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Overview

Overview

Macroeconomic Environment

Over the last year, the government
has launched a series of initiatives
to revive the Indian economy,
including building infrastructure in
roads and railways, improving the
ease of business, creating a more
investor-friendly FDI policy regime,
introducing banking reforms and
targeting inflation.

Consequently, our macroeconomic
indicators have started to look
better, with GDP growth increasing
to 7.6 per cent in fiscal year 2016,
from 7.2 per cent in fiscal year
2015. Inflation is largely under
control. The Consumer Price Index
is expected to fall within the range
of 5-6 per cent and Wholesale
Price Index, virtually nil. Our
Current Account Deficit is also
under control. The implementation
of transformative structural reforms
such as the Goods and Services
Tax, however, is imperative to fast
track economic growth and boost
consumer confidence.

FMCG Sector

We are seeing signs of a recovery
in consumer demand in the FMCG
industry. While the progress

has been subdued, we expect
demand to pick up pace in fiscal
year 2017. Pro-growth initiatives
by the government, such as the
passing of the Goods and Services
Tax Bill, will be greatly beneficial
for this. The fundamentals of the
industry remain strong and there
is still significant growth potential,
given the low penetration and
consumption rates for many
FMCG categories.

Our business has delivered strong
and profitable growth, despite the
challenges in the environment.
Overall, we continue to outperform
both the FMCG industry and

the home and personal care
categories that we participate in.
We are driving a relentless focus
on our strategy, and investing
strategically in creating new

growth vectors for the future, while
continuing to drive our core to full
potential, enhancing our go-to-
market infrastructure and driving
execution excellence.
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Management Discussion & Analysis

GCPL outperforms the Home and Personal Care sector in India

Bl indian HPC sector growth Fv I .2
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GCPL delivers a strong performance over the last 5 years

I rv2015-16 consolidated [ < 8,957 crore

Net Sales ¥ 3,676 crore
FY 2010-11

I < 1.624 crore

% 653 crore

EBITDA

GCPL is becoming more international

International sales
as a percentage of

0,
consolidated sales 34% 47%

FY 2010-11 FY 2015-16
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and geographies



Extending leadership in our core categories and geographies

Range of household and personal care

|
I nd Ia products, household insecticides, hair colours,

liquid detergents, soaps and air fresheners

Business outperforms FMCG sector despite a tough
macroeconomic environment

key modern formats of household insecticides
(aerosols, liquid vapourisers, coils and mats)

hair colours

soaps

air fresheners

Source: Management estimates
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Management Discussion & Analysis

Personal
Care

Second largest toilet
soaps company in India
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Built on the high-energy
proposition of ‘alive is
awesome’, it inspires you
to step out of the stale and
embrace the fresh, the new

With premium international
fragrances and innovative
designs, it is undoubtedly
one of the most refreshing
grooming experiences across
soaps, deodorants, talcs and
shower gels

Introduces a range of
female deodorants

CINTHOL®
CINTHOL
SRy
CINTHOL., §

Launches Cinthol Deostick —
3x longer lasting than ordinary
deodorant sprays and gentle
on skin

Online campaign
#AlivelsOffline, wins

at the Effies 2015 for
‘Best Digital Campaign’

Ranks #17 in Personal Care in
the Economic Times — Brand
Equity Most Trusted Brands
Survey 2015

Godrej Consumer Products Limited
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Extending leadership in our core categories and geographies

Personal
Care

Second largest toilet

soaps company in India

i
P

— i e _‘L

Leading Grade 1 quality soap
in India (simply put: more
soap in each soap)

Offers you ‘Nature’s way to
beauty’ with carefully chosen
ingredients to make your skin
naturally beautiful

Extends into value-added
soaps — launches Godrej
No.1 Glycerin & Honey soap

Ranks #13 in Personal Care in
the Economic Times — Brand
Equity Most Trusted Brands
Survey 2015

22
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Management Discussion & Analysis

Our new health and
wellness platform

protekt protekt

-

. masterchef’ ; | (T
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e Delightful, differentiated and o Naturally derived ingredients
efficacious range of products and unique design-led and
across the health, wellness recyclable packaging
and personal protection
platforms

e Range comprises three hand
washes, a hand sanitiser and
a personal mosquito repellent
spray — including India’s first
instant foam hand wash and

alcohol-free sanitiser with
8-hour germ protection

Godrej Consumer Products Limited 23



Extending leadership in our core categories and geographies

Hair
Care

Leader in
hair colour in India

Tl use KIT

India’s largest selling hair
colour, used by over 40
million consumers

Innovative solutions include
creme hair colour in a
sachet and powder hair
colour with a unique gel
technology, at unbelievably
democratised prices

Launches a multi-application
pack of Godrej Expert Rich
Creme, a value offering for
frequent users

