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Anil Ral Gapta, chalrman
and MD of Havells India,
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vision and leadership

when Anil Rai Gupta
n his first business
father Qimar

Cmat Rai
of the big
¢ knewn in indu

Hr.-u'] in New ].ht]h: :‘-t‘ll]‘ll om
enclave—a transaction he recalls
with prid oday. 1 still
remember the person at the hotel
I told him, * ;. T might b
bt 1 want to make sure 1
besst rate’, to which he replied,

s fob ar that',™

COHTpany
thar it was. H:
S0-strong die

alse diversified to include cables
and wires, motors, fans, power
capacitors, lighting (CFL and
LED), water hea nd dome

HAVELLS INDIA

the same period was 5 e

percent sin
What's more

global player. In 2007, it acquired the

an lighting company Sylvania,

cration

v lighting manufacturers in the
world. In the s yes 1b1|]'-r1' ate
equity muajor ¥ 5 invested
210 |1'|rH|1||:| in the compa

noe he joined the
a8 & non-executive di

target
ans and

nhruu. h |J|1.'1n!|.-:h.3nl- tnrthc
on of the late Qimar

I.n ollect
Hd ada




ispias Superoleosieasies

HAY ELLS INDIA

of excellence” and “openmess™.

SQRG set wp i oilture based on
curiosity, great prodiscts, custoner
satizfaction and ageressive marketing.
It [Havells] is an extranndinary
compay, one-ofis-ype.”

fmar Had Gupra's
emtrepreneurial purmey
 begon in 1958, when he

set up shop in Delhis famous
electrical market Bhagirath Polace
s & dealer of electrical procducts,
The next 20 years saw Gupta's rise
from a dealer to.a manufacturer of
electrical prosluces, having set up
three plants in Delhi. [n 1971, he
sequired the brand Havells from
hasinessman Haveli Bam Gandhi.

LUineil 2003, Havells focussed largely
on cables and switchyears, which
were not consumer- facing products.
Then. it switched pears and sntered
the lighting and fams segpments. “It was
the biggest change the company saw,
a shifi from an industrial company
10 @ CansUmer Company,” says
Rajesh Gupta, whole-time director
(Bmance) and group CPO, who has
been working with the company for
17 years. (Ripesh ks nit related o
the founder-family of Havells ) The
compary then entered the domestic
appliances market and launched
water heaters in 2000-11, and has
since expanded it product portfolio,

As of FY18, cables and wires
garnened the highest share, or 40
percend, of the company’s revenues,
whereas 24 percent came from
switchgear, 21 percent from electrical
conswmer durabhes and 15 pereem
from lighting and Aixtures. In sctual
terms, cables and wires—a business
thar was started two decadies ago—has
become o Rs 2. 200-crore calegory.
The fans business, which was started
3 decade ago, has become an almaost
Rs LOG0-crore category. Lighting,
also adecade ald, |5 ar Rz 300 crore.

“The vision af the organistion,
o wehich | would give credit to my
[ather, was 1o becomie one of the
leaders im the electrical industry.

B PORBER INDHA AVCLET L xks

We realised that if we were to just
romain in ﬂﬂmlﬂi‘l‘ﬂ"qﬂml
we would be constrained by our
sloe,” says Anil, an alumous of $hii
Ram College of Commerce, New
Drellsi. and an MBA (marketing
and Bnance) from Wake Forest
University in North Carofina, USA

Crirmar Rai Gupea's “vision" was
also abowt creatisg o profitsble
entity. Over the Last 15 vears, the
company has seen its profit margins
inerease by 0.8 percent to | percent
anmzally, with the focus being on
diversification and offering premium
proshucts. For instance, when the
company entered the fans business
(which i now 3 s 6 200-crone
marker), it knew that profitabiling was
nex to nothing as big brands had 1o
compeie with lecal manufacturers
i the umorganised sector.

S, the bulk of the products in the
muarket were in the econommy segment.
Unlike competitors —Crompton,
Bajaj. Usha and Orient—Hovells did
not enter this space. Even today, the
caompany’s cheapest fan s priced a
R 1.550—a Rs 200 premium over
rivals, Anil explains the buginess
rathonale: "1F & consumer is paylng
R 50 lakh for an apastment, be or she
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is vt oing o try and savie Bs 20000m 2
fan.” And that bet has paid off. Despite
catering to a niche space, Havells
has already capured a 13 percent
share aif the Indian fan market.
Focusing an the premium end of
the market has been the company’s
areategy across all ies product
categories, including switchpears
and cables and wires. In October
2012, Havells lsunched o mass-
market switch brand called Ren.
Te ws prriced 20 percent higher
than competition and the company
offered a lifetime warranty on it—a
first swch initintive in the category.
An analyst st equicy broking
firm Aartilal Oreweal, whio requested
oy TEly, assesses (hat Havells
in the market leader in many of the
product segments it operates in, “s
the overall growth of the company as
compared 00 118 PEOTS O competitors
i much better”. Adds Anil, *Our PRT
[peufit before tax] was 5 percent of
our net sales; today we are inching
towards 1B percent, And it has
taken us 10 years bo reach thae™

