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BCL VISION

Harness our heritage of 90 years and combine it with leading edge 
scientific knowledge to bring innovative high quality products for 

consumers across the world to help them get more out of life.



NAYA BAJAJ ðMISSION 2020

ÅWe aspire to make BCL a complete FMCGcompany by introducing a 
culture of innovation here to create newer pathbreaking products for 

consumers across the globe

ÅWe will help our consumers feel good, look good and get more out of life 
with our premium mixes and make them accessible even in the farthest 

corner of the rural markets

ÅWe will strongly Engage with, Develop, Recognizeand Retain Talent 
within the organization across every department

ÅWe will develop the most efficient ways of doing business by using 
cutting edge IT tools across all processes and make BCL a future ready

organization that can add even more value for our consumers and 
customers



NAYA BAJAJ ðVALUES 

1. Consumer First : Our first priority is to our CONSUMERS and then to our customers, 
employees and the communities we serve in. 

2. Entrepreneurship : We will think and act like owners of our business and develop a 
strong growth mentalityand a positive outlookto our work.

3. Integrity :We will do the right things , be transparentwith all, trusteach other and 
keep ourselves accountablefor the responsibilities given to us

4. Innovation : We will take measured risks, conquer challenges      and continue to 
differentiatethrough our products  



Q3 ðMarket Context

ÅTrade 

ÅWS is still depressed though there are signs of sequential recovery now

ÅUrban Retail remains unaffected and there is no negative impact of GST

ÅCSD channel is looking slightly better but difficult to predict if it will ever 
go back to its earlier size

ÅOfftakes

ÅTotal Hair Oil Market continues to grow but the growth rates have come 
down in Q3 vs the FH

ÅLHO Market is growing but at a slower pace to THO, sequential growth 
rates have come down (like THO)

ÅCosts 

ÅInput costs are on the rise especially the prices of LLP. Prices of LLP is 
on rising trend since last quarter



BCL -Key Initiatives in Q3
Marketing ðInnovation / Innovation / Innovation

ÅRe-launch of Brahmi AmlaHair oil
ÅBenefits of Ayurvedic Brahmi + Amlaextracts to help reduce 

hairfall

ÅBrand Ambassador ðDhrashtiDhami ( TV celeb)

ÅNew Premium Carton Packaging

ÅBajaj Almond Drops enters Guinness Book of World Records
ÅInnovative activity done to amplify our current No.1 Campaign 

ÅStrong viral impact especially on digital, giving us PR worth 
4Cr.

ÅNo Marks 
ÅConsistently on air on No Marks to build awareness and 

generate more trials. 



BCL -Key Initiatives in Q3
Sales -Automation / Direct Distribution 

ÅRural Coverage Expansion Continues ðdoubling in the first 9 months till now

ÅSFA rollout in Rural ðmaking us fully automated across all channels now

ÅMT we continued to drive momentum on our brands through better and more 
offtake generation activities especially during festival months

HR ðBuilding Greater Transparency and Trust

ÅRolled out our new Mission/Vision/Values and pathfinder to 100% of our 
employees through townhalls conducted across 5 locations

ÅCompleted an audit with Aon Hewitt to help us streamline our HR processes 
fully

Supply Chain ðLeveraging Efficiency while improving service levels

ÅPost GST, we have started implementation our strategy to consolidate our depots

ÅIn Q3 we have come down from 28 depotõs to 24. This will help us to drive consolidation 
in warehousing setup and to leverage efficiency in logistics cost



Q3 Results ðConsistent Volume Driven Growth
ÅOverall Company Value growth of 5.9%

ÅLed by a strong domestic Value Growth of 8.8% and volume growth of 8.2%

ÅDomestic growths led by a 9.2% value growth in GT and 9.9% in MT

ÅCSD continues to depress the overall growth and is at -2.7%

ÅIB has severely underperformed and is at -44%

ÅComparable tax base value growth of 10.1%

ÅTaking base tax rate to be similar to current

ÅValue growth in Domestic business at 14% (on comparable Tax basis)

ÅEBITDA -35.02%

ÅEBITDA for the quarter has grown by 11% in absolute value terms on account of 
GST Refund (Budgetary Support) coupled with volume & value growth. 

ÅGST Refund for Second and Third Quarter accounted for as Other Operating 
Revenues

ÅPAT -27.96%

ÅPAT for the quarter has declined by 3% on account of decrease in other income 
from treasury operations and unrealised M2M losses 



Q3 Results -Growth From Both Categories

Å100% of our Brands have grown in Q3 in domestic business

ÅHaircare category has grown at 7.5 % value and 7.9% in volume

ÅSkincare category has grown at 70% value and 33% in volume

ÅNo Marks in growth for the first time in 2 years

ÅUP growth at 1.6 times rest of the country.

ÅThe successful UP Pilot is getting rolled out in other markets now

ÅBrahmi AmlaRe-launch has started off well ðbrand growth at 65% 

ÅDoubled our distribution

ÅDoubling of offtakes post the launch

ÅNew TVC campaign on air with a new regional celeb

Å Taking base tax rate to be similar to current



WAY FORWARD..

ÅWhat Do We Expect in Q4

ÅImprovement in WS Channel pick-up

ÅInput cost inflation to continue further

ÅOur Plan

ÅKeep working on our innovation pipeline to tap into the whitespace 
opportunities in both haircare and skincare.

