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Disclaimer

The presentation has been prepared by Ganesh Consumer Products Ltd. (the “Company”) solely for information purposes and does not constitute an
offer to sell or recommendation or solicitation of an offer to subscribe for or purchase any securities and nothing contained herein shall form the basis of
any contract or commitment whatsoever. By accessing this presentation, you are agreeing to be bound by the trading restrictions.

The information contained in this presentation should be considered in the context of the circumstances prevailing at the time and has not been, and will
not be, updated to reflect material developments which may occur after the date of the presentation. The information set out herein may be subject to
updating, completion, revision, verification and amendment and such information may change materially. This presentation is based on the economic,
regulatory, market and other conditions as in effect on the date hereof. It should be understood that subsequent developments may affect the
information contained in this presentation, which neither the Company nor its affiliates, advisors or representatives are under an obligation to update,
revise or affirm.

Certain statements contained in this presentation may be statements of the Company’s beliefs, plans and expectations about the future and other
forward-looking statements. The forward-looking statements are based on management’s current expectations or beliefs as well as a number of
assumptions about the Company’s operations and factors beyond the Company’s control or third-party sources and involve known and unknown risks
and uncertainties that could cause actual results to differ materially from those contemplated by the relevant forward-looking statements. Forward
looking statements contained in this presentation regarding past trends or activities should not be taken as a representation that such trends or
activities will continue in the future. There is no obligation to update or revise any forward-looking statements, whether as a result of new information,
future events or otherwise. You should not place undue reliance on forward looking statements, which speak only as of the date of this presentation.

The Company, as such, makes no representation or warranty, express or implied, as to, and does not accept any responsibility or liability with respect to,
the fairness, accuracy, completeness or correctness of any information or opinions contained herein. You acknowledge and agree that the Company
and/or its affiliated companies and/or their respective employees and/or agents have no responsibility or liability (express or implied) whatsoever and
howsoever arising (including, without limitation for any claim, proceedings, action, suits, losses, expenses, damages or costs) which may be brought
against or suffered by any person as a result of acting in reliance upon the whole or any part of the contents of this presentation and neither the
Company, its affiliated companies nor their respective employees or agents accepts any liability for any error, omission or misstatement, negligent or
otherwise, in this presentation and any liability in respect of the presentation or any inaccuracy therein or omission therefrom which might otherwise
arise is hereby expressly disclaimed.
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Ganesh Consumer: Building India’s Everyday Staples Champion

Pioneer of the Consumer Staple Market in East India

Blueprint for ; Operational . . , : Comprehensive
Success Excellence Financial Metrics ‘ Portfolio
Largest Player of Packaged f : 18% Revenue CAGR Em
Staples - East India | . e L2 i
- Cash and Carry Model in General [ R ARC AR Chakki  Sharbati Multigrain
~12.6% Market Share in Wheat Trade # : 8.6% EBITDA Margins Atta  Atta Atta
based and Gram based } 5 éNhea;anc(li
derivatives - 28 Carry and Forwarding Agents 23.5% Adj. ROCE** varlaur: a:;z d
~43.4% Market Share Sattu 5 flours
~31.2% Market Share Sooji & Strategically located : 21 WC Days ;
Dalia ~ manufacturing units with 4.2 lakh | i

tons Installed Capacity 15.8% ROE
- A
10 Million+ Household Reach 6.8x Net Asset Turn Ratio

GT-3.5Lac+Outlets in East India* ‘Spice Snacks Ethnic Flour

* Household counts and retail outlets counts in Other 'states are based on Management Estimate. Retial Outlet counts in West Bengal is from Neilsen Report. :
# Spices portfolio has a credit period of 15 - 30 days !

*+ Adjusted ROCE has been calculated by taking into account specific adjustments to capital employed. including rem.ovmg loans given to related parties, subsidy receivable, CWIP capital advances, cash & cash equivalents or
other non-operating items that do not reflect the core operating efficiency of the business




Dynamic, Diversified Product Range
Robust category growth with consistent CAGR momentum

_____________________________________________________________________________________ 42 PRODUCT CATEGORY I 225 SKUS

CAGR: 12.4%

® 2,071
Carrier
Products 1.640
Chakki White Whole  Sharbati  Multigrain
Atta Wheat Chakki Atta Atta
FY23
CAGR: 14.8%
Value Added 2,992
Products _ ;
Wheat Maida Chana
FY23
CAGR: 65.4%
196
R Emerging — |
- Categories Blended Snacks Instant
Spices Mix




The Complete Kitchen Partner of Indian Households
From Morning to Midnight, Ganesh in every bite...

