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Some of the statements made in this presentation may look forward looking information that involves number of risks
and uncertainties. Such statements are based on certain assumptions, estimates, projections or plans that are inherently
subject to significant risks, uncertainties and contingencies that are subject to change. Actual results can differ materially
from those anticipated in the Company’s forward-looking statements as a result of a variety of factors, including those set
forth from time to time in the Company s press releases and reports and those set forth from time to time in the
Company’s analyst calls and discussions. We do not assume any obligation to update the forward-looking statements

contained in this presentation.

No part of this presentation shall form the basis of or may be relied upon in connection with any contract or commitment.
This presentation is being presented solely for your information and is subject to change without notice.

Previous years' financials re-casted as per Ind-AS.

All market shares mentioned in this presentation are as per AC Nielsen MAT Mar’l8 in volume terms. ‘
Conversion rate : 1 US$ = 3 65.1/- (As on 15t April 2018)
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FMCG Sector Overview

Indian FMCG Sector is
expected to grow at a
CAGR of 20.6% by 2020

m Size of the Indian FMCG Sector
(US$ bn)

104
49

9

2000 2017 2020e

Source: IBEF, April 2018

Higher incomes to aid growth.
India’s Per Capita Income has
grown at a 5 yr CAGR of 10.2%

m India's Per Capita Income (X in lacs)

103 112
0gg 094
] I I

FYl14 FY15

Source: MOSPI

FYle

FY17

FY18e
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Low penetration levels
indicate long term
growth story

Men's Fairness 1 4%
Winter Lotion = 6%
Deodorants = 8%
Facewash = 8%
Ayurvedic Oil = 9%
Petroleum Jelly = 12%
Cooling Oil == 16%
Light Hair Oil mww 24%
Antiseptic Crm mm 27%
Balms mmmm 29%
Talcum Powder mmmmmm 41%

Hair Oil s 92%

Source: IMRB
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Key Growth Drivers -t

Climbing up the ladder - Per
Bigger population, stronger Capita Income to grow 5x in 2
income and higher demand decades to T 2.7 lacs by 2030

Increased acceptance of 1% 1% -
Ayurveda

Shift to branded/ organized
sector due to GST

Increasing
Premiumisation

Emergence of Male Grooming
Segment

2005 2015 2025

Emergence of e-commerce B Deprived m Middle Class ®m Rich
and growth of Modern Trade

Source: Hitting the sweet Spot,
EY, McKinsey Global Institute
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Key Facts emami

Flagship More than 120 products 46X returns
company of the sold every second since Public Issue
Emami Group across the globe in 2005
5 Power brands
with market Reachin 4 mn +
leadership Retail Outlets

e o3 ® & i

Established in 1974.

Promoted by Presence in 60+ Market Cap of
Mr. R.S. Agarwal & Countries ~ X 26,000 cr
Mr. R.S. Goenka
Category creator Entered mainstream
with a differentiated categories to reach out
niche positioning to a wider consumer base
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Past Performance - Last 10 years emami

Revenues* grew by EBIDTA grew by Market Cap grew by

3.6x 5.6x 19.1x

2,506 719
690
129
-3 -

FYO9 FY18 FYO9 FY18 FYO9 FY18

24,240

*Adjusted for Ind AS & GST X in crore




Our Power Brands
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Navratna emami

N aV ra[ nd Penetration Volume

Cool OQils Levels Market Share

17% 64%

Leveraging Growth Opportunities

1 2 3
Expanding
Strer.\gthen Develop New
Traditional New Usership
Markets Markets
« Core Markets (UP, Bihar, Jharkhand) + Development of Identified * Cool Oil penetration low at 16%
contribute to almost 40% of total emerging markets (Gujarat, whereas Hair Oil penetration is at 92%
category sales Maharashtra, AP, Telengana, _ o . .
WB) by recruiting new users in  * With Urbanisation and rising lifestyle
+ Market Share in Core Markets has the category and drive disorders, there is an increase in
increased from 40% to 45% in last 5 penetration has helped in incidences of stress or physical
years. growing the brand. discomforts - Thus, the need for safe °
and natural remedies go up
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Navratna emami

