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‘A slew of health and wellness
productstoberolled outsoon’

B SUMANT, executive director of ITC, tells Avishek Rakshit & Ishita Ayan Dutt in an interview,
that the company has always been ‘vocal for local’, and has introduced products designed
in India, sourced in India and made in India. It is now working on a range of products to suit

the times. Edited excerpts:

‘What is the currentlevel of capacity
utilisation in factories?

We are able to meet marketdemand for
our products. The way we design our
factories - the ‘Make in India’ Integrated
Consumer Goods Manufacturingand
Logistics (ICML)facilities thatare spread
acrossthe country, itisforthelongterm.
So,wealways keep enoughextrareserve
capacity inallourplants.

‘What are the challenges ason date in
operations?

When we started in March, the challenges
wereenormous. We have nowadapted
with agility to the new ways of working
which includes adheringto all social
distancing and hygiene norms. Wehadto
realignall ouroperations

adjustingto the new normal.

Howwouldfoodsales
compare with normal times?
We have seenagradual
evolution duringthe
pandemic. The first phase of
thelockdown wasall about
consumersstockingessential products,
includingstaplesandspices. Then,
peoplerealised that thiswasgoing to
continue forawhile and productslike
biscuitsand noodlesstartedselling. Then
over time, consumersalsowenton tobuy
discretionary food productslike snacks
and chocolates. Now, people realise that
the currentsituation ishere tostayfora
while sonormal consumptionis
progressively being resumed. Alotof do-
it-yourself products are getting
preference as people are trying to recreate
the experience of arestaurantat home.

How many products were launched
during the lockdown?

Welaunched a range of innovative
productsin the healthand hygiene space.
Wewitnessed demand forsurface
cleaning and came up with the Savlon
disinfectantspray. [twascreatedina
record time. Then, welaunched
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Nimwash, a fruitand vegetable cleaning
product. We have alsojustlaunched
Savlon Wipes, another product suiting
the timesand designed for convenience.
‘We launched the 50 paise Savlon sachet,
taking the sanitizer to the masses. We
launched the B Natural + inassociation
with Amway, where we have includeda
natural immunity building ingredient.
We are also working on a range of
productswhere we aredoingclinical
trials. There isa pipeline of healthand
wellness products that willbe rolled out
going forward

Areyouchanging your rural strategy
withthe changing landscape?
ITC’smulti-pronged presenceand
engagementwith ruralareas
isquite extensiveand anarea
thatreceivessignificant
strategic consideration.
Giventhatthe recent reforms
cangive newwingstothe
critical food processing
sector, ITC’scontinuing
farmerengagements, agri
linkages, distribution reachand
initiativesare well poised torespond to
theemergingdemand impulses. We have
been focussing onexpandingour
presence inthe rural marketsevenbefore
the pandemic.

Youarealreadyintospiceswith
Aashirvaad, howwouldSunriseaddvalue?
Spicesisalocal business —every locality,
every stateand every province have their
own taste and flavour preferences.
Sunrise is very popularin theeast— ithas
gotawide range of products.

HowisITC respondingtothe
government’s “vocal forlocal” call?
ITChas alwaysbeen vocal forlocal. We are
anational championand take pride in
developingworld class Indian brands
fromscratch thatcreate, capture and retail
full value withinIndia.ITC has, overthe
years, invested extensively indevelopinga

vibrant portfolioof world classIndian
brandswhich support millions of farmers
and createslargescale livelihoodsinthe
country. Abouquet of 25 Indianvibrant
brandshavebeen created from scratch. As
arelativelylateentrant intoFMCG, we
wereupagainstall theglobal giants. But
we wentextralengthstobring in
differentiated productsand weare :
proudly Indian becauseall ourworld-class
productsaredesigned inIndia,sourcedin !
Indiaand made inIndia with IndianR&D
capabilities.

In the value chain, are youlooking at
import substitution for any of the
products?

Asapartofour “Nation First” philosophy;,
we focus on domestic procurements,
unlesscircumstances compel ustodo
otherwise. ForFabelle, forexample, the
chocolate comesfrom Madagascar
because India is notachocolate growing
country. The ingredientisgrown onlyin
certain parts of theworld. A majority of
ITC’sbrandsanchordomesticagrivalue
chainsand create largescalelivelihoods.
Togive some examples, BNatural, ITC’s
fruitjuices and beverage brand sources
fruits directly from Indian farmers
instead of importing concentrates. Also,
itsnotebookbrand Classmate sources
pulpthroughlargescale forestry
programmes. Similarly, ITC’s
Mangaldeepbrand of agarbattis supports
indigenousbamboovalue chains, instead
ofimporting raw agarbattis.




