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Focused approach to category choices

Category Salience Top 3 brands
contribution to revenue

Others
15%

Household Insecticides
36%

Wet Wipes
19%

Air Care
30%



A portfolio of power brands

IDR 1,000 Bn+ HIT
IDR 500 - 1,000 Bn STELLA
IDR 100 - 500 Bn Prodln
New brand nYU

CREME MAIR COLOUR

FY 18

Market leader In
85%+ of our portfolio



Strong distribution base

Strong presence in Modern Trade Diversified distribution channel

Modern Trade
(Super/ Hyper)
24%

General Trade

30 General 30%
Trade

50

Modern
Trade

28%

Modern Trade
Modern Trade (Mini Mart)

GCPL Market* (MTI)

18%

* For our categories



Strong distribution base

130+ 4

Branches RDs

"'11 0,000

Depots Direct Reach (Outlets)

~530,000

Indirect Reach (Outlets)

Jakarta | Bandung | Pati | Semarang | Yogyakarta | Surabaya

Bali | Makassar

Aceh
A Lokhsemauwe

Langsa

Meulaboh™\ Kuta"c‘ne Madan

. A Tehing Tinggi
Bm)a‘ “K‘saran
Subulusatamp AP Siantar

Balige A
\ ‘Snbolg?;e Ramau Prapat

A\ \ ADuman Manado

Nias. S-dompuan N\ DuR, Selat Panjang Singkawang T N T A
A AN A — 5l Apinahasa
P sami Pokanbaru aam S ‘ W ¥ AN, ‘Gorontalo _A
\ n‘ ‘\ \‘Tan]ung Batu anggau _--"'--( [ | ~ Kota MObagU

Bukit Ti
\ y \ nggk Al’ayallcumboh Jepbilahan

Oharmasra a \ , "._,.--"ﬁuara‘Téwéh =
YL [ YL / A ‘Balakpapan Pas:ﬂ@’(ayu A

\ \\\J;mbu‘\\ X ’r':,:;::’_i’-’:"""' PenajamA v A 1 U
Sarolagun, NS 1 '

: W N
: N\

Pontighaky ‘ 4 Sintang ABontatg

A/ VVI‘Samarinda

AN \\ ‘ '__,,'v;:'i":"""" Pl ATanah Grogot | ¢ ) ——
\ \ \\ Pangkal Pinang Ketagang / 7~ Palangkanayg ATanlung Taba!ong _ : —

\ ‘ ‘ , / ‘K " 1 T
NN vy . }P'J«'!S , |
.1émlﬁ#ﬁﬂ9\g Al / /YW Sﬂp‘ _Banjarpissin ~7 -y

Y\ | Pandan / 1./ V4 v AV 1/ A —d

\ \ N
Luhuk ngga u‘:;.c

'\ ' " | -1 > | o, - — < 1
Bengkum‘ \ \' ' bing ——
Kotabv)q:x e ' 7Y
Uwi N g e
Makassara
Prmgsew‘Q ‘ e

Jayapura

_——A



Strong manufacturing base with nearly 100% in-house production

GUNUNG PUTRI, BOGOR BANTAR GEBANG, BEKASI

e
St

.y

3 manufacturing facilities in Bogor, 25,000 sg. m., 6,000 sg. m facility catering to the
catering to 96% of production requirement range of home care range products



Fully equipped local R&D to boost agility

HAIR SALON MOSQUITO TESTING LAB PACKAGING LAB AND 3D PRINTING




Actively cross pollinating, faster to market innovations

INDONESIA
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Our journey started in May 2010,

with the philosophy of “Two Countries, One Soul”

“India and Indonesia should see .4
major growth in the next decade” <

.. feels Adi Godrej, Chairman, Godrej Group which has recently acquired an Indonesian firm,

PT Megasari Makmur Group

"~

insecticides and alrcare market
And provide further momentum
t0 Gadrej Group's aspiranions to
become a Jeading global house-
ol insecticades player in the de-
veloping and emerging world. The
acquisition has also provided a
strong foothold to the group i the
third largest consumer market In
Asla tafter China and India). For
the group i1 was an cbvious geo:
graphic extension 23 Indonesia
shares a similar demegraphic and
¢conemic protile as that of India,
With a market size of around
USSMS millon, its the fourth
largest household Insecucade’s
market, after China, India and
Brazl. The per capita spend on
household imsecticdes in Iadone-

o

7,
)
‘.‘

~

Two countries.

One soul.