ÅKeep driving momentum in MT channel and on enhancing direct 
distribution in rural

ÅImprove our sales mix further to get profitable volume driven growths



INDUSTRY OVERVIEW



INDUSTRY SIZE AND STRUCTURE
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Light Hair Oils
33,989  Tn(3%)
1,693 Cr (4%)

FMCG
Rs. 275,183 cr

Hair Care
Rs. 19,671 cr

Shampoo
Rs. 5,952 cr

(30%)*

Coconut  Oil
Rs. 3282 cr (-7%)

(17%)*

Hair Oil
Rs. 6,646cr (5%)

(34%)*

Hair Conditioners
Rs. 506 cr

(3%)*

Hair Dyes
Rs. 3,285 cr

(17%)*

AmlaBased Oils
45,065Tn (7%)
1,567 Cr (7%)

VACNO
29,292 Tn(4%)
1,119 Cr (5%)

* Value based share of Hair Care Market

7% CONTRIBUTION

All India (U+R)  MAT DEC 2016

*Others (9% contribution)
5,546 Tn(-15%)
566 Cr (-12%)

Ayurvedic/ Herbal
7,730 Tn(24%)
741 Cr (33%)

Cooling Hair Oils
19.013  Tn(1%)

960 Cr (2%)

24% 25% 17% 11% 14%
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Overall Hair Oil Market ðVolume Overall Oil Market ðValue

Light Hair Oil ðVolume Light Hair Oil ðValue

Hair Oils category shows Vol & Val growth as compared to YTD Dec 16. LHO segment also shows Val & Vol  growth.

Source: Nielsen Retail Audit Report, Dec 2017; LHO nos. adjusted from 15 -16 for like to like comparison
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Please note that Nielsen has had an update in its database and hence this presentation contains recast Retail data numbers
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Almond Drops Hair Oil Market - Volume Almond Drops Hair Oil Market - Value

Bajaj Almond Drops shows growth in both volume & value as compared to YTD Dec 16
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Source: Nielsen Retail Audit Report, Dec 2017; LHO nos. adjusted from 15 -16 for like to like comparison
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Market Shares Trends in Light Hair Oil Category (AI ðU+R)
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Source: Nielsen Retail Audit Report, Dec 2017
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ADHO has reached its highest ever market share in the LHO category ðBoth 

value and Volume



Market Shares Trends in Total Hair Oil Category (AI ðU+R)
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Source: Nielsen Retail Audit Report, Dec 2017
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Bajaj Almond Drops is stable on MS Volume but marginal fall in MS val in the THO 

category



MS Trends Qtrly-THO AI(U+R)
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Source: Nielsen Retail Audit Report, Dec 2017

MS Val MS Vol

Q1'17 Q2'17 Q3'17 Q1'17 Q2'17 Q3'17

ADHO 9.6 9.3 9.4 7.2 7 7.2

All Bajaj 

Brands*
10 9.7 9.9 7.7 7.6 7.8

Overall positive trends in for ADHO in THO category on both MS vol & MS val



ADHO ðRelative Market Share ðValue Trend

Strong Relative market share demonstrates the strength of the brand

Relative Market share is the ratio of Bajaj Almond Drops market 

share to the next largest competitor in LHO segment

19

Source: Nielsen Retail Audit Report, Dec 2017; LHO nos. adjusted from 15 -16 for like to like comparison
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Bajaj Brahmi Amla Hair Oil Restage in Q3 
ÅRestaged Bajaj Brahmi AmlaHair oil

ÅBenefits of Ayurvedic Brahmi + Amlaextracts 
to help reduce hairfall

ÅBrand Ambassador ςDhrashtiDhami( of 
Madhubalafame) 

ÅNew Premium Packaging

Source: AC Nielsen RMS Nov 17



Nomarks Cream Performance in 17-18
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4759 4925

4240

9924

8698

10138
10564.9

1162 1149 1299

3555
3336 3227

3454

Apr-Jun 16 Jul -Sep 16 Oct-Dec 16 Jan -Mar 17 Apr- Jun 17 Jul -Sep 17 Oct-Dec 17

Internal volume sales : Bajaj NomarksCream

HSM UP

YTD Growth of 111% in HSM markets and 178% in pilot 

market - UP



Distribution



Strong Distribution Network

Factory (9)

OWN ðHimachal Pradesh -2, Uttarakhand - 1, 

Guwahati 1

THIRD PARTY - Himachal Pradesh-2, Bangladesh-1, 

Uttarakhand- 2

Central Warehouse (2)

Regional Distribution Centre (26)

Urban Distribution Rural Distribution

Redistribution Stockiest 

1121

Retail Outlets 

1,522,902

Super Stockiest - 320

Sub-Stockiest- 7880

Retail Outlets ð

2,265,581 

Distribution Network Distribution Structure

The company reaches consumers through 3.8 lakh retail 

outlets serviced by 9321 distributors and 20328 

wholesalers

Strong Distribution Network
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Sales Force Automation

Å SFA program was launched under the name of Project Saathi last year.

Å It was started with the objective of better coverage & control of

distribution, better efficiency

Å Currently all 1300 ISRs are  under SFA (As on 31st December )

Å Fastest National Roll out with FMCG space ð6 months (Industry norm 

1.5 ð2 years)

Å Rural Sales Team connected with SFA (new Module)

Å Merchandiser module also successfully implemented


