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Disclaimer 5@

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 aretmherently subject
significant risks, uncertainties and contingencies that are subject to change. Actual results can differ materially from thos

&) OEgELl € OAp OE| (ddkeng shatednénts as|a Tedul & & vialiey éfaptors, including those set forth from time to

time in the CompaiyOl NANNONAh A& NANO& ] pONAIF JNONOé | pO0Oe I NAONAOOEINOE O
discussions. We do not assume any obligation to update thHed&m@geiatements contained in this presentation.

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

Flagship company

of theEmami
Group

Leadoy the founde
and the"dgeneration
promoters; supporte(
by a team of
professionals

One of the leading
and fastest growing
personal and
healthcare
businesses in Indjé

Experienced eminégt
Independent
Directors on the
Board with diverse
background

Promoted and

founded by RS

Agarwal and RS
Goenka

Category creator
with a
differentiated niche
positioning

emami

T3

YEARS
Making Lives Happier

Commenced
commercial
operations in 1974

Productdased
onAyurvedic
formulations



emami

Key Numbers

YEARS
Making Lives Happier

3.578cr. 6 100+ 142

Revenues generated Power Brands enjoying Products generating Products sold every
in FY24 market leadership revenuesf> 1 crore second across the world

70 ~Jmn 5. Imn [ 4ecr.

Countriesvhere Emami Outletsundé& 7 é T E & N Outlets wherg 7 é T E & NHouseholds where Emami
Products arsold Direct Distribution products are available brands are used



emami

Milestones

YEARS

Making Lives Happier

Issued 1:1 Bonus. Public issue. NSE

Started with a Acquired Launched Launched Listed on Stock Split from Listing, Launched Launched Navratn
meagre capnal} HimanLtd BoroPlus } Navratna BSE } 10 to 2/- Fair & Handsom Cool Talc
Acquireandu Raised 310 cr. Stock Split from  Manufacturing in ~ 1:2 Bonus Shares Launched 7 Oils in Acquired Pacharianit starts
Pharmaceuticals through QIP 2to 1 Bangladesh Issued One Kesh King operations
Strategic emami
Investments made Share Buyback fdt61 cr; Share Buyback fat85 cr , g§
in TMC* &rillare Acquired German Share Buyback for Brilliarebecomes Acquiredermicool & Strategic Investment in
Bonus issue of 1:1 brand Creme 21 192 cr subsidiary TMC* becomes subsidjiary ~ Axiom Ayurveda L EARS

2018p 2020 p 2022 2024

*Helios Lifestyle which operates under the brand The Man Comy



emami

Board of Directors

YEARS

Making Lives Happier

Y N A

R.S. Agarwal R.SGoenka H.V. Agarwal Mohan Goenka  S.K Goenka A.V. Agarwall Priti A Sureka  Prashant Goenka
Chairman Emeritus & Non Executive Vice Chairman & Vice Chairman & Executive Director Non Executive Director Executive Director Executive Director
Non Executive Director ~ Chairman Managing Director Executive Director

AnandN. Rathi C.KDhanuka  pebabrataSarkar AnjaniKr. Agrawal AnjanChatterjee ~ AvaniV Davda Rajiv Khaitan MamtaBinani

Leading financial and Industrialist ExBanker Formerseniopartner, Marketingeteran and Business Leader & aqyocate & Startner Advocate & Insolvency
investment expert EY hotelier founding CEO, Tata Khaitar& Co Professional

Starubucks



emami

YEARS

\ Shareholding Structure

Shareholdindgreak-up Major institutionainvestors

DSP Blackroc
Others
Nippon Indi
Blackrock S

As on 30June 2024




Revenue Split

VVVVV

Business wise revenue split Business wise revenue split
(FY19) (FY24)




emami

Key Brands

4
o S AL ANL
ZANDU Kesh King lnes
A ANdUM
800 crore+ 750 crore+ 550 crore+ 300 crore+ 200 crore+
Pain Balmslealthcare products ~ Cool Oils and AntiseptiCreamsBody Lotions  Ayurvedic Medicinal Oils, Radiance Creams anc
in OT@Generics & Ethicals Cool Talc Soaps, Aloe Vera gel, Petroleughampoos, Conditioner etc. Face wash for men

Jelly & Prickideat Powder

emami gmami
MENTHO OILS @

PLUS NnNONE
BALM NON STICKY HAIR OIL THE MAN COMPANY
200 crore+ 150 crore+ 150 crore+ 100 crore+  ~ 100 crore
Pain Balm Light Hair Oil