T o e ro—
% Power start of the Day Healthy dinner for the family
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ﬁ. For All Meals - Spices
- Fulfilling 100% of the Household needs
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An Integrated Model Powering Everyday Nutrition

From Grain to Greatness

Procurement Manufacturing
(Wheat, Gram and Spices)
100% in-house manufacturing and
Network of 70+ Brokers with processing capabilities*
established relationship

7 Strategic Manufacturing Plant

Procurement network spread Locations

primarily across Uttar Pra'idesh, Bihar, 1,312 MT per day Capacity
Madhya Pradesh, Rajasthan,

Haryana, Punjab, and Maharashtra 55-60% Capacity Utilization

ARNRN

Note - Snacks which were launched in FY25 and which form a very small
** Retail outlet count in West Benga is from Nielsen Report and in other states is

the are p d from a third-party manufacturer
sed on management estimates

L
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Sales & Distribution

~28 Carrying and Forwarding Agents
1000+ Distributors
GT- 3.5Lac+ Outlets **

MT-200+ Retail Touchpoint

End Consumer

Household Brand of East India
10 Million Household Reach

4.5/5 Q-Commerce and E-Commerce
Customer Satisfaction Ratings



Company Evolution
From Regional Heritage to Scalable Platform

2006-15 2022523
z z Z Z ot 2
i i i | 2022 2023 Entered the Spices category
1936 2008 2010 2014 2015 Jalan Complex Unit- | & Agra Unit- hthrough launch 07?
] Commiissioning of 4 new units and expansion of repurposed to achieve enhanced Whole & Powder Spices

Brand Inception manufacturing capacity through 2 acquisitions: yield of Sooji s Turmeric
Started with a retail outlet Gram-based value-added flour & ethnics flours Jalan Complex Unit- II- repurposed 2l Powder
store in Burrabazar, Kolkata Wheat-based-value added flour products (maida, to manufacture whole, powder & - o8
under “Ganesh” brand sooji and dalia blended spices Chilli Powder

T
— ¢ — o — > —

: :

2000-06 2016-22 2024

2000 Raised funds from India Entered new categories

Incorporation of the company Business Excellence Fund Il & through launch of :

2006 India Business Excellence Blended Spices

Commissioning of Jalan Funds- 1A Garam

Complex Unit- I as an atta Awarded Emerging Company of % Masala

chakki plant eeg) Biryani
Awarded Most Loved Brand Masala




Powering Growth through Profitable Expansion

Sustainable Margins, Elevated Returns

Gross Margin %

22.8% 9
21.4% 22.2%

2023 2024 2025

With Size, our Gross Margins are maintained
keeping customer value in focus

PAT Margin %

4.4% 9
D\sg/_ 4.2%
2023 2024 2025

Our PAT Margins are also maintained due
to operating leverage

ROCE & ROE* (%)

19.8%

16.7%

15.0%
D\ﬁ/:.s%
14.2%
12.7%

ROCE —+ROE

2023 2024 2025

This has translated into Superior Shareholder’s
Wealth




Formalization Unlocking Long-Term Growth in India’s Daily Essentials
From Unorganized to Branded

TAM Organised %
(in Cr) 2025E (2025-2030)

-
Wheat Flour A I s
& Wheat  ~1,85,000 ~18-20% : :
Derivatives I :
\ 0 |
' Large scope |
Gram Flour : to improve !
& Gram ~50,000 ~18-20% ; branded
Derivatives : . :
9 . penetration
Focus on India’s > ; i
Staple food Spices ~1,40,000 ~18% VIR ]

consumption




Favourable Macros Enabling Sustained FMCG Growth

Sustainable Margins, Elevated Returns

Cooling Food Inflation Creates Headroom for

Consistent Broad-based FMCG Volume Growth
Volume Growth

9.1%

8.3% 8.4%
5.7%
4.8%
4.2% 4.3%
2.6%
1.9%
1.3%
X < < < < < N LN LN LN N LN . l
I RS R R G N, R, S, S,
3 2 & B 3 8 § € &5 & & 5§
- w O z o -~ o = < s = Q1FY25 Q2FY25 Q3FY25 Q4FY25 Q1FY26
CFPI —e—CPI ® Urban Vol YoY Rural Vol (YoY)

