans'to gaini’a
-stronger foothold in north
and west India, where it'is

weuk he said: “We embarked
on a north and west strategy
about two years back and we
have put certain benchmark
for growths. That is coming,
so business is growing in
north and west.”

When asked if the com-
pany plans to bring new
products from its parent’s
stable in the ncar future,
Ahmed replied in the nega-
tive,"Qurs a science-based
company, so unless science
is a clear differentiator we
won't do a product, he said.

Terming India as the key
emerging market, Glaxo-
SmithKline (GSK) had in-
creased stake in GSKCH to
72.5 per cent in a transac-
tion worth Rs 4,800 crore
last year.






