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Category develop existing portfolio
Funded by radical simplification

People and planet alongside profit
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Key enablers

e  Global category e  Enhanced, digitally enabled

structure consumer insights

Risks identified

e Changing consumer preferences

e Democratising e Enhancing

our brands go-to-market

e  Hyperinflation and currency devaluation

e Laying the foundation for future growth possibilities

NO GOOD HEALTH CLEAN WATER
POVERTY AND WELL-BEING AND SANITATION
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e Commodity price volatility
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Our aim is to achieve consistent, double-digit volume growth by capitalising
on our existing market leadership and deepening category penetration,
thereby creating long-term value for all our stakeholders.

10 13.34%

#1 brands Return
across 4 clusters on equity

33% 13199

Growth in
e-commerce Crore in
in India revenue
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Our chosen
portfolio

At GCPL, we are deeply driven to create
affordable, delightfully designed products.
Our consumers are at the heart of
everything we do, and serving them is what

makes it all worthwhile.

As category leaders, our strategy is to
increase innovation-led growth and discover
new ways to disrupt our product portfolios.
Democratisation and accessibility are
important while creating superior quality
and delightfully designed products, given

our focus on emerging markets.

India & SAARC

. Improved distribution reach, with
a focus on enhancing coverage in

underpenetrated areas

e Modern trade channel in India
delivered a high double-digit
growth trajectory

. Doubled down our efforts on

quick commerce
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Our geographic footprint comprises some
of the largest and fastest growing emerging
economies in the world. However, our

top categories in these countries, such as
Household Insecticides, Air Care, and Hair
Colour, are underdeveloped, with substantial
headroom for growth. We view this as a
huge opportunity for value creation by
applying our winning strategies for category
development through our know-how in

product, communications, and activations.

° Rural substockist network

in India grew by 10%

e  E-commerce in India grew at
33% with a 2-year CAGR

* InIndia, we have geo-tagged
all our general trade urban
outlets, enabling optimal

utilisation of our resources

Our aim is to achieve consistent, double-
digit volume growth by capitalising on our
existing market leadership and deepening
category penetration, thereby creating

long-term value for all our stakeholders.

Indonesia

In Indonesia, we outsourced the
entire distribution for general trade
to large-scale distributors to reduce
operational complexity, significantly
increase direct coverage, and reduce

the cost of operations

Multiple initiatives have been
launched to leverage digital
technologies and build closer

connections with different partners



Our strong product portfolio in the Home
and Personal Care categories continues to
help us bring the goodness of health and

beauty to consumers in emerging markets.

Africa & USA

e  Strong e-commerce focus in the
USA, accounting for ~6% of the

total business

However, in terms of market penetration,
we are not where we would like to be.
Goodknight Liquid Vaporizer’s market
penetration in India is still only 25%, and

in Indonesia and Africa, it is between 1%
and 2%. We view this as a tremendous
opportunity to accelerate growth in our
existing categories and to foster long-term

economic value creation.

e Nigeria's van model
continues to increase our

direct reach

*  We moved to a self-sustainable model in which the platform was funding

itself by spending the profit for next months’ expenses and marketing

e Repeat customer rate
increased to 25% from 19% in

the fiscal year 2021-22

While we continue to innovate and

create brilliant products in our emerging
categories, we will focus heavily on
increasing the footprint of our flagship
products and categories, which, as market
leaders, have high profitability and growth
potential. This will be driven by doubling
down on our marketing and distribution to
really accelerate volume growth in these
sectors over the next 5 years, in all the

markets in which we operate.

®  Top line online revenue grew by
11% YoY to USD 3,60,000, while

traffic remained flat

e The advertising cost of sales
reduced from 100% to 30%, which
made the platform profitable

° Direct-to-consumer (D2C) made a 16% contribution to key NPDs across Premium

Beauty and Professional Product categories
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Our globalisation
strategy
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Latin America

Hair Colour
(Argentina)

Premium Beauty and
Professional Products
(Hair fixing sprays |
Argentina)**

Premium Beauty and
Professional Products
(Depilatory products | Chile)

Source: *Nielsen, **Scentia

Hair Colour
(Chile)