Source: NeilsenlQ

CFPI trending below CPI since early 2025, indicating broad- Both rural and urban FMCG segments are sustaining
based food price moderation.

consistent volume growth quarter after quarter.
Lower inflation aids consumer sentiment and sustains Strength reflects improved liquidity and expanding retail
volume growth across key categories.

penetration.
Stable input costs support healthy gross margins for staples Ganesh'’s wide distribution network and diverse SKUs align
manufacturers well with demand dynamics.




Consistent Brand Building in Q2
360° Marketing Efforts during Durga Puja

Print Advertisement Targeted Local Branding

India’s Own B
Energy Drink LE_-,,

The Perfect Fuel

‘or Your Festive
dustle: Sattu

e

<

<«
é
<

Events - Bhog Testing and Durga Anandbazar.com (Pujor-Sera-
Puja Contest Bhog Page)




Quarterly Milestones

Manish Mimani
Managing Director

Revenue ety
Margins
2,387 Mn 10.0%
PAT -
Margins S§3UZS
4.7%
4 Volume
Distributors Growth
1000+ Double Digit

across categories

a1

In Q2 FY26, we achieved our highest-ever quarterly
sales, with B2C staples (ex-Sattu) up 15.4% in value
and 6.4% in volume, supported by festive demand
and evolving consumer preferences.

Growth in Sattu was moderated by seasonal softness,
while the Spices segment soared 22.8% YoY on
portfolio expansion and deeper market reach.

Our focus on pricing excellence and supply chain
efficiency has driven gross margins up 350 bps to
26%, supporting higher profitability.

EBITDA margins expanded 140 bps to 10%,
reflecting strong cost discipline and operational
efficiencies.

We declared an interim dividend of %2.5 per share.
GCPL is also advancing its sustainability agenda
through a Solar PPA with Roofsol Renewables.

With capacity expansion, operational excellence, and
sectoral tailwinds, GCPL is well-positioned to drive
sustained and profitable growth, creating lasting
value for consumers, partners, and

shareholders alike. 14 4 n




- Q2 & H1 FY26 Financial Performance

Steady Revenue Growth

Margins —>  8.6% 10.0% 5.7% 6.3% 4.3%
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Q2FY25 Q2FY26 Q2FY25 Q2FY26 Q2FY25 Q2FY26 Q2FY25 Q2FY26
Revenue EBITDA PBT PAT
Margins —> 10.5% 10.2% 7.5% 6.3% 5.6% 4.7%
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H1FY25 H1FY26 H1FY25 H1FY26 H1FY25 H1FY26 H1FY25 H1FY26
Revenue EBITDA PBT PAT
In INR Mn

Temporary Margin Impact from Strategic Initiatives: The quarter witnessed elevated promotional activity, including category-specific offers such as the “Sugar-Free with 5kg Atta” campaign and
targeted spice promotions (4+1 offer). While these activities temporarily compressed margins, they drove 35.4% YoY growth in atta and 68.5% YoY growth in spices, cementing long-term brand
visibility.

Warehouse Management System: WMS incurred a one-time expense of 0.59 crore, aimed at enhancing supply-chain traceability and efficiency, and to maintain excess inventory stock.
Strengthened Balance Sheet Post-IPO: In line with its IPO objectives, the company repaid 60 crore of short-term borrowings, reinforcing liquidity and setting up for a reduction in finance costs from

H2 FY26.




