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Frozen Desserts
Kwality Walls and Amul

© Case Study Amul

KWALITY WALL'S

We have seen that brands communicate information with regard to a product. In this case
study, we will look at how the frozen desert market, which has various players in it has
led to litigation and cases with regard to advertisements. And for us, the focus will be on
how information that brands portray can lead to situations, where the customers get

enormous amount of information about the product.

And also to situations which can be counterproductive for the customers, where because
of an established image or an established reputation, the customers may not be fully
informed, when the company decides to change it is product. Now, the frozen desserts

case, which involves Kwality Walls and Amul as a interesting example for us to look at.
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Is it ice-cream or frozen dessert?
Divya Trivedi T+ T-

New Delhi, May 21

Ate an ice-cream today? Are you sure it was an ice-cream? O was it frozen desserts?

There is a thin line dividing frozen desserts and ice-creams. So, read the fineprint on the product cover to know what you are having

Barring a few companies in the market such as Amul, Mother Dairy g or, others -including Kwality W

(Hindustan Unilever) - serve frozen desserls and nol ice-creams. International brands such as Haag Movenpick (Nestle)

Swensen's and Baskin Robbins offer ice-creams. Vadilal sells both.

According to the definition of s under the Prevention of I R 5, an ice-cream is a product with
t 1 at, whereas frozen dessert

Vegetable vs milk fat

There is no health hazard in using either of the two ingredients, Traditionally, ice-creams have been made out of milk fat, so it might be
considered as cheating by some consumers,” says Ms Pritee Shah, Senior Director, Consumer Education and Research Centre.
Ahmedabad and Editor, Insight Magazine.

bins is a market leader in the premium category of ice-creams and plans 1o int
1s. The company's Executive Director, Mr Sunil Pardal, says that there

reams and frozen

Around the year 2011, this news report came up questioning whether certain products
fell within the definition of an ice-cream or a frozen dessert. Now, the reason why this
came about was largely because of the way in which companies branded their products.
Traditionally, products were branded as ice creams; later on some products were

classified as frozen desserts, now there were multiple reasons for this.

So, milk and milk products under the prevention of food adulteration rules 1955 states
that if you have to call something as an ice cream, then the product should have not less
than 10 percent of milk fat. So, if you do not use 10 percent of milk fat, then or
alternatively if you use vegetable fat, then you have to call your product as a frozen

dessert.

Now, this report came in because, few companies barring Amul, Mother Dairy, Hatsun
Food Agro and Hamvor, companies like Kwality Walls would serve frozen desserts and
not ice-creams, because the way in which they branded their products, they would not be
using milk fat and they would still be selling what could be products, which could be

sold along with ice-creams.

And the article goes on to say that Haagen Dazs and Movenpick and Baskin Robbins of
offered ice-creams. Now, from a health perspective, there is nothing to worry about,

because vegetable fats and milk fat both can be consumed by humans. But, using this



incident Baskin Robbins had stated that it plans to introduce an emblem to convey the

use of cow milk fat in its products.

Now, look at the use of the word emblem, which has now been used here to say that they
were thinking of using a mark to communicate to their customers that they were using
milk fats. And it also adds by saying that there is a difference in taste between ice-creams

and frozen desserts.
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desserts and a seasoned customer can easily make that out. o
e
G
‘As a policy, we will not enter into the frozen dessert space, even though it is cheap d Dairy fat is more than double the cost of wén:
he says.
Price factor
One kg of vegetable fat (vana: 55 a kg, while one kg of milk fat (gf

On alitre of ice-cream, cost of a milk fat mix is Rs 60/litre and the cost of vegetable oil mix is Rs 30/litre, says Mr Pradeep Chona,
Managing Director, Havmor.