Strengthen Traditional Markets Develop New Markets Expanding Usership
(UP, Bihar, Jharkhand) (Gujarat, Maharashtra, AP, WB)

Focused on-ground activations done in Connect with New users Expanding Usership by
recent past will continue to drive share ¢ These markets still have mass appeal increasing occasions of use
gains in the core markets: of mega stars like Amitabh Bachchan
where regionalization of * Focus on multiple problems-—
* Expanding reach through Bhojpuriin- communication (like language edits headache, body ache,
film integration and movie screening of popular campaign ‘Sar Jo Tera tension, sleeplessness etc.
through Caravan activity (Video on Chakraye') has helped in creating
Wheels) relevant connect. * Recent communication ‘Sar
Jo Tera Chakraye’ campaign
« Extensive on-ground wet and dry Substitute existing products (e.g. was built on same and giving
sampling in Melas, saloons, door-to-door, Anti-Coconut Strategy) us room for further growth
etc. + Continue to target coconut oil
(MOUB in South) application for
* Leveraging local media through a Print massage, head on with a
activation in association with Amar Ujala comparative communication
creating a unique property called
Navratna Shreshtha Pradhan » Leveraged the star power of local
icon-Jr. NTR
+ Wide-spread visibility campaign through
branding in wall paintings, dealer * Household Penetration in AP
boards, Railway time-tables and rural increased by 3% from FY17 to FY18
sales van through this stance. While

penetration is still below 10%.
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BoroPlus S

emami

One of India’s most trusted brands
over the years

BoroPlus Penetration Levels
Antiseptic
Cream Volume Soropius
Market Share Prickly Heat BoroPlus

D Body Lotion

0.5% 0.2%

74%

Leveraging the growth Opportunities To strengthen the brand as an expert multipurpose skin solution
by providing efficacious do good solutions

%o #4 ‘
¢ #ﬁ*’%
Increase brand
Big room to grow for BoroPlus Skincare amongsttop2  Strong growth in rural led Emergence of MT as a (rg(elevr?ntcie:dconnks)umgtlgn
range having much lesser fastest growing non- by accessibility, growth driver with B2B pe e36% c(I)e rges ong
penetration food categories affordability & awareness  helping to increase indirect 9

communication

distribution




BoroPlus

BoroPlus Antiseptic Cream surging ahead
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Growth Opportunities

Strengthen brand relevance as an

Increase in volume market heritage

share in the emollient
category (excluding lotion);
gaining from petroleum
jelly and cold cream market

Year on year
increase in
average
consumption

Year on year
increase in
household
penetration

Build portfolio by
product launches
around related
addressable skincare
needs

Consumer
recruitment by
sampling

Establishing New Launches

To target younger users and shift dependency of

mother brand from winter season .
Presence in category

recruitment
channels: MT &
ecommerce

~
- Address younger audience
- Generate brand momentum

Role in < through differentiated promise,

ortfolio . L
— P packaging & communication
foro - Add skincare values to portfolio
il i .
HEALTHY BOROPLUS
WHITE I - -
- Build brand awareness amongst
consumers through sustained I )
media e 9 =
Way e . o z a
forward 3 | Leverage Emamidistribution to 3 3 t
widen availability 'g w =
- Ensure product trials by & <

consumers leading to repurchase

everyday skin expert based on strong

Strong
innovation
funnel of
products

Cross
promotion of
product
portfolio

Reinforce
product
superiority

MULTI -
PURPOSE

a4
~
Lo
<D
n:m
|:_,>
<
z

—
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Pain Management Range

Zandu among Top 100 ET Brand Equity Low penetration levels of Zandu
“ Most Trusted Brands” in India & Mentho Plus Balms offer huge
headroom for growth

\ BRAND EQUITY
»;’ ** M OST ** Penetration Volume

Levels Market Share

:ZANDU
Bam  BRANDS = 27%  54%

Pain Management - A two pronged strategy

Where will we focus Core Markets Non Core Markets
(Balm category well developed, (Balm category under developed, <10%
>50% penetration) penetration)
What will we do? Drive Consumption Drive Penetration
How will we do? » Establish superiority through “Ultra Power”  Value reframing through X2 pack
variant