Premium Male Prickly Heat and Cool TalcPersonal Skincare rang
Grooming range

10
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Market Leadership across Power Brands 50

Making Lives H;

80% #1 #1
70% #1

60% #1

50%
#1
40%

#1

30%
20%
10%

0%
BoroPlus Antiseptic Fair & Handsome Navratna Cool Oils Zandu & Mentho Navratna Talc &  Kesh King Oil
Cream Cream Plus Balms* Dermicool**

Source: ARBielsen MATé Ng & &1 TOKO
+OM"EARNA] O] } OSE &1

J §
j7 +O~EARNA|] O] } OSE &1



emami

Navratna

YEARS

Making Lives Happier

Market leader in a niche Cool oil and

Cool Talcategoryvith no significant

competitors

Extendedo Extrarhandail, Cool 2vratng Bavraine g Navratng
i « | 7 e s

talc, Gold oil afmtlerapyange °o ¢ o @ )

(J()lo

Navratna
Endorsed biyapilSharma & Varun
Dhavan

Navratna Cool Oil used by 3.2 cr
households across India
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Pain Management range

Zandu largespain balnbrand irindia
Extensionsm Ultra power Balm, pain relief
oil & roll on

MenthdPluspositionees headache specialist

ZanduFass AhEAE GOH| pE&&@NOJ |

endorsed by The Indian Association of
Physiotherapists

Endorsetby SonuSood, Bobliyeolk Dr. Alrani

ZandwBalmused by-7.4cr andlenthd’lus Balm
used by 3.5 bpouseholdacrosdndia

emami

T4

YEARS
jier

Making Lives Happie

% ULTRA
“ POWER

ZANDY o v
TAST FEL/E [5“3{’ bz

PAIN RELIEF GEL
51

1 b? ‘nn1
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BoroPlus

Hl pEE@NOONENOADp C
Antiseptic Cream

Extensions fBoft Cream,
Moisturizing Lotigigickly Heat

PowderAloe Vergel Petroleum
Jelly& Hygiene range

Endorsetty AkshayKumar

BoroPlus Antiseptic Cream lbsed
6.6 cr householdsross India

emami

L

YEARS
ives Happier

aking Lives Happie
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emami

Kesh King

YEARS
ing Lives Happier

Making Liv

India'sro. HairfalExpert

Completeange of productsom J—
Ayurvedic medicinal oil, shampoo, :
conditioner, capsule and Onion Range

Internationallertifiedor superior
product efficacy and comprises 21 rare
ayurveditierbs made by using Tel Pak
Vidhi

Endorsed $hilpeShettyAliFazabnd
PalakTiwari

Kesh King Ayurvedic Medicinal Olbyised
87 lac householdsross India
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Male Grooming Range

Fair and Handsonfestbrand to

NASJhEOEJ) EGAOT A @8NODNJJT E] DONADT

inIndia

=

TUIATEYR | I PERERNRAN
emami S\ mam! ‘, o Rk
: u FALR AND SR FA IR AND SR o
Successfully extended into feagh e e | [N 0 A NDSOHE Y 1 R ,_’::
\ e el 511 A
Endorsed by Salman Khan - ‘ ‘ﬂ‘fvg |

Fair and Handsome Radiance cream
usedby62 lachouseholds across India

HE Deodorants, launched in 2014,
available in aerosol & actvge
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emami

ZandWHealthcare Range

Health expedfferingayurvedisolutions for
lifestylerelated health problems

OTC RangW®lajor products includandu
PancharishfZandWNityamZandwKesardivan
ZanduChyawanprasic

Generics and Ethicals Ravgele range of
ayurvedigeneric and ethical products

Endorsed b&jayDevgrandDivyend$harma

Created Digital Healthcare ecosystem ar
launched D2C poftZhnducare
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emami

Dermicool

YEARS
aking Lives Happier

Oneof the leading brands in the Prickly Heat and Cool
TalcSegment

UniqueDouble Action formula that is highly effectlv]E IB IE

in fighting bacteria, absorbing sweat, and providin .- ]w i ‘w , 2 q
relief from prickly heat w w w ww

EA'
w pcwlDEP mcxw H POWDER
PRICKIY 1 : PRICK%H? e

ffffffff

lconidorand with a strong brand equligh '
consumer connect through its vastly popular J|ngle*“
BayaviausanThandd handdermicooka