Hosts successful integrated
marketing campaigns,
extensive engagement with
salons, barber training,
innovative approaches to
media and communication

Ranks #15 in Personal Care in
the Economic Times — Brand
Equity Most Trusted Brands
Survey 2015
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Management Discussion & Analysis

EBLUNT

o India’s hottest salon, now in o ‘Digital first’ philosophy -
B a bottle wins Nykaa Femina Beauty
—t BLU NT Awards for customer reviews,
Salons+Products +Expertise e  Premier Indian salon brand, engagement and a growing
redefining the face of Indian e-commerce business

hairstyling and beauty
e  Wins Silver Abby at Goa

e  Presence across shampoos, Adfest 2016 for outstanding
conditioners, men and PR work; 5 beauty awards
women’s styling, hair for product quality and
extensions and temporary packaging innovations
hair colours

Godrej Consumer Products Limited 25



Extending leadership in our core categories and geographies

Home
Care

Leader in household
insecticides in India

Built on the promise of
‘protecting happy moments’,
aims to delight consumers
through a deep understanding
of their needs

Good knight is the highest
penetrated brand in the
category in India, reaching 74
million households

Good knight Fast Card, India’s
first paper-based mosquito
repellent, continues to scale up

Good knight liquid vapouriser
crosses X 1,000 crore

Good knight Neem Activ+"™
Low Smoke Coil is a runaway
success in both urban and
rural markets, within the first
year of launch

‘Subah bolo Good knight’, an
awareness building and habit
changing campaign, wins at
Abbys 2016

Ranks #2 in Household Care
in the Economic Times —
Brand Equity Most Trusted
Brands Survey 2015
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Management Discussion & Analysis

Leading player in the
aerosols market, focuses
on killing pests and offering
great efficacy

Innovating ways to make our
products easy to use, safe
and affordable to help every
homemaker win the battle
against pests

Insightful new campaigns
drive awareness and
category growth

HIT Track The Bite app, which
helps users stay informed
about dengue and malaria-
prone areas in real-time, wins
at APAC Effies 2016

Ranks #7 in Household Care
in the Economic Times —
Brand Equity Most Trusted
Brands Survey 2015

Godrej Consumer Products Limited
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Extending leadership in our core categories and geographies

Home
Care

Number 2 player in
air care in India

criaheging
alterssmgie watyn mgagess

Delightful range of home, car
and bathroom air fresheners

Introduces aer pocket, a
foray into the bathroom air
freshener space

Launches a delightful

new fragrance, Rich Irish
Cocktail, in aer twist and click
gel formats

Innovative gel format and
consumer engagement aids
sales and distribution ramp up

Hosts successful integrated
marketing campaigns,
extensive engagement
through innovative media;
special focus on e-commerce

28
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Management Discussion & Analysis

Leader in
liquid detergents
in India

Refreshes brand identity,
reinforcing its ‘specialist for
woollens’ proposition and a
new ergonomic design

e As part of the ‘Ezee Hugs’
initiative this winter, our team
donated clean woollens,
washed with Ezee, to over
70,000 underprivileged
school-going children in Delhi
and the NCR

Godrej Consumer Products Limited
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Extending leadership in our core categories and geographies

I d = Range of household and personal care
n 0 n es I a products, household insecticides, air

fresheners and wet wipes

Business performs well despite a slow economic
growth environment

m air fresheners and wet wipes

key modern formats of household insecticides
(aerosols, liquid vapourisers and mats)

Source: Management estimates
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Management Discussion & Analysis

Stella, the number 1
player in air fresheners

Mitu, our leading range
of wet wipes and
baby toiletries

HIT, the number 1
brand in household
insecticides

Godrej Consumer Products Limited 31



Extending leadership in our core categories and geographies

Afr' Range of products across hair extensions,
Ica hair care, hair colour, personal wash, home care

and household insecticides

Continue scaling up of businesses; now have a presence
in Angola, Ethiopia, Ghana, Kenya, Malawi, Mozambique,
Nigeria, South Africa, Tanzania, Uganda and Zambia

m ethnic hair colours (14 countries) and hair
extensions (11 countries)

m hair extensions (Nigeria)

Caucasian hair colours (South Africa)

Source: Management estimates
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Management Discussion & Analysis

Darling, the number 1
player in hair extensions
across sub-Saharan Africa

Strength of Nature, a
leading player (in hair care
for women of African origin)
in the US market, has a
distribution network across
7 countries in Africa

Aliyana, our latest
launch in hair care in
Eastern Africa

Inecto, the market leader in
ethnic hair care, has been
offering African women

up to 100% grey coverage for
over 60 years

Renew is a leading
player in the Caucasian
hair colour market in
South Africa

Godrej Consumer Products Limited
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Extending leadership in our core categories and geographies

Argentina

Range of products across hair colour,
hair care and styling in mass and
professional markets