Premium Beauty and
Professional Products
(Hair styling products |
Argentina)*

Sub-Saharan Africa & USA

Hair Colour
(Ethnic hair | Sub-Saharan Africa)

Premium Beauty and
Professional Products
(Hair extensions |
Sub-Saharan Africa)



India & SAARC

Household
Insecticides

Air Care

Hair Colour

N g

Hair Colour
(Caucasian hair colour | South Africa)

Leader in Premium Beauty
and Professional Products

(Hair care and maintenance
products | Africa & USA)

Indonesia

@
&

Fabric Care

Personal Wash
and Hygiene

Household
Insecticides

Air Care

Baby Wipes

Hair Colour
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A broad emerging
markets portfolio

In the fiscal year 2012-13, 44% of our overall
revenues came from international businesses.
In the fiscal year 2022-23, it was 44%.

Geography Salience

5%* o ——

FY 22-23 57%

India

B Indonesia
B Africa, USA, and Middle East
Others

Category Salience

B Personal Care

B Home Care
Others



Portfolio of our
power brands

—— 31,000 crore+

oy
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—— <I500-1,000 crore
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~ %200-500 crore

Top 11 brands contribute ~75% of revenue
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Strengthened brand positions
across key markets and geographies
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Renewed global

category structure

In the fiscal year 2021-22, we created
a renewed global category structure.
This new structure will power our global

categories in Household Insecticides,

Coherent global strategy and
cross-geography synergies

. Goodknight Liquid Vapouriser, a
successful product in India for the last
decade, is now being further scaled
up in the region, as well as in new
markets like Indonesia, Bangladesh,
and Nigeria.

. Godrej Shampoo Hair Colour, which
is currently being scaled in India,
has now been launched in Indonesia
too, with the same basic technology
but significant variations in product,
packaging, and positioning.

e Goodknight Smart Spray in India,
Goodknight Power Shots in Africa,
and HIT Fast Insect Killer have
all been created using the same
technology. Launched in India with
Smart Spray, the product has seen
success in Nigeria with Power Shots,
and we're now back in India with a
smaller SKU, which is being further

developed for other geographies.

Air Care, Hair Colour, and Hygiene and will
build on product development (innovation
and renovation) and brand equity (brand
strategy and advertisement), enabling three

critical sources of value:

*  We cross-pollinated aer Matic from
Indonesia to India, and with great
success; alternatively, we are taking
aer Power Pocket from India to
Indonesia, along with Bangladesh and
the Middle East.

Scaling up products across our
categories and geographies
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Better alignment across product
development and brand equity

Our Product and Equity teams are
structured to be lean and flat with

both reporting to the Head of Global
Category and Innovation and work jointly
on most projects. Cross-training efforts
include training on operating principles
for decision-making and other functional
training. The basic principle is to train our

Marketing team on all core principles of

the function.

Deeper capability on product and
communication development

We are very focused on formalising our
global innovation and renovation pipeline
across categories, which is being managed

through a structured stage-gate process.

There is a renewed focus on renovating our

core to ensure a winning product portfolio.

We are centralising communication
development with the help of in-house
creative teams: Light Box (our media
development studio) and Design Lab (a
creative space that leads new product

development across geographies).

Strengthening of brand codification
also occurs with brand leaders acting as

guardrails for both sets of activities.

We understand local consumers’ behaviour
and preferences and use ideas and know-

how from around the globe to innovate and
develop products that cater to the evolving

needs specific to regions and markets.

Hit Goodknight electric - device and refill
at only IDR 20K

Adopting global synergies for product development
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Globally, we are standardising our approach
to advertising development. For example,
in Air Care, we built on the insight that the
category is typically adopted when guests
visit home. So we took the idea of ‘talking
rooms’ and used it in advertisements in

India (aer) and Indonesia (Stella).

Our global footprint is our asset as we use
our experience to solve common challenges
across similar markets, which may be worlds
apart on a map. We are also investing
heavily in expanding operations and

recruiting locally for our emerging markets

to leverage local expertise and experience.