T
A
O s

We E e ApO1ANT EgJJInOE
powder for women and Dermicool Soap

Usedoy46lac households across India



Headquartered in Kolkata, \Besgal
Stateof-the-artR&Dcentrein Kolkata
4 Regional offices

26 depots across India

d
- III S
= E "'I \

o ‘l

_.ll!! x!!!d
W wie
et STy §

i

57 & TOBrparate Office in Kolkata

19

Domestic Presence

emami

YEARS
Making Lives Happier

‘r Pantnagar bachalio

Ammg_/on/;

ot

\‘_ ., "
Vapi& v/
Kolkata

Silvassa 1 G

iy
T < Hyderabad

]
Mumbai -\.‘-

Head Office
" \ @ Domestic Manufacturing Unit
-"-J]

. Regional Office
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emami

Global Presence across 70+ countries

YEARS
Making Lives Happier

SAARC & SEA
C. 9%

T

o

SAARC & SEA South Asian Association for Regional Cooperation (MajoesBangtatesh, Nepal, Sri Lanka etc.) &ESsttksia
MENA Middle East & North Africa (Major cowsitis, UAE, Qatar, Oman, Kuwait, Bahrain etc.)
CIS Commonwealth of Independent States (Major CeeRtrssta, Ukraine etc.)
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Manufacturing Strengths

Making Lives Happier

5 manufacturing unitslimdia
2 units in Guwahati enjoying fossadfits
WHGOGMP certified manufacturing units
Stateof-the-art plants with high degree
of automation

Internationahanufacturing unit in Bangladesh

35+ third party manufacturinguges in India

International thigolarty manufacturing tigos
in Sri Lanka, Germany, ThailandARd

_U_n!ts_recogmsed mwronment prOteCtlon WHGEMP qualigertified manufacturing units inOverseasanufacturing
initiatives, best labor practices and employee Vapi Gujarat (left) amasatDadra & Nagar Haveli  unit inGazipur
health & safety (right) Bangladesh
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emami

R&D Strengths

YEARS
aking Lives Happier

30,000 sg. ft. stata-the-art ultramodern R&Dentre
in Kolkata

Moderraboratory with cGMP practices

Focuon product innovation, differentiation, cost contrC -
Ré&Dcentran Kolkata

o

and superior quality
Team comprises qualifgairvedacharyasd ,% ‘
specializedyurvedacientists

Advisorpanel comprising tagurvediexperts
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emami

Celebrity Endorsements

Emami is a pioneer in
engaging celebrities to
endorse its brands.

Emami brands have been
associated with more
than 60 celebrities over
the years.

Bollywoodcons like
AmitabBachchanShah
Rukh Khan and Salman
Khan have endorsed
Emami brands

Emami past & present brand ambassadors



Growth Drivers
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Evolving Business Landscape 50

Contribution of Domestic Revenues
from organized channels

26%
22%

12%

FY20 FY23 FY24

Includes Modern Tragl@pmmerceeB2B, D2C and Institutional sales

Making Lives H;

Contribution of Domestic Revenues
from seasonal products

49%

46%

44%

FY20 FY23 FY24
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emami

Inorganic Growth Strategy

YEARS
aking Lives Happier

KeyAttributes Key acquisitions

Share of sales of
Acquired brands to
overall Revenues

Market leadership/ high

consumeconnect 2008

Presence in Niche
Category in the Personal
& Healthcargpace

HighMargins

Lowcompetitive
intensity

Includes sales &@ndu Kesh King, Creme 21, Dermicoc
The Man Company#llareScience




Strategic investments in startups

@ THE MAN COMPANY  BRILLARE (E‘ TruNATIV Fur Ball Story
vl b mefire
ohL s,
< e

27

50.40% 100% 20.65% 30.00%

Stake Stake Stake Stake

0

Axiom

26.00%

Stake




Strengthening Distribution

Increased

Direct Reach
(outlets in lacs)

9.4 ~10.0

6.4

FY16 FY23

28

Healthcare

outlet expansion
(outletsin lacs)

1.27 1.41

0.78

FY21 FY23 FY24

5 YEARS
appier

Making Lives H;

Focus on MT &

eComChannels
( Contribution to
Domestic Sales)

