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SUPERBRANDS 2020

Market 
The skin and personal care segment is one of the 
most vibrant and constantly-growing sectors of 
the Indian market. Combined with the beauty 
segment, it is expected to grow at a CAGR of 9%, 
to reach US$ 22-23 billion in 2022. Within it, the 
skin care market is also projected to grow at a 
CAGR of 9% to reach US$ 2.7 billion by 2023,

Percolating deep into India’s hinterlands, several 
of the categories in this space are heaving and 
churning with the changing demands of a diverse 
consumer base, competitive pricing, product 
acceptance and seasonal requirements. Despite 
this fugacity, the market finds constancy in the 
antiseptic skin care segment and Boroline has 
been reigning supreme for the last 88 years in  
this category.

With an extensive user base of over ten million 
people across demographics and with its presence 
through metro cities and villages, the brand is a 
preferred choice across the nation. It treats dry 
skin problems during winters and works as an 
effective antiseptic throughout the year. It is this 
versatility that lets Boroline own a deserving space 
in every household.

Achievements 
The biggest achievement of a brand is when the 
market puts complete faith in it. Boroline is the 

only Indian skin 
care cream to 

gain the trust 
of not one, 
but three 

was already an established trader of imported 
goods when he decided to join the Swadeshi 
movement. He was convinced that the best  
way to help his country was to contribute to  
her economic self-sufficiency. To realise this goal, 
he decided to manufacture products in  
preference to importing them. It was a daunting 
task. Many dissuaded him from this venture.  
But Dutta marched to the sound of his own 
distant drummer. 

With the dream of a free and self-sufficient 
India in his eyes, he started manufacturing 
medicines that were, in quality, at par with their 
foreign counterparts. Thus, in 1929, in a quaint 
bylane of Kolkata, the legendary green tube was 
born. To establish the brand identity, a logo 
depicting an elephant, was developed. While an 
elephant signifies steadiness and strength in India, 
to the merchant class it symbolised Ganesh, the 
Elephant God – an auspicious representation 
when starting anything new. 

Keeping this in mind, Dutta chose the elephant 
as Boroline’s logo, hoping that it would bestow 
luck and lend strength to what was still considered 
a reckless venture. The logo caught on and so  
did Boroline.

The company, GD Pharmaceuticals has two 
fully automated production units, the larger and 
older one is in Chakbagi, West Bengal with a floor 
area of 48,000 square feet on a 20 acre plot, with 
the other unit in Mohun Nagar Industrial area, 

generations of consumers. Be it kids, adults, or 
senior citizens, most Indians share a close 
relationship with the brand and it is not 
uncommon to see Boroline at a vantage point in 
the house, easily accessible by all.

In spite of being one of the oldest brands with 
a great heritage, it is popular among today’s youth. 
Its efficacy, uncompromising quality and 
dependability have created young loyalists and 
self-proclaimed ambassadors.

Boroline’s leadership is attributed to its 
commitment to go that extra mile to preserve its 
legacy through stringent quality control and 
sensitive pricing. Total Quality Management 
(TQM) measures like upgradation of technology, 
strict adherence to quality standards and a 
complete embargo on contract manufacturing are 
some of the many healthy practices at Boroline. 

Though Boroline has defied the norm of 
absolute brand re-engineering, it has always 
welcomed change where it is crucial. Today, 
given the different seasons for the all terrain 
cream, the packaging has integrated new design 
ideas, while retaining its original black and green 

design and is available in tubes and pots. 
Respecting its responsibility towards 
environment degradation, all packaging  
is made of 100% recyclable, eco-friendly 
material. 

History
Boroline is the happy outcome of the 
heady nationalistic Swadeshi wave that 
had engulfed India during the pre-
independence era. Its founder, 
Gourmohan Dutta belonged to the 
affluent merchant class of Kolkata. He 

Boroline is one of the very few brands in India that has survived a long journey of over eight decades. Its strong brand 
recall and loyal customer base is the outcome of integrity in the backdrop of fast-shrinking life expectancy of new  
entrants. Boroline, fondly called the Haathiwala cream has not only softened skin, comforted burns, healed cuts, dried 
sutures, mellowed dryness, and protected shallow wounds, it has been and continues to be an essential item in most 
‘mommy handbags’.



19

campaign positions Boroline as the trusted expert 
with the promise of happy skin, overnight. 

Vidya Balan, one of the most popular Indian 
film actresses is the brand ambassador and 
endorses the values Boroline stands for. 

Boroline has recently walked the AIFW ramp 
with the designer duo, Rohit and Rahul, 
celebrating its longstanding relationship with the 
people in fashion. 

Boroline has also been the proud presenter of 
Sahaj Parav, a folk music festival bringing together 
folk artistes of India on a common platform with 
eminent classical musicians.

 
Brand Values 
Aggressive promotions can help build brands, but 
the right set of values makes them last. Boroline 
has not only lasted for 88 years but created a 
legacy with its intrinsic values, stemming from the 
rich Indian culture and tradition. 

The me-too products or rival companies 
who’ve tried to emulate the brand’s strategies can 
never reach where Boroline is today; one can 
copy ideas, but can’t copy passion. For over three 
generations, Boroline has evolved as a caring and 
trusted member of every family. Even today, it 
continues to be looked upon for answers to 
countless skin problems. 

Through every thought and 
action the company tries its 
best to enhance goodwill 
amongst its customers, business 
associates, governing authorities, 
various groups and trade 
associations and every 
individual who the company 
comes in contact with. 

These are values that have 
been its bedrock and those 
that it will always measure 
itself with.