Financial Performance
Sustained Growth Momentum with Healthy Profitability

Particulars (INR Mn) Q2FY26 Q2FY25 Y-0-Y (%) | Q1FY26 | Q-0-Q(%) | H1FY26 | H1FY25 | Y-0-Y (%)

Revenue from Operations 2,387 2,227 7.2% 2,030 17.6% 4,416 4,122 7.1%
Expenses 2,148 2,036 5.5% 1,817 18.2% 3,964 3,687 7.5%
EBITDA 239 192 24.7% 213 12.3% 452 435 4.0%
EBITDA Margins (%) 10.0% 8.6% 140 bps 10.5% (50) Bps 10.2% 10.5% (30) bps
Depreciation 59 59 0.9% 58 2.2% 117 115 1.7%
Other Income 12 11 13.8% 12 5.6% 24 22 9.2%
Finance Cost 43 16 165.9% 39 11.2% 81 34 140.5%
Profit Before Tax 149 128 16.9% 128 16.6% 277 308 (9.9)%
PBT Margins (%) 6.3% 5.7% 60 bps 6.3% 0 Bps 6.3% 7.5% (120) bps
Tax 38 33 15.9% 33 16.1% 71 79 (9.9)%
Profit After Tax 111 95 17.3% 95 16.7% 207 229 (9.9)%
PAT Margins (%) 4.7% 4.3% 40 bps 4.7% 0 bps 4.7% 5.6% (90) bps
EPS Diluted (INR) 3.04 2.61 16.5% 2.62 15.9% 5.66 6.30 (10.2)%




Staples: The Growth Engine of Ganesh Consumer Products
A large, growing, and brand-shifting category

Everyday Relevance __ Category in Brand x Scale x A Robust Business
& Expanding TAM Transition -From Reach Model
B Loose to Loyal o
. ) % Eastern India’s #1 in % 85% of branded packaged
< Core, high- % Accelerated migration wheat-based staple revenue is from
frequency category from unorganized to derivatives and #3 general trade -which is on
with massive TAM branded packaged atta brand cash and carry model.

- . % 7 State of the Art
% Urbanization & lifestyle o

! At * Branded staples Strategically Located “ Rapidly growing modern
shifts driving packaged offer quality, Manufacturing Plants close trade segment driven by Q-
adoption hygiene & shelf life to Farmers commerce and E-commerce

. < Multi- channel 7 . {
% Steady Shift from Emerging| categories presence driving < Backward integration & In-

Loose to Branded, - high-growth reach & visibility house milling ensures
Driving Premium quality, cost efficiency &
Penetration supply consistency

>

J
*

adjacencies

% Data-led procurement,
automation & R&D
strengthening scalability and

margins




2028: Accelerating the Next Growth Phase

Building scale with disciplined execution

° go . (o)
Brand Amplification 11.0%
[ 9.0%
EBITDA
Distribution Expansion 8.3%
EBITDA
GR -
9.2% 18 PP 759Cr
e11cry
Operational Efficiencies 2023 2024 2025 2028
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Commanding Market Leadership in East India
Strong foothold in across products

Presence in East India

Presence in West Bengal

Largest player in Wheat -
12.6% 40.5% <
~, based and gram-based Morket Share® Morkon Shares based products G

92.3% Largest player in Sattu Q )

| Market Share* 3

.  £4 % Largest Player for
= 5’ Wheat based products'

Largest player in Wheat - g" 1"% 4
based products’ %,h

S Top 2 Player in Gram-based
Flour products? ¥

Player in packaged Sattu ¢ 1% =

% Largest Brand of
N i 3@5 Packaged Wheat Flour

a Player in packaged Besan Top 2 &
| |
Sooji & Dalia Sattu Sooji & Dalia Maida Besan
31.2% 43.4% 87.7% 34.9% 28.7%
Market Share* Market Share* Market Share* Market Share* Market Share*

Source: Technopak Report Notes: 1. Wheat based products include maida, sooji and dalia, 2. Gram-based flour products include besan and sattu




Multichannel Distributor Network and Customer Reach
Well-established and Widespread

\ General Trade | | E- Commerce L
| Y :
s P
r==> - - -== -7 | E ! 0] & M
| i 5 A= nNZ
| 09 ! Third Party Online !
: Super Stockists : Marketplaces § Stores of Retail Players in East
! v i | India
= 1 H
' ¢ t 28 i
dee & .S . ; 35
- & 2 RN | -m |
| 1 —rg 3 .
7 ! 28 Fo00+ Retailers | | Regional P:je;ence
Mfg. Plants | C & F Agents Wistriblitors 3.5Lac+* Quick Commerce (East India)
[ A Retail/ Customer 3
| : Touchpoints g S ! 200+
L L P et e ' =87 | Stores
R .