When you add the word one to the hean
of India, ® becomes Indonesla. One Is
not just @ word, it aptly symbolizes the
relationship that is over 2000 years old,
bonded together by culture, tradition,
commerce and learning.

Today, we are fortunate to have a mt on
our hands. Acquinng Megasari makes us
one of the leading manufacturers of
household products. With this, not only

do we get access 1o a large and growing
market for our own home and parsonal
care products in Indonesia, it makes
Godre| Consumer Products among the
largest household insecticides players in
the world

It's a rare strength that can only come
about from a symbiotic relationship




Well integrated, but still guided by multi-local model that
facilitates agility

SAP INTEGRATED HANDHELDS = .
IMPLEMENTATION SALES MIS 5 ;; SISO L FOR SALESMEN .,,t" o
SYSTEMS 25000 Qa0 AND SPG

- | THE
CORPORATE INTRANET GODREJ
ANALYTICS WAY
connecting Godrejites

CAMPUS ,i ®

GODREJ GODREJ
:532'?;\':35\75 gDR’E\! Iﬁ,ﬁég‘\ RECOGNITION INDONESIA
RECRUITMENT PROGRAMME WEBSITE




Effective brand building

Introduced
the fragrance <
trend

Efficacy
without <
compromising
VEM

Challenger <

Strong insight
led product
development

Evolving
brand
positioning

Strategic
mindset

)

Expert platform;
premium functionality
through efficacy led
proposition

There’s nobody
more expert
than HIT

Market Leader

15%+

Brand growth
CAGR FY10-18

~26%

RMS % Increase
over FY10-18

14



Premiumised our portfolio - Stella Matic and Parfum’ist

STELLA MATIC (2010) STELLA PARFUM’IST (2018)

)
A
\ i’ IV
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=t STELLA
- 2N

Refill [ZE0
Y%

@) ‘
g e
" aal
een Fantasy

i i i
Continuous air freshening Encouraging Building
made relevant trade up aspirational values

15



Democratisation through disruptive innovations

Rp]ooo_ 4 + GRATIS 2 LEMBAR

Generasi TERBARU 5%
[

"HIT-macic

@— Patented Membrane (@)—
pased AF for car and
nome

@®— Launched in 2013 with (0—

RPI of 60 (IDR 11,000)

AKSI INSTAN™

A

KERTAS
AJAIB

Paper-based, instant
action mosquito
solution

Launched in 2012 with
CBP IDR 500

= ¥ |
:%L ¢ j‘
B =2 )

@®— (Gel based continuous

release AF for bathrooms
pioneered by GCPL

Launched in 2017 with
CBP 9,900 16



Entered new categories

f

Underserved category
(~12% penetration)

®— Increasing beauty
consciousness and
propensity

CREME HAIR COLOUR

CREME HAIR COLO

®— Ammonia free créme
based formula

M- — i BT leveraging GCPL hair

e viamn E. i viami colour expertise

Lan) Laairg Comavs

e . . @®— Beachhead for larger
Hair Care proposition

NYU : Freedom from fear of damage



Case Study: Strong digital based campaign to drive NYU

NU nyubeautyindonesia : /963 belsinclair
- |

Blue Black Natural Black Burgundy
S A — - . NYU Smell Test Challenge | Harumi PS

Beauty bloggers testimonies

---------

OQY . W

194 likes Liked by alamwibowo and 20,492 others
nyubeautyindonesia @Dheaudrey is finally taking her dream belsinclair Ini yang terjadi kalau aku di rumah seharian saat Caramel Natural Brown Coppery Brown
shot with the beautiful Eiffel Tower. Congrats girl! weekend, doing my own hair coloring :))

#NYUParisTrip #NYUParisOOTD NYU udah siapin semua perlengkapan mewarnai rambut dan
- petunjuk penggunaannya @nyubeautyindonesia
#bungacitralestari #sinclairnine #BCLdaily #teambcl

You({ /)
i i i i i

Sustained Use influencers Use Instagram Drive buzz and Strong call to

video for product with celebrity conversations action for e-

advertising reviews to drive influencer BCL commerce
credibility

18



Significantly increased our distribution reach

Direct Indirect

1.5X I 1.8Xx I

FY10 FY18 FY10 FY18

19



Gained market share and strengthened relative market positions

Relative market share to closest competitor

HIT Stella

2.0x
1.9x 1.7x
LSX I I

FY10 FY18 FY10 FY18

Source: AC Nielsen

20



Business tripled on sales and quadrupled on EBITDA

Sales EBITDA

FY10 FY18 FY10 FY18

* Ex divested business o



Delivered profitable growth

Project Pi - Cermat
(cost savings initiative)