The 67-year-old brand operating in Gujarat, Maharashtra and Rajasthan, Havmo
consumer It operates a popular retail chain and grew ¢

Margins, the same

Vadilal manufactures both ice-creams and frozen desserts in a 50:50 ratio to cater to all segments of customers, according to Mr Ri\jESh
Gandhi, Managing Direclor, Valal Industries Lid

While it is cheaper to produce frozen desserts, the margins for both tur out to be the same, he says. ‘Consumers are aware. In Europe,
both are called ice-cream, while in the US, the differentiation is maintained,” he adds.

Arun Ice Creams, which claims to command 62 per cent market share in Tamil Nadu, advertise its products through its own parlours.

‘We have been in the business since before vegetable fats were allowed in ice-creams and the taste is different,” says Mr R.G.
Chandramogan, Chairman and Managing Director, Hatsun Agro Products Ltd

The Rs 2,500-crore I it market in India is growing at an average of 15 per cent and s stilldominated by regional players. The
per capita consumption of ice-creams in India is very low and considering the hot weather, there is space for 430(07‘[ made ice-creams

along with matka kulf, asharfi, kot ice-cream and Rs 5 candies to survive and grow, says Ms Pritee Shah of Insight,

Published on May 22, 2011

And Baskin Robbins goes on to stay that as a state that as a policy, we will not enter the
frozen dessert space, though it is cheaper to do so. And they state that the diary fat is
more than double the cost of vegetable fat, now they seems to be an economic angle to

this way in which products are manufactured and they are branded.

So, there is no problem if you create ice-cream and sell it as ice-cream, it return when it
has milk fat. The problem arises, when you have been traditionally making and
manufacturing ice-creams, branding your product as ice-creams and all of a sudden for

whatever reason, you choose to now not have milk fats in your product.

Now, technically, you should be calling your products as frozen desserts and you should
let the customers know that. So, this is a classic case, where information supplied by
brands can be this is a classic case, where information supplied by brands, though they

are telegraphic and a shorthand, they could be counterproductive for the customers, when



a brand establishes a reputation for a particular product. So, traditionally, Kwality Walls
was in the ice-cream business, when they moved their products to be branded as frozen
desserts, still they were some customers, who still thought that Kwality Walls would be

selling only ice-creams with milk fat in it.

So, the price factor is further illustrated that 1 kg of vegetable fat costs 50 to 55 rupees,
whereas 1 kg of milk fat is three or four times that price. Hamvor advertises its ice-cream
as 100 percent pure to increase customer awareness. So, and at around this time, it is
retail chain grew by 35 percent also, because there was a the market was because the
market required ice-creams and it understood ice-creams as products with milk fat. Now,
the frozen dessert market which includes ice-cream and frozen dessert is pitched at

rupees 2,500 crores and it is growing at an average of 15 percent a year.
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Ice Cream Vs. Frozen Dessert - The Chilling Truth

By Seema Chandra , Food Editor, NDTVUpdated: August 16, 2017 15:32 IST

| hate being misled

As a consumer, whether | am buying a shirt that claims to be linen, or whether it's a face cream, | like to know whether | am getting my
money's worth. And it's no different when it comes to food. So how do you think | felt when | got a carton of

and in a small, inconspicuous corner, | see the label - frozen dessert. And it only got worse from there.

Today, in India, frozen dessert has taken over as much as 40% of the ice cream segment. Is that such a bad thing?

Before going into great detail, the big difference between ice cream and frozen dessert is this. Frozen desserts are made with vegetable
oil. Also, this is usually the veqe that we want to avoid in our diet like coconut oil or palm oil. Ice-cream on the other hand, is mainly

made from milk and dairy fat.

To do a fair comparison, | randomly picked up a box from each - a frozen dessert and an ice cream carton. Here is what | saw.

With regard to the information that the customer derives, it is important to note that both

ice-cream and frozen dessert have a label, which shows how they are described.
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Claim: Labels it as lce Cream on the top of the carton.