Own Website

1a6% 59.3% 0.1%

83.5% 10.4% 6.1%

Note 1: Revenue Split as attributed to B2C operations for FY25, *Source: Nielsen Report for West Bengal and Management Estimate for other states
2: Modern Trade has only grown 0.1% due to shift in consumer preference in present geographies from modern trade to e-commerce.




Advanced, Integrated Manufacturing Footprint
Backward integration powering efficiency and consistency

7 Manufacturing Facilities

. Kolkata (4)
Agra + Var:na;‘ﬂ (West Bengal)
(Uttar Pradesh) .
- Near to core market - Enabling
ot zing raw efficient logistics management
material sourcing
Varanasi Unit Padmavati Unit
186 tons per day o 384 tons per day
: Jalan Complex Unit |
Agra Unit
150 tons per day 150 tons per day

Food Park Unit
90 tons per day

Jalan Complex Unit Il
40 tons per day

9
Hyderabad
(Telangana)
Total Capacity Currently engaged in Job Work
or an FMCG Player
1312 tons per day f g
Hyderabad Unit
312 tons per day




Innovative & Consistent Brand Building

360° Marketing Efforts

Targeted TV Commercials

= e e =

EFEFE W
AL Y.
T rleas

Digital Commercials

%u’kﬂe>+
hotstar

SONY -
Mé%m ﬂ! IEI it

18 mn

O9mn 90 days

Local Branding

-

..

=2 T

Digital Marketing
and Quick Commerce

Comparison

Post8
Sattu Campaign
Post Copy:

There are thousands of energy drinks in the
market that promises you utmost energy to
drive you through the day. Then, there's
Sattu, the original energy drink that's being
consumed by Indians for years now. Read on
tofind out which ones better for your
well-being.

#GaneshGrains #RangeOfSattu #Energy
#Protein

Approved




Innovation-Driven Portfolio Enabling Resilient Performance

Strong margins, efficient cash cycle, and superior returns

EBITDA Margins Supported by Operational Efficiency Superior Cash Conversion Cycle Efficiency

| L
9 c
g S
2 a

3 2 44.0
[ o
) (9]
w 4.5% <
L0 S
E V)

Peer Avg Peer Avg
Healthy PAT Margins Supporting Growth Investment Robust ROE Driving Shareholders Value

.
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=) E 15.8% 12.6%
& 2.6% o
o a
o >
[* 5

GCPL Peer Avg

GCPL Peer Avg




Quality Every Day at Ganesh Consumer Products
Commiitted to Quality, Safety & Sustainability

ozation
&P Tor 5

BACKED BY QUALITY STANDARDS AND CREDIBILITY

IS0 '
— &% | S Sal (") FSSC 22000 ——

14001:2015

O/? ~
&
e

\“ternar,
Yoppzipy

é

Occupational Health and
Safety Management
System ensuring a safe and
efficient workplace

Global benchmark for food
safety management,
integrating ISO standards
with sector-specific

controls

Compliance with India’s
Food Safety and Standards
regulations for safe and
hygienic food products

Environmental
Management System
ensuring sustainable and
eco-friendly operations

A fully equipped in-house quality laboratory and a dedicated QA team ensure that every batch meets stringent national and
international benchmarks from raw material sourcing to final packaging. H




Honoring Our Commitment to Quality and Innovation
A journey marked by recognition and impact

2017 | ? Certificate of Gratitude
I For funding various needy NGOs through trustees of Kolkata Gives

20718 * ? Emerging Company of the Year
By Zee Business in association with SAP India at Dare to Dream Awards

2021 * Y) Certificate of Appreciation
By Ministry of Finance for prompt filling of returns and payment of Goods and

Services Tax

2022 o ? Outstanding Participation Honour
By Indian Industries Association at the India Food Expo - 2022

? Most Loved Brand

2022 « .
By Blinkit at the Brand Awards, 2022

? Legacy in FMCG

2025 i “
At Sanmarg Business Awards, Kolkata, 5th Edition

2025 o ? The Wisdom Award
At the Future of Milling: Vision 2030 and Beyond, for building a
towering brand with innovation and market leadership
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West Bengal Leadership Powering East India Expansion
Strong in Core, Scaling Beyond

Stronghold in West
Bengal with deep
distribution

B2C Revenue

States
% (FY25)

