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CORPORATE 
Emami raises funds for Kesh King buy 
fCollMij,|unc 19 

FMCG player Emami Ltd has raised around 
T900 crore debt to partially fund the 
Tl,65l-crore acquisition of Kesh King 
hair-care branded products from sanjev 
Juneja of SBS Biotech. This is the biggest 
deal for Emami so far. p3 

Emami raises 1900 cr to part-fund Kesh King acquisition 
Deal to bring in Kesh King-branded ayurvedic 
hair oil, capsules and shampoo formulations 
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Kolkat.i.|une 19 

FMCG player Emami Ltd has 
raised around t900 crore debt 
to partially fund the ?l,65i-crore 
acquisition of Kesh King hair-
care branded products from San­
jev [uneja of SBS Biotech. 

This is the biggest deal for 
Emami so far. Earlier, it had ac­
quired the controlling stake in 
Zandu Pharmaceuticals for 
around *700 crore. 

"We have raised T800-900 
crore through fresh borrowings. 
The balance is financed through 
internal resources," Harsh Agar-
wal, Director, told Businessl.ine. 

Boost to bottom-line 
The deal has brought in Kesh 
King-branded ayurvedic hair oil, 
capsules and shampoo formula­
tions into the Emami-fold. Kesh 
Pari hair oil, an associate fighter 
brand, was also a part of the 
deal. 

Harsh Agarwal, Director, Emami 

justifying the high cost acqui­
sition, Agarwal maintained that 
Kesh King products have a high­

er profit margin when Com­
pared to the existing products of 
Emami. 

So far, the FMCG major's port­
folio (hair-care) include the 
"Navratna Cool Oil" and "Seven 
Oils in One" (a hair damage con­
trol offering). 

The hair oil from Kesh King 
will be more or less similar to 
Emami's Seven Oils offering, 
sources said. 

But, according to Agarwal, 
Kesh King's products are priced 
"higher". 

With ayurvedic only offerings 
in what the company calls an "af­
fordable segment", the brand 

competes with the likes of "Sesa" 
and "Anoop" in the, hair off 
segments. 

Companies like Biotique, com­
pete in the premium segment of 
the market with similar offer­
ings across shampoos, hair-oils 
and conditioners. 

National presence 
According to Agarwal, these me­
dicinal products have a strong 
presence in the northern and 
western regions. 

The focus will be to expand the 
brand's presence in eastern and 
southern regions by leveraging 
Emami's distribution network. 

There would be no price revision 
either, he confirmed. The acqui­
sition does not include takeover 
of any manufacturing facility. 

Products will, at present, be 
sourced from SBS Biotech's facili­
ty-

"We have decided to go in for 
contract manufacturing. Howev­
er, we have an option of manu­
facturing the products in fu­
ture," he said. 

There, however, are no "imme­
diate" plans to re-brand Kesh 
King. 

According to Agarwal, it will 
take some time before the com­
pany takes a call on the matter. 
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