Enhanced, digitally

enabled consumer insights

By taking a step back and looking at the
landscape more broadly, considering
current performance, trends, and
changes in consumer behaviour, we
could understand how things might

pan out, and how both categories and
brands can evolve to meet consumer

needs in the future. This helps us identify

Consumer obsession:
A sustainability lens

Long-term brand tracking is a valuable
tool for measuring if our brand values
resonate with our consumers and translate
into awareness, preference, and ultimately,

loyalty.

Brand perception surveys help us to

define our top consumer segments and
understand what they care about, why they
shop, and the best way to capture their
attention. These insights enable us to better

comprehend the trends of consumers.

Brand perception tracking is traditionally
performed through a scientific process of
meeting a randomly selected relevant target
group (typically category users) at their
homes. A survey is conducted to understand
their levels of awareness, perception, and
usage of brands in the category, as well as

their salience of advertising for the brands.

In today’s rapidly changing market, we are
also adopting a more agile approach. Our
company is leveraging new technologies
to continuously measure brand
performance and tap into consumers’
sentiment, whenever required. We are
tracking consumer preferences on various
metrics—from awareness to product
feedback to usage behaviour and appeal

for various new ideas.

In the fiscal year 2022-23, we covered
over 50,000 consumers and their
perception of our brands. We reached
these consumers through various
channels, online and offline, randomly

at their homes or at central locations to
gather insights. This survey covered nearly

60% of our brands by revenue.

opportunities to achieve the trifecta—right
for the consumer, right for the brand, and
right for the category. From the technology
perspective, we aim to continue to invest
in consumer research and data analytics,
which will allow us to identify trends and

drive category growth.

E Saharanpur, Uttar Pradesh, India
§ 402, Subhash Nagar, Saharanpur, Uttar Pradesh
Y 247001, India
Lat 29.977284°
Long 77.545641°
01/09/22 12:00 PM
.

le
HALWAI HATT

Gathering consumer insights
across various channels
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By incorporating a sustainability lens into our existing surveys, we gained a deeper

understanding of the role sustainability plays in shaping consumer preferences.

We engaged our consumers to:

1. Assess attitudes 2. Identify opportunities
towards sustainability for innovation
We asked questions that helped us understand We asked questions to explore consumer
how sustainability factors into our consumers’ values and preferences that could drive
priorities and values, and how it influences brand differentiation and provide us with
their perception of our brand. a competitive advantage.
We recently commissioned a brand Using an agile brand perception-tracking
perception survey among 21-45 year olds approach, we are working to ensure
in India. In the survey, 67% of the people that our brands remain relevant and
found ‘reusability’ and 32% found ‘less resonate with our consumers. We aim
plastic waste’ to be relevant. This drove a to make more informed decisions that

perception of being an eco-friendly product  foster long-term growth, enhance our
among about two thirds consumers. reputation, and contribute to a more

sustainable future for all.



Democratising
our brands

Our purpose has always been to serve the
needs of consumers above everything else.
We innovate continuously to create versions
of our products in different sizes and at
multiple price points to cater to as big a
net of consumers as possible. Smaller value
pack offerings such as HIT No-gas Spray

in India and Indonesia, Goodknight Mini
Liquid Vaporiser in India, and Godrej Expert
Rich Créme in India have revolutionised

the market and made our products more
accessible to a larger section of consumers.
This also increases consumer loyalty, when
they see a bespoke creation of a beloved

brand that works for them specifically.

We are democratising
our brands by creating
smaller value packs

LIQUID
MOSQUITO |
REPELLENT

Machine+
Mini Refill

I
\ My

Goodknight Mini Liquid Vaporiser (India)

HIT No-gas Spray (India)
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creme

long lasting colour | 100
ultra soft | deep shine | r

b

mini
ack
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A10x:

% aloe vera

Godrej Expert Rich Créeme (India)
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Enhancing
go-to-market

As we delve deeper into emerging markets,
ensuring that consumers have access to our
products on a regular basis is vital to our
goal of achieving increased penetration. We
are continuously expanding our distribution
channels to increase our consumer reach,
with a greater focus on unserved or poorly

served rural and remote markets.

We continue to leverage
traditional kirana stores in India
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We are rapidly increasing our presence
across multiple platforms—traditional

and modern retail channels, e-commerce,
and digital marketplaces—to ensure our
products are always available to serve our
consumers, regardless of where they are

located.