West Bengal

—————
-~ S

Jharkhand

[ A | o
[ [} B2C-wise
(o FY25 ," :" __Sales mix

+

Odisha

Rest Of East

Rapidly growing
distribution
presence in other
Eastern states




Well-Entrenched Distribution Network

Advance-based model with scalable reach

B2C Sales

(775 |

Note: 1. Including indirect exclusives distributor sales force of 311

88«

General
Trade

E-Commerce

Modern Trade

¢

Recently transitioned to C&F

deeper penetration in East

i model from Super stockiest for
E India

Present across various leading E-
Commerce platforms

Flipkart it B
zeptol

Present across various leading
Modern trade retail chains

0
Reliance [I[HIE] £EEEE

Distribution Capabilities

2 8 C&F Agents
across India

1 000 + Distributors

3.5 LaC + Outles

Well entrenched distribution network across West Bengal

with growing presence in East India

Significant potential to scale presence across Modern

Trade and E-commerce




Continuous Investment in Brand Strength
Smart Spend, Strong Leadership

Established brand awareness through Ability to competitively price their Maintained leadership positions in
frugal marketing investments products several product categories

@ On track to become the leading brand in

»= Consistently < 2% advertisement spends :
"_ . East India
over the past couple years
1.4% 1.3% West Bengal
1.1% 2 70/
o
Market
® ® Price setter in value added flour §hare in Atta
m cﬁ)u%)ﬂ categories by virtue of its status as a ®
pioneer of these categories in India
FY23 FY24 FY25
/ Offering products at a competitive price, Market Share
while maintaining quality at par with both in Sattu

PAN India and regional brands serving as a
testament to consumers' trust in the quality
of the products

/ Strategic and targeted advertisement
spend to enhance brand prominence by
focusing on high visibility marketing
campaigns

64%

Market Share
in Sooji @

J Increasing spend across digital channels
to strategically build brand awareness

. 92%

100% of General trade sales are on advance basis demonstrating trust in Ganesh’s brand power ©

Note 1: Increase in ad spend in FY24 due to introduction into spices segment Note 3: Spices Portfolio has a credit period of 15- 30 days
Note 2: Market share as Technopak Report




Technological backbone for a future ready organization
Digital, agile, efficient

SAP Implementation w EH Warehousing Management

— System (WMS)

Implement Warehouse Management System
Implemented SAP S4 Hana for real-time data (WMS) to improve supply chain transparency,
processing and analytics, allowing faster and reduce stock-outs, optimizing warehousing

more informed decision-making capacity and track real time stock ageing

Implemented DMS system,
which helps in secondary
tracking, purchase entre

management and delivery

& payment collection

Provides complete
visibility of
inventory at
distributor level




Focused Growth Strategies
Distribution. Diversification. Digitization.

ra GEOGRAPHIC EXPANSION — PRODUCT PORTFOLIO
fhry & DISTRIBUTION %_@ ENHANCEMENT &
NETWORK DIVERSIFICATION

Deepen B2C operations in
current markets, focusing
on tier 2/3 cities and rural
regions with 8.4%* FMCG
volume growth

Diversify into categories
which are in sync with the
existing ones

Accelerate presence outside
West Bengal, targeting
neighboring states Bihar,
Jharkhand, Odisha, Assam

New launches addressing
health-conscious and
convenience-focused

consumers.

Aim to expand distribution
by onboarding new
distributors and C&Fs, and
leverage IT for monitoring
and strategic decisions.

Leverage consumer insights

to develop value packs and

regional flavors to increase
market share

*Source: NeilsenQ Research

@ BRAND AWARENESS &

> MARKETING ACTIVATION

Implement integrated
multimedia campaigns (TV,
radio, print, digital,
outdoor) to boost brand
visibility

Primary focus is on BTL
activities as the same has
better reach. Advertisements
are planned in vernacular
languages for better impact

Sponsor cultural events and
festivities in East India to
deepen emotional
connection and engagement

,/-t."l OPERATIONAL EFFICIENCY
18}

& TECHNOLOGY ADOPTION

Targeting Operational cost

savings Solar Power setting

up in 4 Manufacturing unit
in the next 6-8 months

Implement Warehouse
Management System
(WMS) to improve supply
chain transparency and
reduce stock-outs