I reduct diversification and
premiumisstion apart, 5 key
behind-the-scenes growth

driver for the company, sccording

to the analyst a1 Motilal Oswal, has
been Havells Indis's relationship
with iz dealer network, which is

“much sronger compared mother

plavers". And this his been abig

asset for the company from the
begnning which explains (imar Rai

Gupto's decision to organise the first

dealers’ mevt at a five-star hotel.
For a decade now, the company

has been running a novel programme
wherein a small percentage of the
denlers’ profit ks invested in a matual
fund every year. The deabers can
redeem their money along with

the interess scorued only after

thires wears. “10s their profit and

savings, which they can wse for their

childmen's education or 1o get their
daughters married.” says Anil As of
w3y, the mutual fund investment

is about Rs 200 crore in size,

Ak, all v= 6500 dealers ire
covered under o medical insurance
plan. the premium for which is paid by
the company. The company also has
a special schome called Geiholakshmi
to invalve dealers’ spauses in
warious initiatives of the company.

Creating a hrand image is also wop
priosity for Havells, The company
spends a considerable sum every
year on sdvertising and marketing
I'n FY1I6, this was roughly Rs 2040
crore or showt 4 percent of its net
sabes. This is significant, considering
the mature of the business, where
the aversge indusiry norm s o
spened not mone than | percent
of net sales on marketing

“In ithe past, there have been
brands that have done well, but
Havells has adopted a diferent
stance altogether,” says brand expert
Harish Bijour, who bs founder,
Harish Rijeor Consults [ne. For
ane. the company has made even
electrical wires a hiuschold name
with its popular advertisement of a
maother and son, depicting Havells
Trdin's wires as fire-resistant,

“Mobody thought that switchgears
or wires ciuld be sdvertisad,
Frankly, these are products which
consumers do not buy [directly].”
sovs Rajiv Goel, executive
president, Havells India Limined

Duse e its heavy advertising spends,
Havells hos been able to stamd out
I comgletely cluttered categorics
like fans and consumer applisnces,
despite e a Lite entrant in all of
them. =You buy Havells fans and the
message i “Hirva badlegr’, right? You
buy other brand: and what is the
msessage you get? | can’t remeniber,”
quips the company’s beard member
Pai. “1t's a young, yuppie, active
andl exciting beand that selle”

Ta many an Indinn consurmer,
the Havells bramd comes achoss as
being foreign, “Though we don't
st to play on that perception,
because Make in Indla’ Is sexy
these days,” says Amil.

aving grown up in s seli-made,

first-generation entrepreaci

family, Anil got a bird"s eve
view of business early in life, “1 recall
seveng, when | was three or four, the
Tt switchgrars being assembled in
iy house,” he says. The ground floor
of their home was comverted into an
assembly shop, with aroend seven
or eight workers. “Once you stort
seving this from s very young age.
you suddenly start hecoming aware, if
o interested, b what is happening ™
His summer holidays were spent at
his father's office, o habit he carried
inta his college years, 1 used to
skt with my dad—ig was mot very
imteresting initially, But, he insisted
thae 1 don'e while away my rime”

The professional camaraderie
between father and son began when
Andl poined the company. “Andl
was the true advisor wo the founder

But what really sets Havells
.lpm'tﬁ'u'rrinll'h:r Fl'm'ﬂy-nl‘i
entenprises in the country Says.
Professor Ramachandran: “The
family has been very entrepreneurial
even after reaching u certain size
unlike many mid-sizged lamily
businesses. They have not diversified
into unrelated produces.”

Anil is talking about the next phase
of =Tast growth™ scross all product
cotegories. Given the government's
push on the real estate sector and the
setting up of smart cities, Havells sees
& robuss pipeline aheasd, be iowith
cables and swirchgears or consumer
sppliances. Likewise, category
expansion s alo on the cards.

Havells has already taken vo salar.
It ricently picked up a 51 percent
stake in Bengaheni-based Prompiee
Renewable, an industry leader in
LED and sodar lighting. Anil says

HAVELLS INDIA'S STANDALONE
REVENUE IN FYI16 STOOD
AT Rs 5.436.88 CRORE, A
4% INCREASE FROM FYI5. ITS
NET PROFIT IN THE SAME
PERIOD ROSE BY 54%

chairman [Qimeat sl Guptal,”
says Rajesh Gupta. He credits the
junior Gupta for pushing the idea
off diversifying i e consumicr
business. That said, the biggest
bencfit for the company has been
thar (iman ital Gupta sufficiently
proomed his sen over the last two
decades: “Most family business
lemdbers s not prepare the ground
s well while continukng o be

ot the helm.” says Professor

Kavil Ramachansdran, ¢xecutive
director, Thomas Schmidheiny
Centre for Family Enterprise at
the: Indian Schaool of Business.

water heaters as 3 category could
e expanded to include solar water
besters amd might also pwhsde water
purification. *Anything related with
the consumer on the electrical side
s-what we will look at,” he sy,
bt quichly clarifies, “We are pot
perting into electronics right now.”
While he does not wish 1o share
internal target numbers, he says the
company has the potential to grow
2- 3 rirves s current size in five years.
=All you necd w double the turmover
I8 w15 percent [componded anmaal]
growth in revenues over the next five
vears, plus o couple of scquisitions.” 8
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