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RMS 9 Step Business Growth System

Direct Marketing
Y ACCO
Relationship Marketing

0 ou
Marketing Programs
Client Retention/Matketing
Service Delivery System
Sales System/Training

Points of Difference

Measurement Systems/Market Research
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- the inevitable downtrading that
also occurs in a downturn. This

continue to be at the heart of our He observed that in India there allows us to retain and strengthen
business. At a time like this, it i were simultaneous movements ofour competitiveness through the

crucial to understand

and shopping

and some consumers uptrading andpower of our portfolio even in un-
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tion or indeed downtrading as a tage HUL enjoyed through its

oDelivery of st

and value has always been
important. Leveraging science
and technology, however, to
deliver even better value and
create stronger differentiation
becomes absolutely vital at a
ti me of uncert a
illustrated this approach of the
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The Chinese word for crisis

hares a character with the
word for opportunity.
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1 pdrtfiolio y of powerful brands,
packs and product formats at
varying price points that make its
offerings affordable and accessi-
ble to consumers.

Mr. Manwani spoke about how
. cortduamers tended to go back to
trusted brands during difficult
ti mes and sai d,
Wiherefore renew their contract
with consumers to understand
them better and offer solutions
that are accessible, affordable
and available while continually
seeking to deliver superior value
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Competitive Strategies

Three Generic Business Strategies

— producing and marketing a good quality
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to assess all the marketing levers

to drive for growth and superior
yields from marketing investment.

He emphasized on the need to

Cost Leadership

Differentiation

product or service at a lower cost
than your competitors.

— creating a product or service that is
perceived as being unigue

"throughout the industry".

— addressing a "focused” segment
of the marketplace, product form or
cost management process

plan for and manage the business
more dynamically given the tre-
mendous volatility in the input

cost s.

oThi s call

planning horizons. As a conse-
guence, we have now done away
with the earlier system of annual
plans and moved to a continuous
12monthly planning cycle. This
enables us to manage the business

Source: "Competitive Advantage”, Michael Porter

through the leverage of sciencereduces

and technol

Business unusual on costs

Mr. Manwani reiterated the need

for companies to address the

volatility of these turbulent times.

0A responsi bl e

ensure that while it continues tc
invest in growth, it is simultane-
ously reshaping the cost structur
for the worstcase scenario, that i
unusu

busi
said.
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Recognizing this reality, HUL ha

rolled out the new GeTo-Market
distribution model.

Stand Out From The
Crowd
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This model
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also launched ‘a

t(%ess drive to reduce working

across one extended supply chaircapital and capital expenditure
and consequently considerablewith out at the same time cutting
reduction in cost. Similarly, theback on innovation and growth

company has embarked on ayi el di ng

'‘War on Waste'

efficiencies

expendit

to driving we are raising the hurdle rates for
in turbulent times.every element of expenditure in

Mr. Manwani elaborated on the order to improve return on capi-

steps the company has taken tot al , ¢

improve the Return on Marketing

Investment (ROMI). These include

identification of media elasticity
of every brand to drive superior
ROMI and also advanced mar-
keting mix modelling techniques

h e

sai d.



