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Editor’s note

ABOUT THE
INTEGRATED REPORT

EDITOR’S NOTE

Introduction to the integrated
report

The Integrated Report is a part of
Emami Limited’s (hereafter referred
to as ‘Emami’) primary report to
stakeholders. This report reviews
Emami’s business model, risks,
opportunities, operational

and governance performance for
the financial year ended 31st March,
2021.

Report boundary and scope
The Annual Report covers information
on business operations disclosed
through the six Capitals enunciated by
the International Integrated Reporting
Council. In assessing the issues that
materially impact value-creation, we
have appraised beyond the financial
reporting boundary to address

the material interests of relevant
stakeholders and address significant
risks, opportunities and impacts
associated with our activities over

the short-term (less than 12 months),
medium-term (one to three years) and
long-term (beyond three years).

Reporting framework

The Annual Report followed the
International <IR> Framework

as developed by IIRC (www.
integratedreporting.org) and should be
read in conjunction with the financial
statements, included herein and the
notes thereto. The financial and
statutory data presented has been in
accordance with the requirements of

Dear shareholders,

The year 2020-21 was the worst of
times and the best of years.

The first quarter was unprecedented
for its uncertainty and hopelessness.
It was the kind of quarter that tested
the best of us.

We are pleased to communicate that
in these trying times, the restless
Emami spirit validated itself.

Even as some business transformation
initiatives had commenced well
before the outbreak of the pandemic,
something remarkable manifested

at Emami during that critical first
quarter of 2020-21.

While Emami’s pan-India offices
remained unattended, the Company
now had a over thousand Emami
‘offices’ at work across the country;
every single Emami employee,
plugged into her/his laptop from

the Companies Act, 2013 (including
the rules made thereunder), Indian
Accounting Standards, Securities

and Exchange Board of India
(Listing Obligations and Disclosure
Requirements) Regulations, 2015 and
the applicable laws.

Materiality
This report provides information on
all those realities that could have a

home, represented a virtual Emami

office.

Each Emami-ite was now driven
by the need to do better when the
general consensus was ‘Status quo
will be good enough.’

The result of this passionate ferment
was that Emami didn’t just hold on;
it accelerated.

Emami didn’t just benchmark with
the best of the past; it raised the bar.

If there is a big message that needs
to be communicated, it would just be
three sentences.

The first quarter of the last financial
year represented an unprecedented
challenge.

A number of initiatives of the recent
past resulted in success, enabling
Emami to strengthen its agility.

The Company is positioned to forge
ahead with vigour.

significant influence on our ability
to create and sustain value over the

short, medium and long-term tenures.

Assurance

The statutory auditors, M/s S.R.
Batliboi & Co. LLP have provided
assurance on the financial statements
and the Independent Auditor’s
Report has duly been incorporated as
part of the report

Editorial Board

N H Bhansali

Rajesh Sharma
Mahasweta Sen

Arpit Shah

Pritha Roy Chakrabarti
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Forward-looking statement

In this Annual Report, we disclosed the Company’s objectives, expectations and forecasts
to empower investors to take informed investment decisions. This report and other
statements — written and oral — that we periodically make may be forward-looking within
the meaning of applicable securities laws and regulations. We tried wherever possible to
identify such statements by using words such as ‘estimates’, ‘expects’, ‘projects’, ‘intends’,
‘plans’, ‘believes” and words of similar substance in connection with any discussion of
prospective performance. Although we believe that we have been prudent in our assump-
tions, actual results could differ materially from those expressed in the statement. The
achievement of results is subject to risks, uncertainties and inaccurate assumptions.

NOTE: ALL FINANCIAL FIGURES AND GROWTH DATA ARE BASED ON OUR CONSOLIDATED

FINANCIALS, UNLESS OTHERWISE STATED.

Emami Limited.

One of the most exciting FMCG companies

of India founded by two childhood friends
Mr. RS Agarwal and Mr. RS Goenka.

Globally present across 60+ countries.

Power Brands: BoroPlus, Navratna, Zandu,
Fair & Handsome and Kesh King, enjoying
leadership positions

Products available off-the shelf across every
part of the country; omni-channel presence
making it possible to buy online and offline.

~140 Emami products are sold every
second 1n India.

A debt-free (net) Company with nearly 3450
crore available in liquid assets®, after paying

a 800% dividend 1n 2020-21.

Market capitalisation of over 21,600 crore;
183% return to shareholders in 12 months.*

*As on 3Ist March, 2021

Emami Limited | 3



About Emami

Our vision

Making people healthy

and beautiful, naturally

B To contribute whole
heartedly towards the
environment and society,
integrating all our
stakeholders into the
Emami family

Our mission

Q
S8

B To make Emami
synonymous with natural
beauty and health in the

consumer’s mind

&

B To drive growth
through quality
and innovation in

products and services.

