Glued to the
leadership position

FEVICOL
Borm: 1959

Owened by
Fidﬂﬂelmhﬁud.uw
comparn’s Magilip prodoct

Statux Has aprommately
two-thirds market share i the
mlboshis makit

Brand story: Sold in its trade-
mark white-and-blue packag-
ing. this prodoct s almost a
calegory by itself Just think
abont ft—whe s Fevicol's com-
petltor What other products
can you recall thar siick things
as wll as Fevicnl does? Zor la-
pake hoiha (pur all your might
into it}), the good old punchline,
gtill comes to mind when we
think about Fevicol, Tho Fevical
story began when  chaleman
G, Parekh szw some corpen-
ters using glue Fom animal
bones, which required days of
preparation. Spoiing the po-
tential, he started Pldiliie In-
dlustrlieg,

“We are 80 seccessiul
becaiise we wisre first (n
the murket, and then,
the ploneers in all other
innoviations,” AEYS
Apurva PFarekh, execu-
tive director ar Pidilite
Industrics

Fevicol's success and
repuintion got o beos
when Pldilitg introduca:d
its [lemi product line esten-
slon—a 30g wbe—in ihe early
19704, Later, a host of uniguely
packaged - Fevicol producis
went Introduced for school stu-
donts, alfice-goers and [nsil-
Hans, "W didn't wani o be re-
strictod 1o o "carpenter” bhrand,
and introduced different appli-
cations and packaging loomars
ihat helped change our image
te an all-purpose adheshoe,”
says Farekh.

And that gevs relloctod o ey-
ery ad campaign, with each nd-
vertsement depicting a new
application. In fact, the basis of
its sucoess §s the brand's com-
munication,

A credtive approach of ewn-
g “hending” while ceialining
thio Inclian Mavour In the com-
palgn, with a good messure
of humour, has been the
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trademark of Lis advertising

The ads have showcased hu-
man  bonding o Jdifferent
forms—be it the rickety bus ad
[an overlonded bus with poaple
all viver I, hanging on and nol
falling), the Pakde refima, chod-
na nakl serles [the hold-on,
don't-let-go ads, doffing the hat
to the climaxes of Bollywood
films}, or the pundii reciting
the mantei, Yele Feedool ba mee-
Boed fowd Bl Eootega palid (Lhis
bond won't break). The Pevical
ads have won 30 awarda in the
last live years.

While the .ld'rer[l_;ln.,; defi-
nitelly gives the brand an edge,
Fevicol has always malniained
A close connect with ifs prinary
customers—the crafismen, "We
haver a Fevicol Champions Clubs
[(FCL) for slilled crafiamen,
which wcis as a placionm for so-
clal gatherings and o celeboate
festivaly, eie," sayvs Parekl,

Like ln ereative adveriising
campalygns, Fevical s arill
glued to the leadership posi-
rion, even alier 43 yean.
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