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MANAGING DIRECTOR,

INTERVIEW NITISH KAPOOR

RECKITT BENCKISER

INDIA

Workmg on dlStI'lbllthIl/netWOI'k to
expand presence across the country

.Ret‘izttBenckiser India s bet-

markets The company has
products like Dettol soaps,

* Mortein coils, Harpic and

Lysol, andisincreasingitsdis-

" tribution network in both ur-
. ban and rural markets to
ireach out to more people.

After acquiring Paras Phar-
ma four years ago, RB is look-
ing at moreacquisition oppor-
tunities’ for growth in the
domestic and global markets
alike. In an. interview with
Lalitha Srinivasan, Reckitt
Benckiser Indiamanaging di-
rector Nitish Kapoor speaks
on the -company's growth
plans. Excerpis:

‘After taking over as the

. managing director of RB

thisyear, whatare your key
priorities?

Wearea high-{ growth busi-
ness in a high-growth indus-
try. The challenge is to bring
more consumers towards our

brands. Our priority is to in-

crease RB's reach in India. In-

. hovative products improve

thelevelsof presenceinallthe
‘areas. Therefore, we are in-

- vesting in R&D projects as
-well, Theway wetalk topeople.

has changed with social me-
dia, which playsan important
role today. We are investing in
this medium too. At the heart
of whatever wedo,I wouldsay
) ‘it is our presence in more ar-

. easthatwill takeusforward.

How doyouplan toimprove

tofight competition?
Our main focus is on ex-

. pandingourpresence. Korthe

purpose, we are increasing
our distribution network
across the country Rural ar-
eas are definitely a biggerop-
portunity Earlierrural distri-
bution mainly relied on
wholesale channels. Now,rur-

Globally, we have 19
power brands in
three categories —
health, hygiene and
home. In India, we
have 14, including
Lysol, Dettol, Veet,
Mortein and Harpic.
We will follow our
global power

“brand strategy in. - -

ipla «India as well .. = ..~
your distribution network :

al sector has a dedicated dis-
tribution structure. We are
takingourbrandssuchasDet-
tol soaps, Mortein coils, small
sachetsof Harpicand Lysol to
rural marketsin abig way.

Has Reckitt Benchiser set
up any hub'in India for its
global operations? Howim-
portant is RB India in your
worldwide operations?
RB Worldwide has invested

in R&D innovation facilities :

foroneof thecategorieswhich
ispest controlin India. Infact,
global pest control innovation
isled out of India. We have in-
vested in global innovations
out of India. We have set up
healthcare capabilities in In-
diaand we havefactorieshere
that supply for our operations

. inothercountries.Indiaplays

a very significant role in our

“ worldwideoperations.

" Tell us about RB India’s

-.want to create an awg en

powerbrand strategy. Are

you bringing any of your

global brands to India?
Globally, we have 19 power
brands in our portfolio in
threecategories—health, hy-
giene and home. In India, we
have 14 power brands, includ-
ing Lysol; Dettol, Veet,
Mortein and Harpic: We will
follow our 'global power

" brand strategy in India; We
have just brought in Gavis- -

con from RB's stable. We will
keep bringing in our global
power brandstoIndia.

We plan to grow our local
brands such Paras Pharma
brands in India. We have re-
cently extended the portfolio
of DermiCool with the
launch of toilet soaps.

Have you taken your ac-
quired brands from Paras
Pharmatoforeign markets?

Yes, Some of Paras Phar-
ma, brands now have a pres-
ence in the Middle East and
North A_frica(Mena).

What are RB India’s adver- -

tising strategy? -
Weareoneof theblggestad

“vertiser on television. In addi-

tion, weareinvestingindigital
advertising which includes
mobile advertising. Our focus
isalsoonsocialmediacommu-
nication. We have roped in
Bollywood actor Amitabh

‘Bachchan as the.campaign

ambassador for Dettol's Bane-
ga Swachh India Progrs
Through social e

for hygiene products:’