18.6% 21.9%
.6%

7.1%

FY19 FY23 FY24



Initiatives in Sales & Distribution 50

Making Lives Happier

Strengthening rural coverage Beat Optimization & Geo Tagging Upsell & Cross Sé&tboltout
through Project KHC&k .
Rural Coverage expanded by >20ktowns  BeatOptimisatiotool initiated to ; o
~75k Rural outletdded Minimiséravel distance of the MRs T — ne:
52,000 within a beat . E=S)
Reduceverlapping of Beats O
Optimis¢he Sales Beat area with Wosmizan ~ o
32,000 proper outlet mapping & sequencing. E:;::s'm
Non-Optimum Beats Optimum / Ideal Beats =“P5°"”°F'"” o
before Beat Optimisation post Beat Optimisation il epac s apc

!FAH 8GM

L]

il IR COLOUR DARK
BROWN 206

~
~
~

il BPAC 6ML - TUB v oPc
~
~
W HER amL ~
~

KESARI JIVAN

| =
Tool generates customized assortment |
combination of individual store level purc!
behavior as well as peer group clusterin
arrive at the SKUs that have the highe
probability of being bought by the store

FY21 FY24

Rurakxpansiogettingdigitized and
geocodediving insights into ruetail
level behaviour and buying patterns to
ensure higher service levels
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emami

Driving Digitalization & Analytics

YEARS
Making Lives Happier

Focus on new agechannels

Integratiof analytical tools with the for better reach and insights
hand held devicescaptureccurate
geographic locatiemrelevel
information and intervene during

call at the point of purchase Strategic

Investments

Strategic investments in
startups to develop
digital capabilities

Analytical tools uskdidentifyillages
with right potentiaking external
surrogate metrics like size, proximity

highways, numbermfccars kutcha
housestc., andhap them using their
coordinates tacreas¢hecoverage

Engagement wittamification
allowingfield force to gauge their
own performance vs their peers

within and acroggeographies

Rural Gamification
Analytics

Analytics Beat

in MT & Optimization
Analytics usdd identify the Chemist & Geo Tagging
right Modern Trade & ChemisgEELEES

InitiatedBeatOptimizatioto
improve Salesman efficiency by
optimizing coverage and manpower

_stores. Analyti_aabla/vith Pr_oject by geotagging of outlets.
image processing algorithms Sirius
used to ensure betiastore

visibility

Rolled owpp for Upsedl Cross Sell
enabler for Frontline Sales force



emami

Focus on Modern Trade

YEARS
Making Lives Happier

Accelerating MT RESULT
SR Increase in contribution from
thrust in B2@&, Enhancedn-shelfavailabilitgnd Modern Trade

JBPs with chains manned store coverage (to Domestic Sales)

9.0% 10.1%
.0%

6.7%

Usindatest tools to drive high fill rates within store on the

store shelves by trackimsforevisibility, on shelf FY19
inventory and store level line extensions across all Modern

Trade Formats and outlets

FY23 FY24

31
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Riding €Commerce

Products available at allg, _ R

major online marketplaces,
Grocery, beauty &
pharmaceutical platforms

Focus on D2C o -
Launched websites for 1
ZandyKesh King & : I
BoroPlus i [

Products widely :
available on majo" -
eB2B platforms like
Udaar& JioMart

Launched Digital first
products under
ZanduyNavratna &
Kesh King brands

=@ Addressing >17,000

pin codes (94% of the
national universe).

Building advance
analytics capabilities
for understanding
evolving consumer
behaviors on real
time basis

emami

YEARS
Making Lives Happier

RESULT

Increase in contribution from e
commerce
(to Domestic Sales)

11.8%
9.3%

0.3%

FY19 FY23 FY24
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o o o o o

emami

Zanducare

YEARS

Making Lives Happier

Created a Digital Healtheaosystem and
launche@-commerce portal f@aanduHealthcare
products

Cateringxisting products as well as newly
launched-&€ommerce specific products.