Strengthen use of Botree
DMS, SFA apps, and SAP
S/4 HANA Cloud to
improve order-to-cash
cycle efficiency




ANNEXURE



Track record of Healthy Financial Performance
Broad-based across segments

{S Revenue from Oberations B2C Revenue Split By B2C Revenue Split By
& P Product Diversification Geography Diversification
B2C B2B W By-product Whole Wheat Wheat & Gram- Based
Value added
— H Other Emerging West Bengal Outside West Bengal

CAGR: 18%
8505

. O,
7591 CAGR:17% —%.,5 3
| 7.34%
12.69% 12.54% 5603
6109 8.39%

9.40% 13.49% 4828 4,099 |
- (]
9.98%
11.55% .
46.34%
44.16%
48.99% o2.66%
0,
R 76.98% e
e . 90.02%
26.85% 24.67% 24.35%
FY23 FY24 FY25 FY23 FY24 FY25 FY23 FY24 FY25

In INR Mn




The Growth Curves

Steady gains across all metrics

Delivering Growth - Revenue and

Strengthening Bottom Line — PAT

Asset Turnover Ratio

Margin Expansion

and Margins trend

9.2% 7591 8505 4.4%
6108 4.2%
8.6% 3.6%
FY23 FY24 FY25 Fy23 Fy24
mmm Revenue (INR Mn) —— EBITDA Margins (%) = PAT (INR Mn) PAT Margins (%) FY23 FY24 FY25

Return Ratios Working Capital Cycle Net Debt to Equity Ratio
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Market Opportunity: High-Growth Packaged Categories

East India at the forefront

East India CAGR Growth

16.0%

15.0%

14.0%

13.0%

12.0%
10.0%

- Packaged Gram-Based Derivatives
Packaged Wheat-Based
Derivatives TAM - 8,817 Cr

TAM - 35,176 Cr East India Share - 17.7%

East India Share - 12.6% CAGR-16.1%
CAGR - 15.9%

Packaged Spices

TAM - 37,760 Cr
East India % Share - 19.0%
CAGR - 13.5%

Packaged Snacks

TAM - 82,262 Cr

East India Share - 18.0%
CAGR - 12.9%

12.0% 14.0% 16.0% 18.0% 20.0% 22.0% 24.0%

East India Share

==

Packaged Ethnic Flour

o

TAM -1,115 Cr
East India Share -28.2%
CAGR - 13.0%

26.0% 28.0% 30.0%




Manish Mimani

Managing Director

Jotned M/s Ganesh Flour Mills in 1994 and
incorporated the company in 2000, driving
its growth and corporatisation. He also
served on the boards of Backbone Sales,
Srivaru Agro, and Srivaru Poly Packs Pvt. Ltd.

Madhu Mimani

Non-Executive Director

Been associated with the company for over
two decades. She first joined the Board in
2000, reappointed in 2016, and continues to
gutde treasury and strategic functions. She
also serves on the boards of Backbone Sales,
Srivaru Agro, and Srivaru Poly Packs Pvt. Ltd.

Rohit Brijmohan Mantri
Nominee Director

A Chartered Accountant and Co-Head of
Private Equity at Motilal Oswal AlF, with
prior experience at KPMG India. He has led
investments in Ganesh Consumer Products,
Pathkind Diagnostics, and Molbio
Diagnostics.

Sunil Rewachand Chandiramani
Independent Director

Fellow Chartered Accountant with a
commerce degree from the University of
Bombay and a diploma in systems
management from NIIT. He previously
served as Partner at Ernst & Young India
LLP and S.R. Batliboi & Co LLP.

Pioneering Growth Backed by Proven Leadership
Experience that delivers results

Richa Manoj Goyal
Independent Director

Graduate in Commerce and Law from
Gujarat University. A Fellow Member of
the Institute of Company Secretaries of
India and a certified trademarks agent,
she heads her own firm, Richa Goyal &
Associates.

Ganesh Shenoy Basavanagudi
Independent Director

A Chartered and Cost Accountant with a
commerce degree from Bangalore
University and over 25 years of experience
in finance. He has worked with A.F.
Ferguson & Co., Larsen & Toubro Ltd., and
served as Director — Finance & IT at MTR
Foods Pvt. Ltd.