Others
22%

Direct Costs
42%

Media Spend
36%

All time high EBITDA margin
(FY18)

22



Strengthened balance sheet and return ratios

Working Capital
(number of days) ROCE

72

44

33

FY10 FY16 FY18 FY11 FY18

* Ex divested business
23



Tough operating environment in the last 2 years

Significant slowdown in FMCG

Market growth
(58 FMCG categories)

FY12-16

4%

FY12-16 FY17

B Value growth

1%

FY18

®— Volume growth under
pressure over last few years

©— Higher trade and consumer promotions
impacted price-led growth

FY16-18 CAGR

_

Category* GCPL

Note: Value Growth indicated is on full-price basis and doesn’t include

effect of discounts on price * for categories we participate in
Source: Nielsen

24



Our response to environmental headwinds

Effective interventions to change the conversation from promotions to innovation

f f f f

Focused and effective New differentiated, innovative Step up in media Project Cermat
sales promotion products to continue driving investments (cost savings
iInvestments to democratisation and initiative) to help
maximise impact premiumisation: Hit Expert offset commodity
Aerosol, Stella Pocket and currency

pressures and fund
brand investments

‘.’ \G’




Sharp turnaround In business performance;
looking at sustainable growth going ahead

Sales Growth Household Insecticides
(Y-y) market share

Jan’17 June’17 Jul’18

10%

-6%

-11%
1QFY18 FY18 1QFY19

EBITDA Growth
(Y-y)

24%

-5%

-28%
1QFY18 FY18 1QFY19

Growth in constant currency terms 26
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Category penetration headroom in our core categories

Build stronger GT muscle : doubling our direct and indirect distribution

Stella Air Indonesia Mitu Baby Baby
Freshener Wipes Diapers

HIT

Among Baby 1-3 year HH’s
28



Distribution headroom in our core categories

Direct

GCPL

FMCG
Leader

Indirect

GCPL FMCG
Leader



OUR PLANS FOR FY19
AIM TO DELIVER DOUBLE-DIGIT SALES GROWTH

o o o o o

Drive superior Up the ante Transform Continue cost Build high
growth In core oh innovation Go-To Market optimisation performance
approach culture




@ Drive superior growth in core

Strategic choices for achieving full potential in existing categories

HOUSEHOLD INSECTICIDES

f

Upgrade coil consumers

Build out of home
category

Expand category beyond
mosquitoes

Create HIT Expert as
a platform for
premiumisation

AIR FRESHENERS

@7

Focus on Increasing
penetration through
bathroom and living
room

Premiumise home and
car perfume segment
with Parfumist platform

BABY CARE

@7

Drive wipes penetration
to match diapers

Premiumise wipes
through germ protection
proposition

Resourcefully build
toiletries portfolio

31



© Up the ante on innovation

Most number of new launches planned in a year

y ) yV__ .
Superior mass Drive

market innovations premuimisation

4
Differentiated
formats

32



€ Transform Go-To Market approach

Focus on expanding distribution reach and optimisation

Build stronger GT muscle: doubling our direct and indirect distribution

Direct Indirect

I ) I ) I

FY18 FY21 FY18 FY21

FY18

Sales from GT

FY21

33



O Continue cost optimisation

Focus on sustaining historic high EBITDA margins and improve ROCE

y y 4
Operating Cost savings programs Media spends
leverage (Project Cermat) optimisation

4
Reduce working

capital

34



© Build high performance culture

Preparing organisation capabilities for future growth

STRONGER PROCESSES

ADVANCED ANALYTICS

HUMAN CAPITAL

®— Re-engineering processes
for promotion management,

forecasting, NPD

@®— Data and Dashboards

@®©— Brand Playbook

®— Building a healthy
talent bench
strength for senior
leadership position

35



OUR PLANS FOR FY19
AIM TO DELIVER DOUBLE-DIGIT SALES GROWTH

o o o o o

Drive superior Up the ante Transform Continue cost Build high
growth In core oh innovation Go-To Market optimisation performance
approach culture




Disclaimer

Some of the statements in this communication may be forward looking statements within the meaning of applicable laws and regulations. Actual results might differ
substantially from those expressed or implied. Important developments that could affect the Company’s operations include changes in the industry structure, significant
changes in political and economic environment in India and overseas, tax laws, import duties, litigation and labour relations.



