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== INTRODUCTION ===

Earlier in India oral hygeine was the domain of local
home made ayurvedic powders or natural herbs. The
history of toothpaste in India can be traced back in
year 1975.Now the awareness regarding oral hygeine
in Indian society has increased with the different
brands of toothpaste.



@Manufacturer Brands \"

) Blend-a-med

*Colgate
*Aquafresh

*Oral-B
Pepsodent

*Lesnoy Doctor
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Industry Overview

® Growth Rate

® Toothpaste Sub Segment
@ Major Players

@ Per Capita Consumption
® Penetration Level

Toothpaste: Sub-segments
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TOP TEN TOOTHPASTE BRANDS

* COLGATE (Coalgate Palmolive Ltd.)
» PEPSODENT (Hindustan unilever)

= CLOSE UP (Hindustan Unilever)

* SENSODYNE (GlaxoSmithKline)

* AQUAFRESH (GlaxoSmithKline)

» ANCHOR (Anchor health & beauty care Ltd.)
* DABUR RED (Dabur India)
(

* BABOOL GlaxoSmithKline)
» MESWAK (GlaxoSmithKline)
* VICCO BAJRADANTI  (Vicco Laboratories)



MAJOR PLAYERS:: G
COLGATE ALL SEGMENTS  STRONG TEETH
PEPSODENT UPPER CLASS FIGHT GERMS
CLOSE-UP YOUTH FRESHNESS
VICCO HERBAL AYURVEDIC
BABOOL ECONOMICAL HERBAL/NEEM

PROMISE HERBAL
ESSENCE




MARKET SHARE
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STIMULAS TO ENTER THE MARKET

* Huge opportunities because of low per-capita consumption
* Reaching the sub-urban consumers will be the key to growth

* Consumer awareness is also necessary to increase toothpaste
usage
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.- IDENTIFYING CONSUMER NEEDS

* CLEAN TEETH
* PREVENTION OF TOOTH DECAY
* FRESH BREATH

* PREVENTION OF PLAQUE, TARTAR AND OTHER
DISEASES
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KEY INGREDIENTS

* Active

Silica

Sorbital
Triclosan
Sodium Chloride
Zinc Citrate

Eugenol

Chlorohexidine

* Inactive
Water
Detergent

Binding Agents
Preservatives

Abrasives for cleaning &
polishing
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INDUSTRIAL PROFILE

® 1n 1937, when hand-carts were used to distribute
Colgate Dental Cream, Colgate-Palmolive (India)
today has one of the widest distribution networks in
India

® Colgate available in almost 4.3 million retail outlets
across the country.

© The company dominates the Rs. 3100 crore Indian
toothpaste market by commanding more than 50% of
the market share.

® In 2004, as an additional effort to create awareness for
good oral hygiene ‘Oral Health Month’ (OHM), was
introduced.




©®2006
Colgate enters the fast-growing Naturals segment by
purchasing Tom’s of Maine, a leader in that market in
the United States.

© Today ...
Today, with sales surpassing $15 billion, Colgate
focuses on four core businesses: Oral Care, Personal
Care, Home Care and Pet Nutrition, Colgate now sells
its products in over 200 countries and territories
worldwide.




POSITION IN GLOBAL GP
LARKET

Colgate 2008 Oral, Personal, and Home Care Sales by Region (M)

Greater Asia/ Morth America;
Africa; 20% 22%

) Latin Ameri ’
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Pacific; 27%



Product Life Cycle of Colgate

Introduction Growth - Maturity

Decline
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SWOT Analysis for Colgate
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. Stmng financial Colgate Financial Performance, IQﬂEIME
performance
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B Net Sales (58)
B Net Income [SB)
wirs  « Gross Proht Margin
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Wealnesses GP

* Product research

* Highly leveraged



Opportunities

* Emerging markets growth



Threats GP

* Competitive landscape from other
Private label growth




Awardg & Aclievements CP

Colgate has been ranked as India’s #1 Most Trusted
Brand across all categories for four consecutive years

| Colgate |

ket &hare in the toothpaste segment.

ket share in the toothpowder market. @ @

1C tﬂﬂthbmﬂh market From 2003-2007
g competition from no. 2 player HUL.




Future gtrategy on 4p's
basis: &
7. Product:

* They try to position some 1nnovative
toothpaste with a brand name other than
‘Colgate but under the umbrella of Colgate

sioward rural rich and consuming
‘ the development of

W “a | come up sachets of these tooth
anti posm@n toward rural population



2. Peice: GP

* Based on the competitor's price .

* Charging higher premium which
_- ﬂcused on consuming and lower
ncome classes.

"'-- done on the basis of price



3.
Promotion: GP

* They positioning Colgate dental white créme
and toothpowder towards rural rich segment.

r rural consuming class they endorsing
1ca toothpaste.
gment through T.V. media, Print
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* They would try to increase product
penetration to rural population.

3 They would try to increase the
/holesalers to smaller towns.

they would track the distribution path
acy are covering all the village
ind the towns.



Peromotional tooélg GP

* Increasing circumference of toothpaste tube.

* Free Dental Check-up in mobile vans
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“mm  ADVERTISEMENT cp

s In 1940 the Colgate Company
used Slogan was "It cleans your
breath while it cleans your teeth

- 'Hm'f."."?'_“dﬂcuy.

onwards, the slogan
Colgate ring of
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* "Gardol" was actually their trademark for
ingredient Sodium lauroyl sarcosinate .

Now they used various Slogan for different different products
like For MAX FRESH i1s “A Whole new Dimension of
Freshness” & For WHITE TOOTHPASTE is “All Around

T
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Good Teeth—Good Health-
Good Spirits

Good iccih  enabile you
to chew your food. “This
gives good digeation—the
foundation of good Heallh,
good Spirits.
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| A whale new dimension of freshness. - "




Variousg Surveys lige... cp

1. Colgate's Bright Smiles, Bright Futures

T]:us Educational Program worldwide was developed
0 a children p051t1ve nral health habits of basic

Rrofessional Prugram

S 1S°C d and spread through apprnpnate
janisms such as BXhlbltlﬂllEr the use of audio-
lemonstre ations, teacher training






Attractive offers:

* Super Saver Offer for 'All Around Decay Pmtectmn Buy

200g plus a 100g tube with a Colgate Extra Clean
Toothbrush in a Family Value Pack for Rs. 82/-. Save Rs.

8/-.




CONCLUSION

= Colgate is still most successful

brand in India
{ﬂ - Future for Colgate also seems
bright

N UMBER = Main reasons are
j]& » Strategic initiatives

~ Creating Demand in rural areas







