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June 12, 2025 

To,      To, 
The Corporate Relations Department      The Listing Department 
The BSE Limited      The National Stock Exchange of India Limited 
Department of Corporate Services      Exchange Plaza, Plot No. C/1, G Block, 
Phiroze Jeejeebhoy Towers,       Bandra Kurla Complex, Bandra (East), 
Dalal Street, Mumbai – 400001       Mumbai – 400051 
Scrip Code: PGHH/500459 

Dear Sir / Madam, 

Sub: Presentation for the Meeting with Analysts/Institutional Investors 

This has reference to the intimation dated May 28,2025 with respect to the virtual connect with 
analysts/ institutional investors to be held today, Thursday, June 12,2025 at 1:00 p.m. (IST). 

Pursuant to Regulation 30 of SEBI (Listing Obligations and Disclosure Requirements) 
Regulations, 2015, enclosed herewith is the presentation for the above meeting with analysts/ 
institutional investors. 

This is for your record. 

Thanking you. 

Yours faithfully, 

For Procter & Gamble Hygiene and Health Care Limited 

Flavia Machado 
Authorized Signatory 
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This communication, except for the historical data, may contain forward-looking statements, including words, 

phrases, numbers that set forth anticipated results based on management’s current plans and assumptions. 

Forward-looking statements are based on current expectations and assumptions, which are subject to risks and 

uncertainties that may cause results to differ materially from those expressed or implied in those statements. 

The Company cautions investors that any such forward-looking statements are not guarantees of future 

performance and that actual events or results may differ materially from those statements. Actual events or 

results may differ materially because of factors that affect international businesses and global economic 

conditions, as well as matters specific to the Company and the markets it serves. The Company undertakes no 

obligation to update these statements whether as a result of new information, future events or otherwise, except 

to the extent required by law.

Disclaimer
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FISCAL 
RESULTS

2024-25



DELIVERED A BALANCED GROWTH
FY 2024-25 Balanced top and bottom-line growth over the 9-month fiscal 

versus comparable past period

+3%
SALES

+7%
PAT

Considering that the company, effective this year, changed its Financial Year from July 1 – June 30 to April 1 – March 31, the current Financial Year of the Company covers a 
period of 9 months, from July 1, 2024, to March 31, 2025. The company performance has therefore been indexed versus the comparable 9-month period in the last year (July 1, 
2023, to March 31, 2024). The performance versus a 12-month past fiscal will not be comparable. 



In Service to Consumers, Customers, Employees, Society & Shareowners

INTEGRATED 
GROWTH 
STRATEGY
SUSTAINED EXCELLENCE

PORTFOLIO
PERFORMANCE DRIVES 

BRAND CHOICE

SUPERIORITY
TO WIN WITH 
CONSUMERS

PRODUCTIVITY
TO FUEL INVESTMENTS

CONSTRUCTIVE
DISRUPTION 

ACROSS OUR BUSINESS

ORGANIZATION
EMPOWERED • AGILE

ACCOUNTABLE

Presenter Notes
Presentation Notes
We remain confident that the best path forward is to double-down on the strategy that has enabled strong results over the past five years, and that is the foundation for balanced growth and value creation.




PORTFOLIO
PERFORMANCE DRIVES 

BRAND CHOICE



PORTFOLIO
Feminine
Care

LONG-LASTING LEAK 
PROTECTION

HEAVY FLOW 
PROTECTION & COMFORT

ALL NIGHT 
PROTECTION 360O PROTECTION



PORTFOLIO
Health Care

THROAT VICKS RUB, INHALER 
& ROLL ON

SLEEP



SUPERIORITY
TO WIN WITH CONSUMERS



SUPERIORITY
TO WIN WITH CONSUMERS

CONSUMER & 
CUSTOMER 

VALUE

PRODUCT PACKAGING COMMUNICATION RETAIL 
EXECUTION

Presenter Notes
Presentation Notes
Superiority is a core part of our Integrated Growth Strategy. We believe in delivering irresistibly superior propositions to our consumers and retail partners across product performance, packaging, brand communication, retail execution and value. To facilitate the same, AI is enabling decision making in various ways – be it predictive data modelling, simplified dashboards, learning models, etc. While the decision is being made by our leaders, AI is helping us get the right data to ensure data-backed decision making. 