Sales growth led by value and volume market
share gains

Source: Management estimates
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Management Discussion & Analysis

Issue, the iconic
leading hair colour in
Argentina, offers a fun
and stylish range of
hair treatments

Roby, the leading hair
styling spray in Argentina,
is an over 30-year old
heritage brand

Godrej Consumer Products Limited 35



Extending leadership in our core categories and geographies

C h - I Range of products across hair colour,
I e colour cosmetics, depilation and

skin care

Sales growth led by value and volume market
share gains

m colour cosmetics

Source: Management estimates
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Management Discussion & Analysis

llicit, the number 1
hair colour brand in
Chile, reaches out to
over 1 million women
and counting

Pamela Grant, a leading
colour cosmetics and
skin care player in Chile

Godrej Consumer Products Limited
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U 't d Range of products across
n I e skin care, sanitisers, sun care and
Ki n g d O female deodorants

Business continues to outperform; investments in
innovation and brand development drive healthy growth
in a challenging macroeconomic environment

stretch marks treatment

hand sanitisers

sun care

female deodorants

Source: Management estimates




Management Discussion & Analysis

Touch of Silver, a unique
range of salon inspired
products for blonde, white
and silver hair

Liquid Blonde, a new
proposition for warm
blondes to enhance the
multi tonal features of
their hair

Cuticura offers
anti-bacterial protection
for the entire family

m e -

St Sl ' A
Our Soft & Gentle range % i _i}il ‘i;"ﬁ%
of fgmale degdorants and ,r.lj o s E&".ﬁ‘g&#&t! ("??.LS“=. ' L
feminine hygiene products E 8 Y Y S

7
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Extending leadership in our core categories and geographies

Ba N g IadeSh ] Range of products across

household insecticides, air fresheners

SriLanka e
Business performs well despite a tough
epa macroeconomic environment

m household insecticides in Nepal

m hair colours in Sri Lanka

m powder hair colour in Bangladesh

Source: Management estimates
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Management Discussion & Analysis

Our Good knight

and HIT brands hold
leadership positions in
household insecticides
in Nepal

Expert, Renew and Abha
are leading players in
their respective hair care

segments in Bangladesh
and Sri Lanka

Godrej Consumer Products Limited 41



Extending leadership in our core categories and geographies

M - d d I Range of household care, hair care and
I e personal care products, including soaps,

Eas t deodorant sprays, hair colour and air care

Business remains stable despite a tough
geopolitical environment

Leading player in the henna and powder hair colour
segments

Strong market position in soaps (among consumers from
the Indian subcontinent)

Strong entry into the air care segment in the region

Source: Management estimates
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Management Discussion & Analysis

Godrej aer, one of the
UAE’s fastest growing
air care brands

Cinthol holds a strong
market position among
consumers from the
Indian subcontinent

Leading player in the
henna and powder hair
colour segments
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Godrej Consumer Products Limited
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Accelerating
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Accelerating innovation and renovation

Cinthol Deostick
India

. Unique, cream
based deodorant

. Lasts 3x longer than ordinary
deodorant sprays

waoman Wi an 1
EOSTIC e Tic) e Soft on skin

e  Value for money,
at just X 69

ICINTHOL?®

Scan me to learn
about our unique,
cream based
deodorant
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Accelerating innovation and renovation

Godrej aer pocket

India

aer

pocket

Foray into the bathroom
air freshener space

Unique slim gel technology
makes it last up to 30 days

Innovative format, clutter
breaking design

Available in 3 amazing
fragrances:
bright.tangy.delight,
morning.misty.meadows and
violet.valley.bloom

Scan me to find out
about our foray into
the bathroom air
freshener space

48
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: Hello, bathrooms. ‘1
~ Wer're here to keep you fragrant for 30 days. .
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Accelerating innovation and renovation

Stella Car Perfume
Indonesia

o Innovative membrane based,
leak-proof car AC vent
air freshener

AIR FRESHENER

STEUA

Maluumls
CAR PERFUME

o First adjustable car vent air
freshener in Indonesia —
suitable for all car AC vents

o Becomes the number 2 player
in the car vent segment within
7 months of launch

e  Attractive design options

E E Scan me to learn
about our delightful

L= - #Care4UrCar
campaign
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Transform your

second home with
New Stella Car Perfume

« NO Leakage » Easy to Adjust
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Accelerating innovation and renovation

Frika Ombre Blend
Grey Braids
Africa

Basic braids, with a new
ombre blend

Ideal for creative braiding,
cornrows and tracks - the
foundation of all weave styles

Our Grey Yaki variant’s high
crimp allows braids to lock
easily, making it good for
twists

Our Grey Hot Fibre variant’s
100% Kanekalon quality fibre
is soft on the fingers; hot
water set, its tips curl when
placed in hot water

Scan me to learn
what makes us
Afrika’s quality
hair company
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