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Godrej consumer products ltd (GCPL), the second largest toilet soap maker in India has re-launched its 60 year old 
Cinthol brand with a major shift in its positioning. Cinthol currently operates in 'popular' segment of soap market and has 
been positioned strongly as machismo brand. The company has decided to drop masculine image of the brand and 
attempting to reposition the Cinthol as youthful and joyful with unisex appeal in 'premium' segment. The new positioning 
theme is 'Alive is Awesome'.

Company highlights that changes in consumer demographics and consumer behavior, emergence of women as key 
decision maker, and a small presence of Cinthol in toilet soap industry are main reasons for the repositioning. To connect 
with the new target market i.e. young generation, company has revamped Cinthol'sentire product range. It has also 
introduced new products as well as new variants in existing categories. However, for the successful repositioning, the brand 
has to pass through numerous challenges and need to decide that how to deal with them. 

1The Indian FMCG industry is the fourth biggest sector in the economy with an estimated size of INR 1,300 billion  
2and has grown by 11% per annum over the last decade . The industry is urban-centric with 66% share of goods being sold in 

urban India. The middle India, comprising of the small towns, contributes 20% of overall FMCG sales and has been 
3increasing fastest among urban segments . As per Nielsen, the FMCG market size of middle India is set to expand from INR 

287 billion in 2010 to over INR 4 trillion by 2026. Rural India, where 70% of the population resides but only 34% consume 
4FMCG goods, presents the biggest market potential for the industry . The disposable income in rural areas is on rise in recent 

times because of implementation of government programs such as National Rural Employment Guarantee Act (NREGA) and 
Minimum Support Prices (MSP) which in turn, have improved the living standards. This has also led to increasing awareness 
and exposure to consumer products, and brand preferences in line with urban counterparts.

The Indian FMCG industry is categorized into three segments: (i) Home care; (ii) Personal care; and (iii) Food and 
Beverages. The Indian personal care industry is classified into Hair care (shampoos, conditioners, hair oil and hair color); 
Skin care (toilet soap, body wash, hand wash, moisturizers, and fairness cream); Personal hygiene (deodorants, perfume 
and talcum powder); Cosmetics (nail polish, lipsticks); and Hair removal products for men and women.

Toilet Soap Industry in India: Indian bath and shower(which include bar soap, bath additives, body wash/shower gel, 
intimate washes, intimate wipes, liquid soap and talcum powder) industry in 2011 valued at INR 121.4 billonn with a 

5growth rate of 16% which is expected to increase to INR 145.9 billion in 2016 with a CAGR of 3.8% . The per capita 
6consumption of toilet/bathing soaps in India is 800 gm whereas it is 6.5 kg in the USA, 4 kg in China and 2.5 kg in Indonesia . 

7Around 50% of the toilet soaps are sold in the rural markets .
The toilet soaps are segmented into premium, popular and economy based on the price point in which it is sold. The 

price differential between the premium and economy segments is almost double. Popular and economy soaps accounts for 
8 980% of total soaps sold in the country . Premium soaps have market share of about 15% in volume and 30% by value . In 

2010, the market entry-level soaps were growing at one per cent, while premium and middle-level soaps were growing at 10 
10percent . A small super premium category also exists in soaps industry with the presence of brand like Mysore Sandal 

Platinum from Karnataka Soaps and Detergents. Soaps can be further categorized into lady's soap, men's soap and common 
soaps. There are also special soaps like glycerin soaps, medicated soaps and baby soaps.

11The household penetration of toilet soaps is 98% in India . Soap manufacturers originally targeted their products 
to the lowest income strata in urban as well as rural areas, positioning their brands as a way to remove dirt and clean the 
body. For some brands, that positioning persists even in the present day with a focal point on removal of body odor and 
keeping the user healthy. However, soap positioning is moving towards skin care as a value-added benefit.

Soap is mostly targeted towards women, as they are the chief decision-makers. For medicated positioning, like 
germ killing and anti-bacterial, soaps are marketed to families. 
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