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raft Foods is betting on the sum-
Kmer season to push sales ofits

powderad beverage brand Tang,
distributed under the Cadbury um-
brella. A television commercial (TVC)
will bring to the fore the lirand's new
tagline, Aaja Rung De’. Created by
Bates Indiathe TVC opensagainst the
backdrop of a park with abunchof kids
sitting around, seemingly diginter-
estingin the goings on, A mother rush-
esont with glasses of the coloured bev-
erage, reinvigorating the kids whoin-
stantly reach outfor the drink.

The product’s core proposition is
simple: provide instant energy to kids
and instill adose ofenthusiasmin them,

The company began production of
thepowdered beverageatits Hyderabad
facility in December of 2010, and the
made inIndia product was available or
storeshelves in January this year.*Until
then, Tang, which was launched in In-

diafouryearsago, wasavailable through
theimportroute, sourced fromthecom-
paniy’sfacilityin Thailand,”says Narayan
Sundararaman. director {powdered bev-
erages, gum &candy) Cadbury India.
Tonted asoneof Kraft's powes brands
foremergingmarkots, the focus on Tang
may bringabout a longawaited shift in
the market for poswdered drinks. In the
abseniceof any sustained marketing push
by the handfulof players in the markat,

Kick have single digit shares, reveals a
Euromonitor réport.

Coca-ColaIndia had also explored
an ppportunity inthis space with Sun-
fill a few years ago, but withdrew the
brand from the shelyes soon after
launch. It has decided to re-enter the
segmentand has recently introduced
the Fanta Fun taste powder sachet
priced at 5,

For Tang todo well the company has
loinvest significantly in the category,
believe analysts. Thatis because the
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mal." notes a beverage industry expert
whowishes loslay anonymous,

KV Sridhar, national creative di-
rector, Leo Burnetl, believes success-
ful positioning ofthe brandis alsocrit-
ical. “It might be more appropriate for
the company to createabrand pull for
‘Tangamongchildren—andit needsto
delve deeperintounderstanding what
children like,” notes Sridhar.

Affordability willbeanothermoti-
vator for sales. Inthe cise of sShampoos,
the market exploded when the likes of

powdernd beverages have Hindustan Unilever and
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beverage marketin India,

powdered concentrates have a negligi-
ble 1 percent share, Pioma Industries’
Rasna, the oldest homegrown brand in
themarkel, leads the pack (81.6 percent
share), while ligquid fruit concentrates
like Hamdard Laboratories' Rooh Afza
and Hindustan Unilever's Kissar Fruit

brandalsocompeteswitha hostofready-
to-drink formats that are aggressively
targeting the in-hofeé consumption
market. “While the latent need among
consumers might exist, alot will depend
onhow Kraft and other beverage giants
jump in to promote this beverage for-

Velvetteshampoo, which
debuted in the revolutionary pillow
pack and was lateravailable in smart,
tear-away sachets; Kraft,on its part, has
aza pm.epoinlmr'lhnglm additionto
its Jarger packs}andis eyeimg Cadbury’s
1.8 million outlets to reach out its tar-
getaudience. @