* Highlight multi purpose usage of Balms
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Male Grooming Range (4

Fair and Handsome Fairness Cream

Brand plays in the highly promising

meta trend area of Men’s Grooming Penetration Volume
Levels Market Share

3% 66%

FAIR AND HANDSOME FAIRNESS CREAM

fiiiis 7 Category Creator

* Men's Fairness Category penetration very low at 4%; Women's Fairness Cream is the source of
business — Men's usage of female fairness creams estimated at Rs. 300 Cr.

* Fair and Handsome getting aggressive with Brand relaunched in a contemporary packaging in
June 2018 and Communication strategy shifted to gain from Women'’s Fairness Cream.

» Fair And Handsome being synonymous with men'’s fairness category, is well poised to grow and
has strengthened leadership position garnering 66% volume market share.

* Fair And Handsome Complete Winter Solution variant to capitalise on Men's Winter Grooming
Opportunity

FAIR AND HANDSOME LASER 12
Advanced Premium Sub-Brand

*  Premiumisation trend on an upswing, with consumers willing to pay a premium for higher order
solutions (AC Nielsen Study)

» Fair and handsome Laser 12 sub-brand launched to capitalise on the premiumisation opportunity
*  Promising start to the launch; amongst Top 20 launches in 3 Years (IMRB)
* Young star Kartik Aryan becomes the face of the brand °
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Male Grooming Range emam

FAIR AND HANDSOME FACE WASH
Fair and Handsome Facewash

Nascent category with low penetration but high growth.

* Brand has made a strong start over last 4 years, becoming ..
Position in

No. 2 in the highly competitive Men's Face Wash Category . Volume
D LIS 35 Market Share
» Leverages Fair and Handsome's equity and distribution Category
strength to become most distributed Face Wash in the #2 16%

Men's category

* Young New Star Vidyut Jamwal becomes the Face of the
Brand

HE RANGE

Disruption: Created breakthrough products like HE On the Go Waterless Face Wash & HE Pocket deos. Going
forward disruption is also planned through packaging and product led innovations

Increasing penetration: Category is largely underpenetrated - 20%. Through introduction of lower affordable
priced points, leveraging the digital technology, and enhanced distribution to reach to a larger audience.

Tapping Rural demand: Leveraging Van operations, HE deodorants reached rural markets. Currently HE deo is
growing in double digits in these markets contributing ~25% of total HE revenues

p
Luring Urban Consumers: Introduced waterless face-wash and pocket deos in ‘on the go’ range to lure the
urban consumers and give them convenience at affordable pricing.

J ON THE GO DN THE 60
PASSION POWER

Media Innovation: Spearheaded lot of digital interventions to tap the online audience and leverage the e-
commerce space. Award winning campaigns include ‘He Flying Basin’ & He waterless booth




Kesh King Range

+ Ayurvedic Oil segment has about 10% penetration across India
and growing rapidly owing to the increasing incidence hairfall &
other problems among consumers & growing faith in Ayurvedic
remedies.

* The new premium & attractive look of Kesh King Oil to be
launched soon

+ Shampoo relaunched in attractive new packaging & pricing in
Jul'18 — receiving great response from trade

| Vs |
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Kesh King Ayurvedic Medicinal Oil

Penetration
Levels

3%

Volume
Market Share

28%



Other Brands

Brand

Category Outlook

Launched in

Pricing

uUspP

Endorsed by

7 Oils in One

Light Hair Oil segment has about 20%
penetration across India and growing the
fastest amongst all Hair Oil segments owing
to the increasing consumer preference of
lighter, non-sticky oil for nourishment & ease
of styling

April 2014
Growing at a CAGR of 44% in last 4 years

Priced competitively in the Light Hair Oil
segment of the Hair Oil Category

Unique blend of 7 Oils, including Argan,
Jojoba, Walnut, Olive, Almond, Coconut &
Amla