Contributind0%o Healthcare range sales - P L R ooy [
- |+ 3 Bikbeal ey WHKWHMSSI%A[S l - \

11.mnunique visitors in FY24

Average order value of Rs.-555/

90 Digital first launches on D2C sonize launch www.zanducare.com

FreeDoctor consultation facilitydonsumers



emami

Digital first launches

YEARS

Making Lives Happier

e 1

Navratna ¢
GoLp

Arvs o On
4
\an /

2™

2 8 ) EANDU | Sz INAGANDH
:ﬁss:cows“ﬁ ; a ‘LD PLU:S
oy |
caf |- , .
ZandA2 Desi  zandiLean & Slim, Pollution shield  zandu Zandu Zandu ZandwPain Zandu Zandu

Cow Ghee  and Hair GrowtitalizeCapsules Ashwagandha Neelibhringa®il Kumkumadlaila  ReliePotli ChandraprashShilajitprash
Gold Plus Capsules -

ZandwAyurvedic Zandu ZandDantveer ZandwPancharishta Zandwigorex Zanduramra ZandStevia
Onion Oil Mahabhringr&)il Toothpaste Good Gut Shots for Her (Copper) Range



emami

Digital first launches

Making Lives Happier

ZandWApple Cider Vinegar ZanduAroma Therapy Spray Zandululsi& HaldDrops

T G G
Tulsi Ginger Ginger = Do E e
Mi Celery G( o

SENIORZ
e

i et Py

ZandwWPure Herbs Range ZandWDiaBt&Rkange ZanduseniroRange

35




Reenergizinghe core
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emami

Reenergizing Power Brands

YEARS
aking Lives Happier

Cumulative
generate
~80% of
revenues

Introduction
of Rele_vant
extensions

57 & YbEagdBlare in niche
categories for mass consumers, a
rare interplay of volume amatlie

Beingniche, brands are r_elatively Adequate Building on Markedy
protected from competition room for Power Brands leadership
growth positions

Increasedwareness about
Ayurveda and Health and hygiene to
fuel futuregrowth

to enhance
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W) SOpA] AONEOEJ| OhAs Ah5m<

Continuous Growth opportunity

36.6%
Category
penetration
25.1% 25.1%
20.1%
0
14.1% 12 6%
9.9%
7.8%
3.6% 2.6%

Zandu & MenthoPlusBoroPlus Antiseptic Navratna Cool Oil Navratna Cool Talc & Kesh King Oil
Balms Cream Dermicool**

Penetration data basis HART ¢ Ngée & 121 TO
*HHP, MATAg &l 2|t

Brand
penetration

2.2%1.9%

Fair and Handsome
Cream
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Navratna

Strengthened presence in core markets (UP, Bihar and
Jharkhand)Todrive brand recall througtegrated
360Acampaigns

Developedew markets (Gujarat, Maharashtra, AP,
Telangana and Bengal)

Roped iKapilSharmaand hiseam tcendorsehe brand
Todrive trials by undertaking large scale activities like
salon development program, participation in fairs &
festivals along with higher investment in media

Widene@xposure on digital platforms

Engagedew users (students, housewives and farmers)
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Pain Management Range

Core markets: Deepen presence in Maharashtra & Andhra Pradesh
Telangana, and Karnataka ;

Developinmarkets: Deep@anduelevance via regional media and
increase purchase intention with multiplénplasations

Keyfocus or€hemist channel aBdnsumer touchpoints at point of
sales and at religigiagrasmelasand gatherings.

Strengthe@anduOrtho Vedic Oil as a key player #pgamoil

~ ~ ~ ~ Ve ~ Y

EstablishedanduRolOn Flow wrap pack inef&hemist channels
a convenient and modern remedy for headaches. \

Launchedandu~ast Relief Gel & Spray

5 YEARS
< Happier

Making Live:
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BoroPlus

Drivemultt purpose usage specially promotingndingurisingpenefit
LaunchedommunicatiowithAkshayKumar showcasing multipurpose
usage by the all the members of the family
Leveraging the digital platform | & "
Extension of the brand to youth through Soft Antisepticaldﬂelldné‘
Vera Gehaking portfoliess dependent on seasonal vagaries
Extendedo Soapsintroduceadhew variants

Added4 hourmoisturisatiopositioning to Body Lotions portfolio
Environment friendly with swdphatefparaben

To drive accessible price point SKUs like Rs. 5 and 10 and bridge p
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Kesh King

Strengthened Kesh King as a complete Ayurvedic solution for hair
fall and allied problems

Deepeninfpcus across target audienced@5

Effectivelgommunicating thovennesBy International and
medical/ doctocertificates

Expanded portfolio@miorRange and Organic Shampoo range
Kesh King shampoo sadnetnwithfocusedlistributiordrives

Overall enhance digital capability & build relevance with new |
consumer set with new product launches

5 YEARS
< Happier

Making Live:
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Fair and Handsome 50