Ingredients: We

sugar (412, 410, 407, 471, 466). Contains added vanilla
flavors (artificial fiavoring substances)

Claim: The larg ys y Delights: Strawberry. In a comer on the side of the box, it say: S0
Ingredient List: W ble vegetable oi, liquid g gelable protein, emulsifier - 471, stabilizers - 410, 412, 407
Acidity regulator - 330. Contains permitied synthetic food colors and added flavors. and strawberry

flavoring substances.
Analysis

For starters, the labeling is unclear. When you see the picture on the carton, you would think it s any ordinary ice cream. Only when you
tumn it around to look for a title, you see a much smaller font, almost apologetic to be there, and it says - Frozen Dessert.

According to the Food Safety and Standards Authority of India, the definition of an ice cream, kul, or softy ice cream means that the
product is obtained by freezing a pasteurized mix, prepared from milk and /or other products derived from milk with or without the addition
of nutrtive sweetening agents, fruit and fruit products, eggs, ete.

Frozen dessert means the product obtained by freezing a pasteurized mix prepared with milk fat and/or edible and fat having
amelting point of not more than 37.0 degree C in combination and milk protein alone or in combination/or vegetable protein products singly
or in combination with the addition of nutritive sweetening agents.

Soin theory, both brands are correct and are not trying to say they are something they are ot

There are many companies that are making both frozen desserts as well as ice cream. To get a get a better understanding of the product, |
asked Mr Sapan Sharma, the General Manager of Hindustan Unilever Limited (HUL) on what he thought about the labeling, he was sure
that they were following the , when it came to size of font and placement of their
label.

Now, the label of ice-cream states that it is ice-cream on top of the carton and the
ingredients include water, milk, solids, sugar, etcetera whereas, frozen desserts, the large
font says they are creamy delights. And in the corner on the side of a box, it says it is a
frozen dessert. Now, this is a report that is appeared recently in the papers. And the
ingredient list comprises of water, sugar, milk, solids, edible vegetable oil, liquid

glucose, vegetable protein, and other things.

So, from a customer’s viewpoint, when the customer sees the word cream or ice-cream
on a product that is frozen, the initial reaction is that it is that it is an ordinary ice cream,
but it requires the customer now to look at the fine print. Look at what a frozen dessert is
and look at the ingredient list, before it can actually come to a conclusion as to whether

the product is an ice-cream or a frozen dessert.
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Ice cream ad: HUL takes Amul to court
Namrata Singh

Mumbai: At the onset of summer season, mercury levels are on the rise with ice cream and frozen dessert makers locked in a legal battle.

HUL
) and Vadilal Group have joined forces to take on “Amul” ice cream maker

> Milk Marketing Federation

) over a television commercial, which allegedly belittles ‘frozen desserts”.

HUL, which markets “Kwality Walls", has filed a case in the Bombay high court against GCMMF, terming the latter’s recently launched TV
advertisement as “misleading”. Vadilal Industries and Vadilal Dairy International, which also manufacture frozen desserts, have a common
interest in the matter and are supporting HUL in the suit.

Now, this led to a legal dispute. Amul started advertising that its products contain milk
fat and certain other products in the market without actually mentioning Hindustan
Unilevers Kwality Walls, it said that they only contain vegetable fat and they went to the
extent of saying they contain Vanaspati. And they created advertisements, which we
would qualify them as comparative to advertisements, showing the competitors product
to be something inferior or using inferior ingredients. Hindustan Unilever limited took
Amul to court, now Amul is the brand, whereas the company’s name is Gujarat

cooperative milk marketing fed.

(Refer Slide Time: 09:05)

) over a television commercial, which allegedly belittles “frozen desserts”. {%
HUL, which markets “Kwality Walls", has filed a case in the Bombay high court against GCMMF, terming the latter's recently launched TV WL
advertisement as ‘misleading”. Vadilal Industries and Vadilal Dairy International, which also manufacture frozen desserts, have a common

interest in the matter and are supporting HUL in the suit

HUL has sought immediate removal of the advertisement which, according to GCMMF, was launched to “educale consumers to identify
and differentiate between ice-cream and frozen desserts”. The advertisement talks about Amul ice creams being made pal milk” as
opposed to “frozen desserts” which are made from “vegetabl The advertisement, however, does not name any br

