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Q1Y25 Performance Snapshot
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Domestic Brand wise Performance

Navratna & Dermicool Rangde
QIFY25
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> Roped in renowned comedian Kapil Sharma and team for a new campaign for Navratna Cool Oil- “Thandak ka Badshah”

> Strong marketing inputs with enhanced BTL support for Navratna Cool oil and 360° activations for Navratna Cool Talc

> Taunched first prickly heat powder for women - “Dermicool Her” in May’24 with fresh floral fragrance & silky smooth feel
>

Extended the brand equity by launching Dermicool Cool Soap

> Launched innovative activation : Dermicool Traffic Shades at major crossings providing relief to commuters from the harsh
summers — received strong visibility on print and social media

Making Uves Happier




Domestic Brand wise Performance

Healthcare Range BoroPlus Range
QIFY25

Growth

Making Uves Happier

> OTC & Medico range posted high single digit > Strong double digit growth in Prickly heat
growth while Zanducare grew strongly led by powder, Aloevera gel and moisturizing
Digital first portfolio lotions.

> Increased BTL campaigns through consumer > Taunched a new SKU of BoroPlus Aloe
sampling focus on high growth potential brands Neem Lotion for traditional trade channel

such as Zandu Ayurvedic Cough Syrup, Health
Juices, Zandu Chyavanprash

> Taunched 5 new Digital first products on
Zanducare



Domestic Brand wise Performance

Pain Management Range

QIFY25
Growth

-7%

> Extended summers with strong heat waves impacted
sales; decline arrested from June’24

> Participated in religious fairs & festivals - Pandharpur
(Maharashtra), Jagannath puri (Orissa), Navchandi (UP)
and marathon in Surat and Physiotherapist conference

Making Uves Happier

Male Groomind Range
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> Recent launch of Fair and Handsome Nature Flrst
range of Cream and Facewash performing well



Domestic Brand wise Performance

Kesh King Range 7 Oils in One

g I N QIFY25
Growth T

’150/0 + 90/0
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Promoted Kesh King Oil across mediums with constant BTL > Google Display Ads branding initiative
support & activated micro market drive focusing on undertaken to increase the awareness for the
Maharashtra, West Bengal & Bihar brand in priority and metro cities

Launched new TVC with Shilpa Shetty & Palak Tiwari to
drive awareness & consideration for Kesh King Shampoo.

Launched Kesh King Organic Rosemary Oil & Shampoo



Strategdic Subsidiaries

Sales grew strongly by 23%




Dermicool Her
Prickly Heat
Powder

Dermicool
Soap

New Launches — Q1FY?25

ROSEMARY '
SHAMPOO

— with TULS|—

Kesh King Organic
Rosemary Oil &
Rosemary Shampoo
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Deepening Consumer Connect: TV & Outdoor

Making Uves Happier

New TVC’s

WITH THE
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“Thandak Ka Badshah” campaign with New TVC for Dermicool highlighting the New TVC for Kesh King Shampoo featuring
Kapil Sharma & team for Navratna Cool Oil ~ Double Power of Neem & Tulsi and LUP pack Shilpa Shetty & Palak Tiwari

Outdoor

TV Campaigns

- T gmami
j o

Associate Sponsorship with TV9 across TV~ TVC for Navratna cool talc featuring Varun ~ TVC for Kesh King featuring Shilpa Innovative Traffic shades for Dermicoo
and Digital during 2024 general elections ~ Dhawan emphasizing “Cooling+Fragrance” Shetty & Hoardings for Kesh King
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Deepening Consumer Connect: Digital Campaigns

Hookstep challenge for Kesh

King Shampoo

Navratna Cool Chase Digital
game

Navratna
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ICC Men's T20 WC:

s T20 Wor

Navratna Garmi Campaign on Youtube and Facebook

otstar mobile integration during T20 World Cup

40PM @ 90% (wm

0 MAXVIEW OFF

32 cr+ impressions

2.1 cr+

virws on YouTube

2.6 cr+

2.3 cr impressions

virws on Facebook
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Zandu Fast Relief Campaign World Laughter Day Campaign for Navratna Dance Influencers
_ B for Kesh King

306k views

LONG-LASTING RELIEF WITH } 4 -
2.2 mn views

TURBO ACTION FORMULA

Influencer campaign for Kesh King Onion Range

16.8 mn views

Fair & Handsome Nature Flrst campaign

#" Dumdaar Jodi of Organic Onion
and (.urr) Leaves from Kesh King
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3,8 mn views
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Deepening Consumer Connect: BTL Activations

100% meam Bus
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Deepening Consumer Connect: BTL Activations
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Modern Trade activations

COOLTALS

o
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Satna
Madhya Pradesh
India
2024-05-13(Mon) 10:55(am)

Kesh King

AYURVEDIC OIL
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International Business

