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FMCG company JYOTHY LABS (JLL) provides items such as fabric whiteners,
detergents, dishwashing products for domestic use, household insecticides (HI), and
personal care. Ujala, their flagship product, leads the fabric whitener business by
84.1% share (1). The company maintains market position in dishwashing and HI
business. Majority of the company’s revenue comes from the states of Tamil Nadu
and Kerala.

The company operates through 23 manufacturing plants across India. It has a
distribution network of around 2.8 million distribution outlets spread across India
with a total of

1.0 million direct outlets (2). It has a wide range of consumer brands across various
categories such as Ujala & Henko in fabric cleaning, Pril & Exo for dishwashing,
Margo for soaps and Maxo in HI segment.

Since Jyothy Laboratories Ltd. (JLL) launched Pril, it has established itself as a
premium dishwashing liquid brand in urban Indian households (3). Pril’s success in
urban areas is due to its remarkable efficiency and strong performance. But despite its
popularity amongst urban households, Pril has faced difficulties in penetrating the
rural/semi-urban parts of India as consumers there are price conscious and purchase
products on the basis of brand familiarity and distribution system.

The strong distribution network and high brand reputation of Vim, a Hindustan
Unilever product, positions it as a major competitor of Pril amongst these rural/semi-
urban markets (1). This shows that Pril faces difficulties in achieving success in the
target markets due to lack of exposure and limited market reach. This case study
analyses the distribution challenges of JLL in detail and shows how they reflect the
broader dynamics in India’s FMCG market. We have done the SWOT matrix to help
us evaluate its current market position. In this we would like to put strategies for Pril
to be a market leader in the rural and semi urban areas, which have not been
tapped.



100 Strategic Insights from Indian Corporates — Management Real-Life Case Studies

Market Context and Distribution Challenges for a
Premium Product

To begin with, although Jyothy Laboratories planned to introduce a new detergent
called Pril, it started positioning it as a premium product so that those consumers who
would love to use quality products with better cleaning efficiency were willing to pay
a little more in the market. However, when entering price-sensitive rural regions this
approach had a negative effect resulting in distribution and pricing problems (2). For
instance, Pril is limitedly available in less urbanized areas and is relatively expensive
due to which it has been unable to match Vim, which happens to be a highly trusted
brand in rural regions (3).

This factor has limited JLL in attaining the required volume of customers that are
necessary for the development of the market share in the rural areas since the property
firm has not been able to establish a proper network of distribution centres outside the
urban environment (1). In addressing this strategic issue in this case study, the best
distribution strategies are proposed as they suit the prevailing FMCG conditions in
India.

Introduction

Jyothy Laboratories Ltd (JLL) is one of the FMCG giants in India that operates
brands like Pril, a dishwashing liquid which is highly concentrated in the urban areas
due to the quality of its output

(2). Competition with other big brands such as Vim is a major challenge that hinders
the entry of Pril into the rural and semi-urban markets. In this paper, we conduct a
SWOT analysis to evaluate Pril’s position in the industry and present strategic
recommendations on increasing its target market and dealing with the problems of
distribution.

Problem Statement

In the less urbanised outlets, the key problems include low brand familiarity due to
its high price, high price compared to other brands, and fewer outlets (3). These
challenges deter Jyothy Laboratories from providing cheaper substitutes and
penetrating the rural and semi urban markets in India. The purpose is to put in place a
plan that will help Pril increase the coverage, alter its existing prices and increase
recall level to make it a dominant brand for dishwashing in India.



Strategic Insights from Indian Corporates — Management Real-Life Case Studies 101

Strengths Weakness

1. High Quality  and | 1. Limited Distribution
Effective Cleaning in Rural and Semi-

2. Established Brand Urban Areas
Presence in Urban Areas |2. Premium Pricing

3. Established a firm Limits Appeal Among
positioning of the Price-Sensitive
product as a premium Consumers
brand. 3. Less brand recall

Opportunities

1. Growing Rural and
Semi-Urban
Markets

2. Increased Demand
for Quality
Products

3. Expansion
Through E-
Commerce and
Alternative
Distribution
Channels

SO Strategies

1.

Leverage Urban Brand
Presence: As Pril aims
for higher visibility and
appeal within semi
urban and rural markets,
the brand could be
extended to such areas
based on regional
marketing strategies tied
to its existing urban
appeal.

Collaborate with Local
Distributors: To further
create a distinction
between Pril and
substandard variants, it
can establish a network
with distributors in the
unpenetrated markets

WO Strategies
1.

among people from
non-urban areas

Affordable Product
Line Extension:
Develop and introduce
a low-end Pril which
squarely targets the
rural and semi-urban
population. In this
fashion, a cost—
effective option is
quite possible to fulfill
the need fora low-
cost product while
preserving the general
image of luxury.
Targeted Marketing
for Quality
Awareness: Spend
money on billboards
campaigns,
Newspaper adverting
that indicates that Pril
is a superior washing
powder and represents
value for the money in
the rural and the semi
urban markets.
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Threats

1. Dominance of
Competitors like
Hindustan
Unilever's Vim

2. High Price
Sensitivity in
Rural Markets

3. Intense Competition in
FMCG Sector

ST Strategies

1.

Differentiate Through
Quality Positioning:
Stress on the quality
aspects of Pril while
positioning against
Vim, which is a major
competitor in most
markets.

Urban Success
Campaign: Intensify the
adoption of Pril in rural
and semi-urban markets
by making consumers of
these markets aware that
the product has made
significant impacts and
is accepted in the urban
markets.

WT Strategies

1.

Brand Recall
Campaigns in
Competitor-
Dominated Areas: To
enhance the impulse
for brand
remembering, it is
necessary to start
awareness efforts in
the areas dominated
by the competitors
and stressing on the
benefits of using the
Pril product.
Expand Distribution
Channels: To
strengthen the rural
distribution channel,
Pril should enter into
strategic partnership
with regional
distributors and use
other channels to
cover remote areas.