In response to TOI's query, an HUL company spokesperson, said: *Amul has been airing a misleading television commercial since March
2017. This advertisement makes factually incorrect statements creating apprehensions among consumers of frozen desserts. The
advertisement makes incorrect claims about the usage of ‘vanaspali/vanaspati-tel'in frozen dessert products. We wish to clarify that
Kwality Wall's range of ‘frozen desserts' do not contain Vi In fact, Kwality Wall's range of frozen desserts contain milk/milk solids
like ice creams. The only difference is that frozen desserts use vegetable fat instead of dairy fat, which actually makes them healthier as
they have lower saturated fat and do not have cholesterol.” TOI's query did not elicit a response from Vadilal Group.

When contacted, R S Sodhi, MD, GCMMF, said: “Frozen desserts are masquerading as ice creams. By using low-cost ingredients, they
are misleading consumers who are looking for real product. We are trying to make consumers aware of the difference.” Sodhi said the
company will not be “intimidated” by the legal notice of HUL.

“Itis unfortunate that Indian companies which genuinely work in interest of milk producers and consumers alike are being threatened with
legal suits for airing facts. It is our responsibility to educate customers about ‘analogues’ products so that consumers know what they are
purchasing. However, being a dairy cooperative, itis a part of mandate to promote the goodness of milk and milk products so that the
future of millions of poor milk producers of our country is protected,” Sodhi said.

The debate on which is healthier—milk fat based ice creams or vegetable fat based frozen desserts—is not new. When milk fat is used
along with milk solids, the product falls under the definition of “ice cream”, whereas when vegetable fat is used in addition to milk solids, the
product is termed as “frozen desserts”.

While on one hand, GCMMF is conveying the message of what it believes to be true, through advertisements which claim milk fat is better
than vegetable fat, HUL, on the other, has put up on its brand's websile the benefits of vegetable fat as opposed to milk fat




In it is case before the Bombay high court, HUL stated that Amul’s recently launched TV
advertisement as misleading. And asked for the immediate removal of the advertisement,
whereas Amul had mentioned that the reason it launched the advertisement campaign
was to educate the consumers to identify the difference between ice-cream and frozen

desserts.

The advertisement talks about Amul ice-creams being made of real milk as opposed to
frozen desserts, which were made of vegetable oil. The advertisement did not name any
brand. So, had they named the brand, then it would have fallen within an different
category, it would have been a disparaging advertisement now, this is still in the realm of

comparative advertisement.

HUL said that the advertisement makes incurrent claims on the usage of Vanaspati in
frozen desert products. And Kwality Walls mentioned that it does not contain Vanaspati,
it is products do not contain Vanaspati. Whereas, Amul held that frozen desserts are
masquerading as ice-creams, they involve low cost ingredients and it misleads the

customers, who are looking for a real product.

And we are trying to make consumers aware of the difference. In response, HUL had put
on its brand’s website the benefits of vegetable fat as opposed to milk fat. Now, this was
one of the response that HUL had Kwality Walls had in response to Amul’s comparative

advertisement.
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HUL counters Amul with new ad to defend frozen
desserts

Soumya Gupta

Mumbai: Hindustan Unilever Ltd, maker of the Kwality Wall's brand of frozen desserts, has come out with a new ad film stressing the use
of milk in its products, taking the ‘ad war' to the Gujarat Cooperative Milk Marketing Federation (GCMMF).

The ad is seen as a response to a campaign by GCMMF, which owns the Amul ice-cream brand, that claimed frozen desserts contain
hydrogenated vegetable oil, often called vanaspati

HUL has already dragged GCMMF to the Bombay high court for the campaign, which it says is “disparaging” towards frozen desserts.

According to regulations of the Food Safety and Standards Authority of India, ice-creams made with any kind of vegetable fat other than
milk fat are termed frozen desserts.

