Kraft takes a bite of local biscuit mkt

Launches Oreo Through Cadbury At I.ower Price To Attract Indlan Buyers

range (upwards of Rs 50 for 14
biscuits) through imports. It
has now been laumehed at an in-
troductory price offer of Rs5for
three biscuits; Rs 10 for seven
biscuits, and Rs 20 for 14 bis-
cuits, bringing Oreo on a par
with rival biscuit brands in
terms of pricing In fact, it is
marginally cheaper than Bri-
tannia’s Jim-Jam Treat.
India’s pricing
strategy on Oreo, along with

the company’s 1.2 million

store-reach in urban and ru-

a1 rallndia, col.ﬁdhelpthebmnd

reach out to a wider consumer

Kraft's eni:r'xIr into a new
categorylike biscuits issignif-

Jdcant considering that the

company hasmainly operated
inthe chocolate confectionery
space for decades with brands
like Cabdury Dairy Milk. The
global acquisition of Cadbury
by Krafta year ago has opened
up the platform for launch of

more food products from

ers are looking for new, inno-
vative products, We think
Oreo responds well to these
preferences with its unique
taste and special ritual of

twist, lick, and dunk.”