Yami Gautam

0 T
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Diamond Shine Luxury Créme Hair Color

Creme Hair Color Segment has less than 10%
penetration across India and growing the
fastest amongst all Hair Color segments owing
to the consumer lifestyle requirements &
convenience of usage of the product

August 2017
NPD with the maximum buzz in FY'17-18

Priced competitively in the mass sub-segment
of the Créme Hair Color Segment

2X longer lasting color with superior shine

Shilpa Shetty

el

CHERRY [
RED )

emami

DIAMOND SHINE

OUR

Creme Hair Colour
with Diamond Serum

rrrrrrrrr



Healthcare Range

Health Needs

Obesity

70 Mn Indian kids are expected to
be overweight or obese by 2025

> In lndla4 over 15 million
ren are currently
i

THE TIMES OF INDIA
HOME

40% of Delhi schoolkids fail lung
capacity test: Study

...............

children were aﬂecl.ed by
abesity in 2013

ZANDU

EXPERT IN LIFESTYLE
DISORDERS

Help people of all age groups manage
their lifestyle related health &
wellness needs through trusted &
expert ayurvedic solutions (product &
services), which are effective & safe.

7 T
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Urbanization & rising affluence fuelling Health Care growth

Per capita dis po sable income
$ thousand, real 200

40

20 | History Projection i
200 F 7 1

GDP growth 65% 7.4% /
180 Population growth 18% 1.1% 7/

160 |
140
120 |
100 }
80
60 |

1990 1995 2000 2005 20

The growing
urban footprint
Urbanization share (%)

17.29

b@@

Source: http//economictimes.indiatimes.com/photo.cms?msid=8068024

10 2015 2020 2025 2030

v Global iInsttute analysis

|
1951 1961 1971 1981 1991 2001 2011

Source: Census of India

4239 Utban

2010

2015

@ Money spent on

Food & Grocery

9% 11% ;
7% 7%
Education
6% 7%
Telecom
3% 6%

Personal transport

zxzxf;&

Home furnishings
»x x =



http://economictimes.indiatimes.com/photo.cms?msid=8068024

A T

Q/»
Zandu ready to leverage this opportunity emam
Creating Digital Ecosystem
N = = Continuous
Taking expert Ayurvedic care to consumers at Build Trust & Last Innovation

Mile Connect to
build accessibility

an arms length

Slew of launches in new areas in next couple of years
W L L L L L L

Women Care & Geriatrics Care

-

Expert Advocacy for Generics & Ethical range

L
. Builds Mind
Generating expert reference for new Share . .
Ayurvedic proposition (Credible) Working continuously
with R&D to develop

" / - T > > "

unique, functionally
superior, efficacious
products to meet health &
wellness needs

ZAN:J @ S v (Ao ' ﬁ &
§ oy i ; { e ZANDU
N’ iy ® & v Nityam

KesariJivan | Pancharishta Dicede [ @ F nblecs B
n . - 3 " 4 for di \ : 200% Apurvedic o

L
h |
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Strengthening existing franchise 7,
emami
Building consumer preference for Zandu's Digestive Healthy choice of Sugar free —Zandu Pancharishta
range by roping in Mr. Amitabh Bachhan Sugar Free & Zandu Chyavanprashad

o e ey % atgE § 50% & sur
o B i dw & AR wfters B

ot o e s @ o Gl @ i T & R
2w & ¥ i 100 w1 ¥ sngiive o @ e

iy STl

e T  sERd o v gy €,

500074 ¥ WY ¥ WEIR SR Y | o areufiv avs gpre e ) v @ i e g ) g
T sxftae oy di 2 Soa . -~ oY are-ar 89 areft areer-sraet s s g Ve s sifem, e, s ol Ry 3 g T

T T TR 8 o & o araf o @ ¢ G ™ x . . v i areferert e @ el §1 s ‘o Yuw

o S a2 - mwusmm,mmmx:ug
i ol darRe aards el are $ G s @ v J Y SIRT e T T arfay 2 o Y o an i
e Y o0 s T S aeare ) e e Ey . = 2] e £ i ol et % e e o
Tk & e - A oo, s @ e &)

