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Disclaimer / Safe Harbor Statement

This presentation may contain statements which reflect Management'’s
current views and estimates and could be construed as forward-looking
statements. The future involves risks and uncertainties that could cause
actual results to differ materially from the current views being expressed.
Potential risks and uncertainties include factors such as general economic
conditions, commodities and currency fluctuations, competitive product and

pricing pressures, industrial relations and regulatory developments.



Economy stood impacted by multiple factors during the
year..

Global geo-political
factors worsened
the inflationary

scenario

Covid Wave 3

Inflation
remained
elevated

Covid Wave 2
amidst rising

inflation
Initial signs of
inflation
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“In this extremely challenging environment,
we continued to drive our revenue growths
and sustain our profitability”



Healthy double-digit revenue growths and robust profit
growth despite high inflation

12-month | 24-month 12-month : 24-month
Growth I Growth Growth , Growth

Pt ile

Revenue from Operations

)

Operating Profit

Source: Company Financials — Consolidated Resufts

(
(



Further strengthened our market leadership position this
fiscal..
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TN’y We continued to focus on our strategic planks

Striving for profitable growth

#1 Distribution & #2 Cost leadership #3 Innovation #4 Adjacent Business #5 Sustainability
Marketing




1A. Driving efficiency in distribution

Upbeat Rural distribution Steady increase in the Direct reach post Covid
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Hindi-belt on a faster growth trajectory Growth in Channels is back
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1B. Marketing activities during the quarter

Good Day - Multiple Smiles (New TCV) Milk Bikis Atta — Rest of India Marie Gold - TVC
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GD Chocochips - TVC

Dairy Fresh - Brand “"Come Alive”
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2. Strengthened our cost leadership position

1x

2013-14 2016-17

m Cost Reduction

Supply Chain Material

U Process automations to O Sourcing strategy
improve productivity
O Backward integration
O Reduce distance to market
0 Reverse auctions

O Reduce wastages

O Optimization of packaging
Q Alternate sources of energy specs

2021-22

Others
O Reduce market returns
O Fiscal incentives

O Treasury

O Reduce commitment charges
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3. Innovations during the quarter

Good Day Harmony 50-50 Golmaal in East Jeera Marie in Tamil Nadu

oo NSO

Strengthen our premium offerings Exciting regional flavours

Winkin Cow 3 - :
Kesar & Badam Croissant - Mixed Fruit Wafers - Coconut

WINKIN' |  WINKIN’

New additions to our wide range of - Building the core - New adjacent categories
drinks collection
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4. Adjacent Businesses on strong foothold..

------------------------------------------------------------------------------------------------------------------------------------------------------------------

> High double-digit
growths across
divisions

> Strong quarter with
robust double-digit
growth

> Healthy consistent
margin delivery in
Bread & Rusk

Winkin Cow joins the
“Rs 100 Cr” club

-------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------

> Continues to gain > Nepal continues to

Sy
traction with I perform well, now
consumers S joins the "Rs 100 Cr”
6’0 club
i O
> Gearing up for &t N Y
Nationgl s’ia,e-up in 1(\“ > Distribution revamp

in Middle East to
expand reach

---------------------------------------------------------------------------------
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TUAITN 5A. Sustainability - Programs and journey so far..
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8% reduction in sugar by Mar'2024

(DJSI) in food products sector this year sustainable Companies” by “Business World”
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5B. Sustainability - Key ESG Focus Areas for FY 2022-23

Identify & implement new programs to drive Sustainable Sourcing

Publication of sustainable Supply Chain manual

Continue to improve DJSI score in line with our long-term sustainability
targets

Development of Sustainability Report complying to the international standards
of disclosures
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Q422 Financials



Consolidated NSV

Rs Crs.

Consolidated NSV as per published results

Healthy growth across Businesses and Channels helps

deliver 15% growth for the Quarter...

FY 21-22 (8%)

FY 19-20 (4%) FY 20-21 (13%)

3,554

3,531

3,508

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4
Growth% 26% 11% 6% 8% -1% 6% 14% 15%
24 month growth% 34% 17% 10% 10% 25% 18% 20% 25%

Nos. in the bracket indicate revenue growths 16
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Global geo-political factors
further aggravated the
inflationary scenario this
quarter..
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NS Our commodities withessed inflation of 17% & 149 for the
quarter & full year respectively..
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.
' ‘ Our response to inflationary pressure I

Value creation for Consumers

Price increases Controlled
Discretionary
spends

Cost Efficiency
Program

> Focused A&P

» Judicious price increase > Controlled OH
> Leveraged fixed costs

» Accelerated program
» IT transformation




Our operating profits grew at a healthy rate of 10% this
quarter, despite steep inflation..

B %

350

Consolidated Operating Profit
Rs Crs.

FY 19-20 (14.5%)

15.5%
14.8%

455

14.5%

406

19.8%
669

FY 20-21 (17.9%)

18.7%

627

18.1%

563

FY 21-22 (14.3%)

15.1% 14.3% 13.9% 14.2%
14.9%
505 508 489 499

453

Growth%

24 month growth%

Consolidated Operating profit as per published results

91%
89%

40%
50%

24%
38%

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4
| o] @ | @ | 0 | 01| 0 | @3 | o

12% -25% -19% -13% 10%
16% 449 14% 7% 23%

Percentages indicate operating profit % to Consolidated NSV
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Key Financial Lines - Consolidated (Reportéﬁ) :

’

Q4'21-22 FY 21-22
Particulars Rs Crs YoY YoY 24 month
Growth % Growth % Growth %
Net Sales 3,508 15% 13,945 8% 22%
Operating Profit 499 10% 2,001 -13% 21%
Profit Before Tax 519 5% 2,078 -17% 13%
Profit After Tax (Owner’s share) 380 4% 1,525 -18% 9%

Particulars 12-13 13-14 14-15 15-16 16-17 17-18 18-19

Profit from Operations% 5.7% 8.0% 9.3% 13.2% 12.9% 13.8% 14.3% 14.5% 17.9% 14.3%

Profit before Tax% 5.8% 8.3% 12.2% 14.7% 14.5% 15.4% 16.1% 16.1% 19.5% 14.9%
Profit after Tax% 4.2% 5.8% 8.9% 9.9% 9.9% 10.2% 10.6% 12.3% 14.5% 10.9%
'
v Soij‘rce:. Company Financials — Consolidated Results . ,' 4 .
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