HUL's 15-second ad, posted on YouTube through the Kwality Wall’s official channel on 17 April, uses the tagline ‘Kwality Wall's, Made with
Milk", and shows an animated milk bottle asking animated Kwality Wall's products: “Who drank the milk?"

The tagline emphasizes that Kwality Wall's frozen desserts are made with milk, just like ice-creams. The video is accompanied by a




HUL did not stop there, HUL countered Amul’s ad with its own ad. HUL came up with a

new ad stressing the use of milk in it is products.

(Refer Slide Time: 11:14)

Mumbai: Hindustan Unilever Ltd, maker of the Kwality Wall's brand of frozen desserts, has come out with a new ad film stressing the use ggaé

of milk in its products, taking the ‘ad war' to the Gujarat Cooperative Milk Marketing Federation (GCMMF). 3t
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The ad is seen as a response to a campaign by GEMMF, which owns the Amul ice-cream brand, that claimed frozen desserts contain

hydrogenated vegetable oil, often called vanaspat

HUL has already dragged GCMME to the Bombay high court fo the campaign, which it says is “disparaging” towards frozen dessers

According to regulations of the Food Safety and Standards Authority of India, ice-creams made with any kind of vegetable fat other than
milk fat are termed frozen desserts.

HUL's 15-second ad, posted on YouTube through the Kwality Wall's official channel on 17 April, uses the tagline “Kwality Wall's, Made with

Milk”, and shows an animated milk bottle asking animated Kwality Wall's products: “Who drank the milk?

The tagline emphasizes that Kwali ilk, just like ice

caption that says: “I's ime we answer this question

creams. The video is accompanied by a

nours 1o rest.

In Amul's ad, featuring a young girl visiting the dentist, a voice-over urges viewers to give their children “pure” milk ice-creams such as f
Amul's rather than frozen desserts made with vanaspati fef or vegetable oil.

The Kwality Wall's ad was devised by HUL's creative agency DDB Mudra, which declined to comment

In an emailed response to Minfs queries, an HUL spokesperson said, “This is a separate campaign o inform consumers that Kwality
Wall's range is ‘Made with Milk'."

HUL didn't specify which channels will be used to play the ad and how much it willinvest in the campaign. Although the Kwality Wall's
YouTube channel has only around 4,900 subscribers, HUL has plenty of clout to get its message across to consumers. In the week
between 8 and 14 April, for instance, HUL was the top television advertiser, according to data collected by the Broadcast Audience
Research Council India.

Brand and consumer analysts say HUL will be compelled to hit back with such ads as sales of ice-creams and frozen desserts rise with
onset of summer.

‘Until Amul did this (ice-cream versus frozen desserts) ad, | don't think the consumer gave a damn,” said independent brand expert Harish

Diinnr Tha Ailiaranns hahuaan ina_sraam and fravan Anssast was o faninata Ma tha ansimar s misinse Mas that UL Il has rankiad

HUL came up with an ad with the tagline Kwality Walls, made with milk and shows an
animated milk bottle asking animated Kwality Walls product, who drank the milk. Now,
this was done to show that Kwality Walls frozen desserts are made with milk just like
ice-creams. Now, the effect of this ad campaign goes to show a function that is

traditionally done by trademarks.

Trademarks when they are used, they signify information about the product, Kwality
Walls was traditionally an ice-cream manufacturer. So, when they moved from
manufacturing ice-creams to frozen desserts, they give an impression that they continued
to manufacture frozen, they gave an impression that they continued to manufacture ice-
creams, while they should have been called as frozen desserts as per the prevention of
food adulteration rules. Because, they did not do it or probably they did not do it in a

way in which it should have been conspicuously done.

Amul used it to it is advantage to make an ad campaign and with the purpose of
educating the customers. So, the short point is though brands can be a source of
shorthand information, brands can also not convey information, when it comes to certain
products. And this is where the competition would step in as we had seen in the case of

Amul stepping into say that we have came up with this campaign to educate the



customers. So, the shorthand way in which brands communicate can also be

counterproductive to customers in certain cases.