Refreshed packaging with high efficacy claims across
cream and face washes

Face Wastategory

Strengtheningrand positioning and provide tangible
competitive benefitiperiority

Launched Fair and Handsome Natuseange with
green tea and olives

NPDglanned to recruit new consumer segments with
new agéenefits
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Healthcare range

Focus on Pain, Digestion, Geriatrics and Feminine care etc.
RelauncheBancharishia PEDottles to prevebreakage
Extend penetration among a wider condiaserfor laxatives

Focus on sustained product launches and new catajay
Introducing series of products focused on immunity building, a
target opportunity in the pa®VID world

Created Digital Healthcare ecosyst&amducare with free
doctorconsultation

Increased coverage of Doctors, Retailers and Aynaveldics

Sustained awareness building programmes for the medical
fraternity

emami

T4

YEARS
aking Lives Happier
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emami

Dermicool

YEARS

aking Lives Happier

Imageryevamp with Superior Brand repositioning

Industrybenchmark claims in communication e Ig.az DERMICO.OLGﬁe
rifeat & sreeR St wrgd
Launched LUP drive trials & incregmmetration ara et & fim aite gereft @1 zaw U

WéE[ﬂéAbéElANlEﬂJJhOEANé<

for women consumers

Deployment of compellcansumer promos and
engagement programs

Geograph& Footprint expansion drive

Launch of 400g upsize SKU to fuel growth in MT &

Ecommerce
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International Business 50

Making Live:

Working on globalizing Indian Herbal & Natural products

Focus top 15 countries (~ 85% of global revenues) vilnanei&ey
are achieving leaderghggsition

Innovating portfolio to offer wider range to discerning customers in
different cultures

Tappin@vailable potentials in emerging markets as well those
markets where in the business has resurrected aftetCaycct.

Graduallgcaling up the local manufacty6b6o currently) to
respond to local demand quickly

Federal structure; empower management teams in specific
geographies for fast decision making



Key Financials



FY24 Performance

YEARS
< Happier

Making Live:

Gross Margins

48

FY24 FY24 FY24 FY24 FY24
Revenues Gross Profit ~ A&P Spends EBIDTA PAT
3,578 2,418 652« 950 7245 | agp spends
Revenue Gross Profit ~ A&P Spends EBIDTA PAT EBIDTA Margins
Growth Growth Growth Growth Growth
+5% +10% +16% +10% +13%

PAT Margins
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5 year performance

Revenues
(Rs. in crore)

5 year CAGR : 6%

2,881 3,187 3,406 3,578
21655 i

FY20 FY21 FY22 FY23 FY24

Profit Before Taxes
(Rs. in crore)

5 year CAGR . 14*%,

791

688 670
569

374

FY20 FY21 FY22 FY23 FY24

emami

€0

YEARS

Making Lives Happier

EBIDTA
(Rs. in crore)

5 year CAGR : 6%

883 952 863 950
691

FY20 FY21 FY22 FY23 FY24

Reported PAT
(Rs. in crore)

5 year CAGR : 19§

839
640 724

455
303

FY20 Fy21 FY22* FY23 Ey24

AMATredit entitlement of previous years amounting to Rs. 230 cr considered in FY22
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Margin Profile

Gross Margins

(%)
67.7%
67.0%
66.3%
64.7%
FY20 FY21 FY22 FY23

67.6%

FY24

5 YEARS

Making Lives Happier

EBIDTA Margins

(%)
30.7% 30.1%
26.0% 25.3% 26.5%
FY20 FY21* FY22+ FY23 FY24

*Highemargins on account of higher salience of COVID cpnoehtois,
lowerA&P and admin costs
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Key Ratios

Debt Equity Ratio

0.13 i

0.12 !

0.05 i

0.03  0.03 i

FY20 FY21 FY22 FY23 FY24
Notes:

ROE
On Adjusted PAT ( %)

46.3%
41.0%

33.1%

FY20 FY21 FY22 FY23 FY24

5 YEARS

Making Lives Happier

ROCE
On AdjustddAT (%)
46.3%
41.0%
31.4% 33.1%  32.1%
FY20 FY21 FY22 FY23 FY24

AdjustedPAT= Reported PAAmortisationf all Intangible Assets + Exceptionat iMAIE credit entittement of the earlier years
MATcredit of the earlier years amountifst@30.3& was not considered in FY:222ih computation of the Net Worth/ Capital Employed



Rewarding Shareholders 50

Making Lives Happier

Dividends paid Share Buyback

(Rs. in crore)