Amit Tapadia

Chief Financial Officer

Been with the company since 2019 and
oversees finance and accounts. A
Chartered Accountant with a commerce
degree from the University of Calcutta,
he has 10 years of experience, including
roles at Flipkart, Lifestyle International,
and S.R. Batliboi & Associates LLP.

Narendra Mishra
Company Secretary & Compliance Officer

Joined in 2023. A Commerce and Law
graduate and Associate Member of ICSI, he
has 8 years of experience in secretarial and
compliance roles with Karini Group and
Mukesh Hyundai (Frostees Export India Pvt.
Ltd)

Abhishek Pareek

Chief Commercial Officer

Been with the company since 2018 and
oversees finance, accounts, and
commercial operations. A qualified
Cost and Chartered Accountant with

13 years of experience, he previously
worked with Asian Hotels (East) Ltd. in
corporate finance and accounts

Sunil Chandak

Chief Manager (Operations)
Associated with the company since
2072. He oversees production and
factory operations, ensuring smooth
manufacturing and process efficiency.
With 12 years of experience, all spent
with the company, he has grown
through the ranks and played a key
role in strengthening operational
excellence

Indrani Mitra
Head of Human Resources

Been with the company since 2019
and oversees all HR functions. She
holds degrees from the University of
Caleutta and Jadavpur University,
with 19 years of experience in
human resource management.
Before joining, she led HR operations
at Kankei Relationship Marketing
Services Pvt. Ltd.

37




Statement of Profit & Loss

Particulars (INR Mn) FY23 FY24

Revenue from Operations 6108 7591 8505
Cost of Goods Sold 4714 5968 6614
Gross Profit 1394 1623 1891
Gross Margin (%) 22.8% 21.4% 22.2%
Employee Cost 125 137 136
Other Operating Expenses 707 853 1022
EBITDA 562 633 733
EBITDA Margins ( %) 9.2% 84% 8.6%
Other Income 40 62 47
Interest 67 66 64
Depreciation 171 265 236
Profit Before Tax 364 364 480
Tax 93 94 125
Profit After Tax 271 270 355
PAT Margins (%) 4.4% 3.6% 4.2%
Basic EPS 7.45 7.42 9.74

Diluted EPS 7.45 742 9.74




Balance Sheet Statement

Particulars (INR Mn) FY 23 FY24 FY25
Equity Share Capital 364 364 364
Other Equity 1679 1850 1905
Total Equity 2043 2214 2269

Non-current Liabilities

Financial Liabilities

(a) Borrowing 0 0 0
(b) Lease Liability 160 113 185
(c) Other Financial Liabilities 1 0 1
(d) Non-current Liabilities 7 8 8
Total Non-Current Liabilities 168 121 194

Current Liabilities

Financial Liabilities

(a) Borrowings 861 383 500
(b) Lease Liabilities 23 26 37
(c) Trade Payables 237 275 344
(d) Other Financial Liabilities 53 19 16
(e) Contract liabilities 16 22 21
(f) Other current liabilities 23 17 15
(g) Provisions 8 9 10
(h) Current Tax Liabilities 1 0 12
Total Current Liabilities 1223 751 955

Total Equity and Liabilities 3434 3086 3418

Particulars (INR Mn) FY 23
Non-Current Assets

Property, Plant and Equipment 1542
Right of Use Assets 179
Capital Work in Progress 45
Intangible Assets 5
Deferred tax assets (net) 1

Financial Assets

(a) Other Financial Assets 90
(b) Non-current tax asset 20
(c) Other non-current assets 15
Total Non-Current Asset 1897

Current Assets

Inventories 1003
Investments 30
Trade Receivables 104
Cash and Cash Equivalents 13
Other financial assets 58
Current Tax Assets 0
Other current assets 66
Short-Term Loans and Advances 263
Total Current Assets 1537
Total Assets 3434

FY24
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1
178
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FY25

1255
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37
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0
91
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126

0

194
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Company Contact

Mr. Narendra Mishra
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Email: narendra.mishra@ganeshconsumer.com

suddhata ka
. swaad
Investor Relations Contact

Ms. Garima Singla Mrs. Sheetal Khanduja

Tel: +91-9780042377 Tel: +91-9769364166
Email: garima@goindiaadvisors.com Email: sheetal@goindiaadvisors.com