Making Uves Happier

th in Constant )
Growth in INR terms
Currency

p 110/0 I 1 O 0 /0 overall Sales

15%

ntribution to

SAARC & SEA (46% contribution) MENA (41% contribution) CIS (7% contribution)

o |

Navraltn

Strong growth in MENA & SAARC redions




Profitability

QIFY25
Revenues

X 906 cr

Revenue
Growth

+109%

QIFY25
Gross Profit

R 613 cr

Gross Profit
Growth

+149%

QIFY25
A&P Spends

X184 cr

A&P Spends
Growth

+219%

QIFY25
EBIDTA

X216 cr

EBIDTA
Growth

+149%

QIFY25
PBT

X 178 cr

PBT
Growth

+]1990

QIFY25
PAT

R153 cr

PAT
Growth

+11%
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Financial Analysis

Cost of Goods Sold

(as a % of Revenues)

-230 bps

34.6%
32.3%

QIFY24 QIFY25
Grew by 3% over PY

Admin & Other Exp

(as a % of Revenues)

-50 bps
11.7%

11.2%

QIFY24 QIFY25
Grew by 5% over PY

Staff Costs

(as a % of Revenues)
Flat

12.3% 12.3%

QIFY24 QIFY25

Grew by 10% over PY

Making Uves Happier

A&GP Costs

(as a % of Revenues)
+190 bps

20.3%

18.4%

QIFY24 QIFY25

Other Income

Grew by 21% over PY

(R in cr)
10.5
: I
QIFY24 QIFY25
Grew by 26% over PY

Interest Paid
(Rin cr)
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QIFY24 QIFY25

Declined by 4% over PY




Consolidated Financials

Making Uves Happier

% in crore
Particulars QIFY25 % QIFY24 % Sl %
over PY
Net Sales 896.5 98.9% 814.3 98.6% 10.1%  3,530.3 98.7%
Other Operating Income 9.6 1.1% 11.4 1.4% -15.9% 47.8 1.3%
Revenue from Operations 906.1 100.0% 825.7  100.0% 9.7% 3,578.1 100.0%
Materials Cost 293.0 32.3% 285.6 34.6% 2.6% 1,160.5 32.4%
A&P 183.7 20.3% 151.9 18.4% 21.0% 652.2 18.2%
Staff Cost 1111 12.3% 101.4 12.3% 9.5% 395.6 11.1%
Admin and other expenses 101.8 11.2% 96.8 11.7% 5.2% 420.2 11.7%
EBIDTA 216.5 23.9% 190.0 23.0% 13.9% 949.5 26.5%
Other Income 10.5 1.2% 8.3 1.0% 26.3% 46.8 1.3%
Interest 2.1 0.2% 2.1 0.3% -3.9% 10.0 0.3%
Amortisation of acquired TM’s/ brands 23.2 2.6% 23.2 2.8% 0.2% 93.2 2.6%
Depreciation/Amortisation of other assets 21.2 2.3% 22.8 2.8% -7.1% 92.7 2.6%
PBT before Exceptional Items 180.5 19.9% 150.2 18.2% 20.2% 800.4  22.4%
Share of Profit /(loss) of associate (2.1) -0.2% (0.5) -0.19% 318.4% (3.7) -0.1%
Exceptional Items - 0.0% - 0.0% (5.9) -0.2%
PBT 178.4 19.7% 149.7 18.1% 19.2% 790.8 22.1%
Tax 27.8 3.1% 12.9 1.6% 115.3% 66.7 1.9%
Profit After Tax 150.6 16.6% 136.8 16.6% 10.1% 724.1 20.2%
Non controlling interest (2.0) -0.2% (1.0) -0.19% 110.7% 0.6 0.0%

Profit for the Period 152.6 16.8% 137.7 16.7% 10.8% 7235 20.2%
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KOLXATA CHAPTCR

MOST ENDURING BRAND OF THE YEAR 2024
In recognition of Outstanding Brand Vision

AN INITIATIVEBY

Honoured with 'Most Enduring
Brand of the Year 2024' by Adgully’s
Marketing & Advertising Awards
Kolkata Chapter, at the esteemed
platform of CMOs’ Charcha - 2024.

Awards, Accolades & Recognitions

SIES SOP STAR 3}\5&

AWARDS 2023

Received the SIES SOP Star Award 2023
in the Health & Personal care category for
the unique packaging of Kesh King
Organic Shampoo range

Making Uves Happier

Saving Kutki

Business Actions
for Biodiversity
Conservation

FROM

;gl;l:m Emami Ltd, in collaboration

with Zandu Foundation, is
contributing to
cultivation in Uttar

Endangered
Species!

Featured in the FICCI-UNDP report
'Business Actions on Biodiversity
Conservation” highlighting the
Company’s efforts to protect the
endangered Kutki herb
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