Rs. In crore Dividend Payout* i
0 i
400.0 355.6 355.6 355.6 3490  100% . 192.0
350.0 90% : 1853
300.0 80%
' 70%
250.0 :
49% 60% :
200.0 R . 50% |
150.0 32% 42% 45% 42%  40% i 161.2
% :
100.0 30% !
20% :
50.0 oo |
- 0% i
FY20 Fy21 FY22 FY23 FY24 ' 2020 2022 2023

*On Adjusted PAT
52



53

Q1FY25 Performance

Revenues Gross Profit ~ A&P Spends
906 cr 613r 184r
Revenue Gross Profit A&P Spends
Growth Growth Growth
+10% +14% +21%

EBIDTA

216:

EBIDTA
Growth

+14%

PAT

153

PAT
Growth

+11%

YEARS
< Happier

' Gross Margins
A&P Spends

EBIDTA Margins

PAT Margins
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Key Investment Rationale 50

High gross margins

of ~65%
Strong management; mix EBIDTA margins of >25%
of promoters and desoit  the highest
professionals; qualified ezlzpe onea fe>1|%(yes
and experienced Board Spends o °
Debtfree company
Growth + cost reduction = despite acquisitions
Increased topline and worth Rs. 3000 cr+ in 14
bottomline years.
Rating of A1+ by High dividend
CRISIL and CARE payout of >40%



L
ESG initiatives
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Key Sustainability Initiatives

1,39,619 12%

Energy 1,28,486 Water
Consumption 1,23,382 Consumption
(GJ) (KL)

FY22 FY23 FY24

Renewable Energyy29

0 24
% &3 10,4850

consumption -

Plastic RecyclegFy24)

emami

— YEAR_‘
17%
2,54,718\edu(:t20n
2,21,477
2,11,586
FY22 FY23 FY24

Inputs directly sourced from
MSME/ small producersv2

SME] 34%
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Social Initiatives: Farmegagement, training
& Rare Herb Cultivation programs

19

Rare herbs cultivated

1,200+

farmers

300+

Acre cultivation area

emami

Making Lives Happier



CSR Initiatives

Key Focus areas

Enhancing

Promoting
healthcare

Promoting

vocational education

skills

46 cr 5.7 lac

CSR spends inlast  Community lives
5 years touched in FY24

58

Social
upliftment
programs

emami

T4

Sanitation
facilities in
rural areas



Strengthening o@overnance

Experienced
eminent
Independent
Directorsvith
diverse
backgrounds

96%

attendance in
Board Meetings

59

Non Executive

Chairman

A defined
compliance
matrix for each
business
location

3 women
Directors
Among the
highest in
industry.

Digitalization o
controls &

enhanced
automation

Reduction of Promoter pledge

90.5%

40.1%

Jun'’20 Mar'23

Promoter debt
and pledge
reduced
substantially upon
repayments done
from the proceeds
of the sale of
cement & hospital
business

emami

T4

YEARS
ing Lives Happier

Making Live

13.1% 9.5%
[ |

Mar'24  Jul'24

Committed to
pare promoter
debt by sale of
other norcore
assets



emami

Major Awards & Accolades

YEARS

Making Lives Happier

Forbés o
___INDIA’S
Super : =
("({\l/l‘\\lllh
: Featured in
Featured in Fortune Next 50@anking
? J N+ AN OH |sgerifgLpb&ition for FMCG
Super 50 Lis2017
p (2017)  sectoral leadershipop4) Featured in
LimcaBook of ~  Companyof the IconicBrands ofindia ET Bengal Corporatawardsby
Recordsfor” & é“N é O] §aam-MCG a&BoroPlushy Economidimes
fSaarthl gcarapaign by CNBAwaaz Economid@imes (2022 & 2018)
(2019) (2020) (2022 & 2023)

G Greentech
SV ZanduBalm(35"), ; R,
' ij/,,}' BoroPlu 3(75‘%’1) 8)L Environment AwOéeNOJ
Golden Peacock Innovation 7 (vﬁ ST N (98" ked Awardfor T A g2020@&
Managemenfward(2016), avratna(96") ranked : i
g S - Environment 2019) byhink
: €7 J | DTomI®AMDS . X =
Golden Peacock Innovative s 2 s . protection(2023, CSRby A& h
Product/ServiceAward(2019) Trusted Brandd O+~ T O5} O 2022 & 2021)
& Golden Peacock Business Brand Equity, (2020)

Excellence Awar(2022)

60