Ghaziabad. Every 
manufacturing 
process strictly 
adheres to 
government 
regulations and  
is monitored by 
strict norms to 
ensure quality. 

The company 
greatly values its 
associations and has 
logistics, distribution 
and marketing 
infrastructure 

partners who it has worked together with for 
more than 30 years.

Product 
‘A great brand starts with a hero 
product’. This belief stands true for 
Boroline. The name Boroline is a 
portmanteau of ‘boro’ and ‘oline’. 
‘Boro’ comes from its key 
ingredient boric powder and 
‘oline’ originates from the Latin 
word oleum meaning oil. The 
cream is formulated with boric 
powder, zinc oxide, essential oils, 
and waxes. This potent mix 
results in a cream that has 
remarkable healing properties. It 
not just protects the affected skin area, 
but also facilitates growth of epidermal cells, 
the secret behind Boroline’s magical power to 
turn dry and rough skin soft and happy overnight. 
Apart from skin care Boroline is also used to heal 
cuts and bruises, and soothe skin post-surgery or 

after drying sutures. It is the only cream with a 
two-fold protection towards skin, both from harsh 
sunburns and severe winter dryness. These very 
fundamental product values have made it immune 
to the hordes of challenger creams, which have 
tried to emulate Boroline.

Recent Developments 
Whilst retaining its intrinsic worth 
for the past 88 years, Boroline is 
steadily walking the path of 
progress. Its vision is clear – to blend 
modern chemistry seamlessly with 
ancient Indian Ayurveda. The 
company’s sincere efforts of 
amalgamating the old and new have 
led to the creation of a user-friendly 
product that solves genuine problems 
of the modern consumer.

In recent years, the company 
launched a slew of new products 
aligned with its core values. Boroline’s 
Eleen – premium light hair oil was 
started during the mid-1990s. In 2007, 
the brand took another monumental 
step by introducing India’s first antiseptic 
skin liquid, Suthol which gives relief from 
prickly heat, itches and skin rashes. 

Apart from widening its portfolio, 
Boroline further made a few packaging 

innovations. Besides the classic tube, today 
Boroline is also available in 7gm, 10gm and  
40gm jars.

The most recent addition to Boroline’s basket 
is Boroline UltraSmooth. This brand extension  
is an excellent night-repair cream that works 
gently while you sleep – smoothening out rough 
elbows, legs, arms and hands, leaving them soft 
and ultra smooth. 

Promotion 
Generations have heard the familiar refrain of the 
Boroline jingle played over the radio - Kushbudaar 
Antiseptic Cream, Boroline.

Boroline’s march forward is the brainchild of 
Murari Mohan Dutta – the second generation of 
the Dutta family. A marketing genius, he 

pioneered ideas that were decades ahead of 
their time. In the late 1950s, when 

concepts like brand image, rural 
marketing and event sponsorships 
were unheard of in the Indian 
market, Boroline explored all 
possible avenues of brand 
building. Boroline took to the 
streets during festivals, cheered 
players on the grounds during 

cricket and football matches and 
launched a blitz of newspaper, 

magazine, radio and outdoor 
promotions. Boroline was 
everywhere, with everyone. It 

became a part of people’s lives.
That Boroline has always kept pace with 

the changing times is reflected in the positioning 
platforms that have evolved through the decades. 

In the 1950s, Boroline was a tender face cream; 
in the 1960s, it evolved to Boroline for the skin, 

the skin needs 
Boroline; in the 1970s, 
with a number of 
me-too products in 
the market, Boroline 
became aggressive 
with Boroline has no 
substitute. In 1976, 
Boroline celebrated 50 
– Not Out! The early 
1980s saw it become 
the hard working 
cream that protects 
skin while the late 
1980s saw it become 
trendy – within a 

world full of surprises, thank goodness you can 
count on Boroline. By the 1990s me-too 
|products were back in the market so Boroline 
redefined the space calling itself The Original. In 
the latter half of the 1990s, it took on the 

benefit-led platform of Boroline skin, 
healthy skin. 

The core philosophy of Boroline 
has been to emphasise its intrinsic 
worth and preserve its brand 
values. The unflinching belief in the 
brand was the primary reason it 
survived extinction in the early 
1990s. Due to a stagnant pricing 
policy following a statutory order, 
production was stalled for two 
years. Every tube sold was 
adding to the losses and finally, 
the legendary green tube 
disappeared unceremoniously 
from retail shelves. After two 
years of strife, riding on its 
goodwill, Boroline bounced 
back. The sales doubled as the 
consumers welcomed it like a 
long lost friend. 

In the early 2000s, the 
brand values were summed 
up with Boroline – works 
wonders. The most recent 

Things you don’t know about 
BOROLINE

✲✲ Every second, someone, somewhere in 
the world purchases a tube of Boroline 

✲✲  On 15th August 1947, Boroline 
celebrated India’s independence by 
distributing 1 lakh tubes for free

✲✲  In 1983, Boroline travelled all the way to 
the Antarctica with a lady scientist on 
her expedition

✲✲  In 2002, a user found a Boroline  
tube while shifting homes. It was 
manufactured in 1976, but had the  
same texture, efficacy and perfume  
as a new tube

✲✲  The legendary green tube served  
India by accompanying soldiers in  
high altitudes of the Himalayas. One 
such soldier wrote a thank you letter  
to Boroline

✲✲  A lady from Australia used it as a last 
resort and it helped her cure her 
severely sun-burnt skin

✲✲  It has been used on cricket balls to keep 
them shiny; on piles to avert surgery and 
molten Boroline is also used to heal a 
boil in the ear

boroline.com