= L ' - p AR
e ) e 8 oo N s s @, T o r @ auRNG

S egPrét w3 wra A 2 Rfen e gl

Driving Efficiencies ~Go-To-Market

« Amalgamation of Classical and Ethical Team : Unified Medico Team
* Re-launch Medico Range (Ethical & Classical) to develop unified Zandu identity

« Continuous In-Clinic Vaid/Doctor engagement programs to add to preference generation 6




Drivers of Business
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International Business o

Growth Pillars for International Business

Approach Strategy Initiatives
« 7 0ilsin1Range
Focused Market Strategy : ; 4@ |°* RelaunchofKesh
Invest Growth from brand investment, ; ,@ King hair oils
expansion of distribution & launching -  Launch of BP Lotion
localized NPD's. (Aloevera) in B'desh

Potential Market Strategy : * SEA:Thailand,

Expand Enter new Geographies where reach & quoneS|a &
o Vietnam
expansion is key.
a:\rlscle(:s vr\r/‘:enrtehlg?r::f:i?/:irl?tesqe\llgcal * 3P manufacturing
Make in UAE & Sri Lanka

manufacturing strategy since import
duties are High & Importing is a
challenge.

Wt 2 Néavratna
Cool
720

* Subsidiary in Russia




Sales & Distribution

Key Thrust areas

=—

(Urban - 4.7L (+1.4L)

-Reduced
Wholesale ‘
Dependence @
40% (-7%) ‘

\ v

(Rural - 431 (+13L)
.28k Towns (+16k)
-3k+ Pop Towns ‘

+ 600 MRs in 2 Yrs

A P

N

emami

- ~
MSFA
Development/ Roll
out for MRs CDMS

@ DBs |

A vy

fAnaIytics - Right
Assortment @ Store

— -Up Sell
-Cross Sell

\ o

4 ~
\
Dynamic Beat with
- Visual
Representation

A\ v

e —
Shopper Marketing

-Shopper Research
/ Insights
-Path to Purchase

N\, vy

f N,
Channel Programs |

-WS Privilege Club
-SAMT Program
-Feeder WS

L o~

i ~

Robust Process for ‘

| NPD Launch / Drive

b <

=—

( Accelerating MT N
Growth

-Thrust in B2C
-JBPs with Chains

A\ 4

(‘ N,
E Commerce Focus |

-Special Packs
-Cross Selling
-Manage Content

L o

b Y

MT Supply Chain -
Improve Fill Rates




Operations

Pacharia - A Leap Towards Excellence

First Manufacturing
setup with a cluster
facility for all categories
- Cosmetic, Ayurvedic
and Health Care.

First Manufacturing
setup with high
capacity installation —
Total 42 packing lines
with a capacity of 3295
Lac Dz. pcs

First Packing setup
with state of the art
High Speed
machineries with
inbuilt robotics Tube
Packing.

First Packing setup
with 600 BPM Balm
Dibbi Packing Line.

First Manufacturing
setup using solid fuel
fired steam generating
unit.

First Manufacturing
setup with automated
PLC based touch less
manufacturing facility.

First facility with
intelligent automatic
batch manufacturing
and tracking system.

First facility with
optimized and scaled
up Mmanufacturing
batch size. Created
world class facility.

A T
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emami

Key Highlights

* Plot Area (sgq.m) : 132700

+ Ground Coverage (sg.m.) : 21000 (15.76%)

* Built-up Area (sg.m.) : 47195

*+ No of individual buildings : 12

* No of Packing Lines: 42 (Ayur - 30, Cos - 9, HCD - 3)
* Installed Manufacturing Capacity (MT) : 49140

*+ Connected Electrical Load (KW) : 4000

Fiscal Protection

* |IT & GST benefit for 10 years ( Till 2027)
» Capital subsidy of 30% on cost of P&M
* Interest, Insurance and Transport subsidy