  






INNOVATION PIPELINE

Presenter Notes
Presentation Notes
Our innovation pipeline is one of the stronger bundles in recent history. We remain invested in developing innovation in each of our categories to attract new users and help them more effectively tackle current and new jobs to be done. 

Superiority also demands investment in our capabilities in response to consumer needs and changes in our industry.

Let’s take a look at what we are doing to build capabilities in brand communications and retail execution.



PRODUCT



PRODUCT



PRODUCT



EFFECTIVENESS EFFICIENCYREACH

SUPERIOR 
COMMUNICATION

Presenter Notes
Presentation Notes
Superior brand communication requires each brand to optimize:
Reach… presenting our messages in the right forums at just the right frequency,
Effectiveness… delivering compelling messages that attract consumers to our brands, and
Efficiency… ensuring we’re executing our advertising plans at the best possible value.




SUPERIOR COMMUNICATION
Vicks New Powerful Scent

Presenter Notes
Presentation Notes
Superior brand communication requires each brand to optimize:
Reach… presenting our messages in the right forums at just the right frequency,
Effectiveness… delivering compelling messages that attract consumers to our brands, and
Efficiency… ensuring we’re executing our advertising plans at the best possible value.




Vicks Cough & Cold Hygiene Awareness Workshop with 
over 800 mothers from a rural tribal community

SUPERIOR COMMUNICATION
V Banao, Vicks Lagao!

Presenter Notes
Presentation Notes
Superior brand communication requires each brand to optimize:
Reach… presenting our messages in the right forums at just the right frequency,
Effectiveness… delivering compelling messages that attract consumers to our brands, and
Efficiency… ensuring we’re executing our advertising plans at the best possible value.




SUPERIOR COMMUNICATION
No Gaps, No Leaks!

Presenter Notes
Presentation Notes
Superior brand communication requires each brand to optimize:
Reach… presenting our messages in the right forums at just the right frequency,
Effectiveness… delivering compelling messages that attract consumers to our brands, and
Efficiency… ensuring we’re executing our advertising plans at the best possible value.




SUPERIOR
RETAIL EXECUTION

EXPANDING
REACH

SUPERIOR
AVAILABILITY

SUPERIOR
CONTENT

AND SEARCH
SUPERIOR

SHELF TOOLS

Presenter Notes
Presentation Notes
We’re also developing new tools and capabilities to win at the physical and digital shelf.

At the physical store, we have proprietary tools, such as Programmatic Shelf, which enable us to use our wealth of data, knowledge, and insights to recommend optimized shelf sets to retailers in terms of space, assortment, and arrangement to deliver profitable category growth. 

For the digital shelf, we’ve developed proprietary tools to optimize content and search so when shoppers pick up their mobile and search for a product, we are easy to find and a very obvious choice. These tools deliver qualified content and more relevant sponsored search results to consumers at a more efficient cost.  

To achieve best in class availability, we’ve developed a real-time solution that combines retailer and P&G data with proprietary algorithms to accurately predict and detect out-of-stock situations. It can identify the structural reason for the issue and recommend solutions that optimize the supply chain, so the fix not only drives availability but also improves cost and cash efficiency. 

In addition to availability, we’re also experimenting with new ways to expand our reach, especially in areas of the world where there are a large number of small, independent retailers. 




SUPERIOR RETAIL EXECUTION

Presenter Notes
Presentation Notes
In



PRODUCTIVITY
TO FUEL INVESTMENTS



PRODUCTIVITY
INTEGRATED INTO THE STRATEGY

MATERIALS MANUFACTURING AD SPEND &
PROMOTION

WORKING
CAPITALOVERHEAD

Delivering the same or better output measures… 

with lower spending or resource investment.

INR 93 crores productivity savings for FY 24/25

Presenter Notes
Presentation Notes
Productivity, our third strategy element, gives us the fuel to invest in superiority, mitigate cost and currency headwinds and drive margin expansion.  We’ve extended our visibility to productivity improvement, with each business unit building three-year cost savings master plans, mirroring what we’ve done for years in our innovation program.  We have opportunities to drive efficiency up and down our P&L and across our balance sheet… from cost of goods sold, to marketing, to partnering with retailers to drive in-store and on-line productivity.  




