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Shalimar Paints, which has a
century-old legacy, is now

nd Rs10,000
crore is industrial.
The company’s fo-
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erlsmment. and,

well-poised for a

after a m.mm phase for al-
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stand for, But, to-
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; - changed
 branding, As far as
Shalimar Paint is
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don't know what it
stands for. Now,

tion network,
dasler and painter
W ment, were not taken.

segment.

Its Managing Director and
CE() Sameer Nagpal, who
has been at the helm of the
company for little over a year
now, is spearheading  the

company’s come back chap-
ter, He spoke to The Hindu
about the company’s stra
and  focus mflma W
excerpts:

Where did you miss the
MNWJHN

on industrial

th focus only on the indus-
and due to a
emuhd.n.ul.innuﬂpther factors,
we missed the bus on con-
sumer segment — decorative,
Bul, we are now changing our
strategy from mdustrial to
decorative, We ure working
on the key success factors for  ny.
this business,

What Is the perception about

your brand in the market?
We may have areas of
weaknesses,  But, broadly,
dealers will know Shalimar.
Of course, the relevance of
was lnst. We h.'m

we have articulat-

ed pur positioning,

ns “the art ond science of
pattnt". So, our urt and science
strutegy has two levels. First
level is to offer good quality,
and second Jevel is to offer
&.\'z?lue pl;.&;sition that others
n't, Are we saying
this? Shalimar was South-
East Asia's first paint compa-

Il has many firsts to its
credit. 1t's only in the last
couple of decades we lost our
relevance, We need to regain
that. Mast of the other paint
companies are focusing on
emotion ‘nnd colour, but we
want to focus on paint and its
q,ual!ls‘vﬂ. If we are able to suc-

Our m-mw in the past was
fiicte. I yon

look -at the market size,
Rs.20,000 trfore s decorative

uhuutthalmlmlinthapul
8-10 years ... like what do we

the
new positioning, our job will
be done,

our

Dlealers’ influence is about 13
peﬂ:ent ﬁmnds influence on

is only 4 per cent.
mmdi&hwm it
s not driving sales in this
business, Here, 10 out of 100
people consider  Shalima:
even now, We have not ad-

and vertised in the last many

- our opportunity

vears, Sl 10 p consid-
er. And, two enplebw' So,
es in how
can we make the paintersand
dealers  recommend  pur

What are the key

initiatives the
company has
embarked on?
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tribution to Service

levels. As o result of ﬁealer

J\t present, twu—&lrds of
our come from the

sbarbed a club-dealer mmn-

Lm year, our total deco-
rative sales grew 2 per cent.
But ciub dealers, who are 725
out of 8,000-9,000 dealers,
sdw 34 per cent growth. So,
for me, if 1 can expand that
735 to a larger number, I can

dealer base is 2,000 plus. In
the first quarter of this fiseal,
club dealers saw 66 per cent
growth, So, my dealer engage-
ment programme is paying
dividends. We are now run-
ning painter programme, too.
1t is typically a plan to influ-
ence the painters lo promote
halimar.

s

S0, puainter  programme
helps us increase the sales
through counters that help
deslers to buy more from the
company, These are among
thie initial steps we dre doing.

What are your immediate-
term goals and targets in

decorative segment. We are
targeting growth and im-
provements in profitability.
We plan to carve oul-a niche
in this segment. Initially, we
sre trying to doa lot of catch-
ing up, That is our Phase |
strategy, that is, bring the
company to the industry lev-
el, but-in a shightly different
manner. Our Phase 11 strate-
gy will be bused on innova-
tion, and we are already
piloting that. We believe that
paint can do 4 ot more than
what it does today. Aswe said,
most brands talk about emo-
tion, We respect that, Howey-
er, we have s different
thought process.

We gather that south is
likely to play a key role in
‘your new growth curve.
Could you explain?

In terms of geographical
split, we nre strong in North
India and weak in South, We
sense that our biggest oppor-
tunity is in South due to high-

er urbanisation, Also, from 4
retail point of view, South s
an exciting market, South ac-
counts for aboul 29 per cent
of decorative iisiness of the
industrys

For us, only 17 per cent of
our sales are in South.

We are now looking for
South ag a market to focus,
and our investiment in Chen-
nai plant will significantly
lower my cost and improve
product availability.

The p].unl is coming up at

ondi, near Chen-
nai, We are targeting comple-
tion of work by January 2015.
This plant will be dedicated
only 1o decorative business.
All the top end emulsions will
be launched from this plant.
This will be a mother plant 1o
feed high-end products, Also,
we are settingup a new distri-
bution centre in Coimbatare,
and this will solve our prob-
Tem hugely,
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