Pacharia - Manufacturing And Packing Facility emami

: 300 UPM Fully Automatic with Robotic 600 UPM Fully Automatic Dibbi
BOgaLéEil\r:lgFtillr?/eﬁgéronmgégI\I?g;tle pick up Tube Packing Line from Norden Packing Line

240 UPM Spout Sachet Packing PLC Based touch less Manufacturing Modern RM / PM Store
Line Set Up °
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R&D - Consumer Care 4

| I oo Technologies Programs
. Platforms
Formulation
Design
Skin Color, “X" Deposition —
= Tone, Texture System from - Innc,)\\‘/Fa)tDlon
Management Cleansers
Technology Competitive
Transfer Intelligence
Value
Malodor & Anti- Time Release Improvement
Microbials Matrixes of Existing
Portfolio
. Hardware
Pain Transdermal PR
= Management DDS == Harmonization

N

for Factories

Material
Clinical & Regulatory, o Cooling/Warmi Simplification/s
Performanc Patent & =] Moisturisation ~| ng Extenders =1 pecification
e Testing Safety Tox Mgt

Hair Growth,

= Strengthening,

Penetration

Renovation of

Color Mgt Enhancers Core Products
Cooling & Processing — Clinical
Perfumery Analytical - Warming Microstructure = Assessment for
Development Development Sensories Tracks New Claims
- - Natural/Ayurve
u Antiseptics, .
Anti-bacs dic Molecule

Robust pipeline of new

Stabilizn

innovations

L

All claims scientifically proven
and backed by clinical tests
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R&D - Healthcare 4

emami

New Product Scale Up Production
Development & Stability & Technology
Testing Transfer

Formulation
Development

Standardization

[ Quantification & }

Quality
Assurance

Analytical
Development

level of quality in

Maintenance of desired
products

[ NABL ]

[ DSIR Approved ] Approved

Herbal Drugs

{ Quality Control of }

R&D

Efficacy and safety Health
ea care

evaluation

N\
AN

Product claim,
Therapeutic dose &
dosing regimen

Patient compliance &
Product Related Scientific
L Queries

Medical Research
& Bioassay

Microbial Limit
Analysis

Microbiology [ Tests & Routine

AN

N

37 Scientists
(Ayurvedic Doctors,
MBBS, PhDs, M. Pharm &
M.Sc.)

>y

Cultivation &
Production of Herbal

Raw Materials

/
Extraction & Isolation of
Herbal compounds

Bioresources Phytochemistry &
Development Pharmacognosy

Documentation of Crude
Herbs

Agronomic
Techniques

{ Development of } [ Identification & }




IT Initiatives

. . Business
Business Drivers Imperatives

* Responsive &
scalable
Sustainable infrastructure
growth
e Quick decision

making

* Operational
efficiency & Higher

Improved productivity

Operational .
Efficiency

Agile organisation

* Enterprise risk
management

*+ Focuson
Improving
Quality

Higher levels of
customer

A satisfaction

Higher Customer
Loyalty .

Business Value

2 T
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Consumer & Customer Insights, MT
Key Account Management, Digital
Marketing, SNOP, Talent LCM —
Succession & Compensation;
Shared Services for O2C, Advanced
Analytics, Business Planning &
Consolidation and GRC

Value Stream 3
Transformation

Value Stream 2
Enrich

Achieve SC Excellence - Demand &
production, Primary Replenishment, Sales
Forecast, Secondary Sales Automation,
Analytics CoE, Talent LCM - Training & Dev,
el earning, Operational Excellence

Value Stream 1 (P2P/MDM)

Enable

Stable Infrastructure & Core SAP (With Latest
Version)

Productivity Improvement Drivers (Talent LCM —
Recruitment, Performance Management, New
Product Development, Achieve Supply Chain
Excellence - Distribution Planning ,Business
Intelligence)

Information Security & Enhanced Controls

2018 - 2021



Contact us

Emami Limited Contact - +91-33-66136264%
Emami Tower Fax - +91-33-66136600
687, Anandapur, EXM. Bypass Email- investors@emamigroup.com
Kolkata, 700107, West Bengal, India  Website- www.emamiltd.in