CONSTRUCTIVE
DISRUPTION

ACROSS THE BUSINESS



AI/ML-supported in-house 
models to curate winning 

by-store assortment 
across channels

Continuous Supply Chain 
optimization, making 
Advance Ordering a 

reality

CONSTRUCTIVE DISRUPTION
ACROSS THE BUSINESS 

Co-creating superior 
consumer experiences 
with Q-comm partners

Supply 3.0
Right Assortment 

at Right Store



ORGANIZATION
EMPOWERED • AGILE

ACCOUNTABLE







EXTERNAL RECOGNITION



In Service to Consumers, Customers, Employees, Society & Shareowners

INTEGRATED 
GROWTH 
STRATEGY
SUSTAINED EXCELLENCE

PORTFOLIO
PERFORMANCE DRIVES 

BRAND CHOICE

SUPERIORITY
TO WIN WITH 
CONSUMERS

PRODUCTIVITY
TO FUEL INVESTMENTS

CONSTRUCTIVE
DISRUPTION 

ACROSS OUR BUSINESS

ORGANIZATION
EMPOWERED • AGILE

ACCOUNTABLE

Presenter Notes
Presentation Notes
We remain confident that the best path forward is to double-down on the strategy that has enabled strong results over the past five years, and that is the foundation for balanced growth and value creation.




LONG TERM 
TRENDS



SUPERIOR RESULTS OVER THE P10Y

Note: 1) Basis Published results; 2) Net Sales refers to revenue from operations; 3) PAT Excluding OCI; 4) ROE = PAT/ Avg. Equity

+6% 
CAGR

NET SALES
*excl. OTI

+8% 
CAGR

PAT

3X 
Increase in 

ROE

Presenter Notes
Presentation Notes
Updated final numbers



346

722

1415 1516 1718 1819 2021 2223 2324 Adj. 2425*

PAT (in INR Cr.)

SUPERIOR RESULTS OVER THE P10Y

Note: 1) Basis Published results; 2) Net Sales refers to revenue from operations; 3) PAT Excluding OCI; 4) PAT – Profit After Tax; OCI – Other Comprehensive Income 

2,334

4,332

1415 1516 1718 1819 2021 2223 2324 Adj. 2425*

NET SALES (IN INR CR.)

* Note: FY 24-25 was a 9-month year and hence above numbers are adjusted for 12-
month estimates

* Note: FY 24-25 was a 9-month year and hence above numbers are adjusted for 12-
month estimates

Presenter Notes
Presentation Notes
Updated final numbers



CREATING SUPERIOR SHAREHOLDER VALUE

Over 3 Decades 
of Consistent Dividend Payout Record

Presenter Notes
Presentation Notes
Updated final numbers



LANDSCAPE



2.6

1.3
2

4.1

2.2

3.8

6.5

USA Euro Area Middle East South East Asia Latin America Sub Saharan Africa India

Global GDP Growth

2023 2024 2025Source: IMF Dashboard

STEADY GROWTH AMONGST PEERS 
Slowdown vs. P3Y, but India continues to outpace markets globally

Evolving Global Trade 
Policy on the 

watchlist

Stable economic indicators 
and investment by 

government

Presenter Notes
Presentation Notes
Updated final numbers



EVOLVING CONSUMPTION TRENDS
Pickup in Rural consumption but urban continues to be soft

Non-Food Inflation continues to be 
within RBI’s target range

3.5%

6.2%

4.3%

3.2%

Jul-24 Oct-24 Jan-25 Apr-25

CPI – Inflation  
10.2 10.2

6.9

5.7

2.8 2.6

5
4

5.4 5.8

7.6

5.2
5.7

9.9

Q1FY24 Q2FY24 Q3FY24 Q4FY24 Q1FY25 Q2FY25 Q3FY25

Rural-Urban Demand Growth YOY %

Urban Rural

Rural recovery behind monsoons
Urban revival will need time

Presenter Notes
Presentation Notes
Updated final numbers



Q&A
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