B To inculcate the

culture of inclusion

and mutual trust with a
commitment to their future,
thereby developing and
strengthening an emotional
bond between the
Company and its employees

4 | Integrated Annual Report 2020-21

B To uphold the
principles of corporate
governance

B To empower and
encourage decision
making ability at
all levels of the
organisation

ovation res
by a culting-e

Emami’s state-of~the-art manufacturing unit in
Pacharia, Guwahati

Emami’s products are subjected to stringent quality
control checks to enhance consumer safety

Emami’s WHO GMP Quality-certified
manufacturing unit in Vapr, Gujarat

Emami’s overseas manufacturing unit in Gazipur,
Bangladesh

od manufacturing
Haveli

© The Company is engaged in the
manufacture and distribution of

© The Company was promoted
and founded by childhood friends
RS Agarwal and RS Goenka, who
commenced commercial operations (with an ayurvedic leaning in most).
in 1974.

© The Company is headed by the
founders and second-generation Kesh King, Fair and Handsome,
promoters, supported by a team of Mentho Plus and 7 Oils in One,
professionals. among others.

personal care and healthcare products

© The Company’s prominent brands
comprise Navratna, Zandu, BoroPlus,

© To be a part of every household in
the country

© To be a major player in every
product category we venture into

© To be one of the most respected
marketers in the country

© To be recognised as a global brand

Presence

© Emami is headquartered in Kolkata, =~ © The Company has 26 product
West Bengal. storage depots across India.
© The Company has seven

manufacturing facilities in India and 60+ countries.
one in Bangladesh.

© The Company’s products are sold in

© The Company is listed on
National Stock Exchange (scrip code:
EMAMILTD) and Bombay Stock
Exchange (scrip code: 531162).

Emami Limited | 5



Founders’ statement

Founders’ statement

The greater the
challenge, the more
spirited is our response

Demr shoreholders.

e are proud to present the
performance of Emami
Limited for 2020-21.

We are happy with an important reality
that could possibly get over-shadowed
by the attention being paid to the record
numbers of our performance for the
year. This reality was the resurgence of
the distinctive Emami spirit.

This leap of faith was validated in 2020-
21. The circumstances were challenging
in an unprecedented way. A nationwide
lockdown affected consumer sentiment,
national morale and the intra-country
movement of most products and
services. The disruptions caused by the
severity of the pandemic was difficult

to address. There was an erosion in
savings that affected people’s willingness
to spend. Seldom have we witnessed so
many unprecedented challenges coming
together in such a short period as we
did during the first quarter of the last
financial year.

In this challenging hour, Emami

delved into its personality to leverage

its distinctive spirit. This spirit was
about demonstrating the courage to
counter convention. The spirit was
about whispering ‘Yes’ to oneself with
assured self-confidence when the rest

of the world was telling us ‘No!” The
spirit was about of taking a leap of faith
when the rest of the sector was hesitant.
The spirit was about engaging deeper
and helping humankind deal with an

6 | Integrated Annual Report 2020-21

unprecedented crisis. The spirit was
about getting every single Emamian
across levels and locations to collaborate
with the objective of prevailing. The
spirit was about leveraging the power
of our research, product development,
supply chain and distribution to put
products on shelves across the country.
The spirit was about doing everything

¢ )

now-.

The outcomes of this agile spirit
extended into numerical and financial
achievements during the year under
review. Emami emerged a more
purpose-driven and happier company;
Emami emerged a more integrated
company; Emami emerged a more
employee-driven company where each
individual made a difference.

Even as we were addressing the
unprecedented reality of the pandemic
on the one hand, Emami was engaged
concurrently in restructuring its business
on the other. This ability to manage the
needs of the moment and the future
translated into the ability to transform
an unprecedented challenge into a
decisive opportunity. The superior
business outcomes flowed from this
distinctive spirit. Emami’s growth was
formidable: revenues grew by 8% but
EBIDTA strengthened by 28% and
profit after tax grew by 50%.

On the one hand, these numbers
represent the culmination of various
investments we made during the

last couple of years, responding

to the challenges that had arisen

from the economic slowdown and
demonetisation. On the other hand,
these numbers represent the foundation
of the next phase of our Company
when growth is expected to be quicker,
decisive and marked by a wider
competitive moat.

If there 1s a singular message that we
would like to leave for our shareholders,
it would be this: the Emami body
language will re-assert during the
current year as well.

RS Agarwal and RS Goenka
Founders

One of the most heartening
years in the four decades of
Emami’s existence

Reported record revenues

and profits

Might appear to have been easy
but the reverse is true

Leap of faith and courage

We fired on all cylinders; every
segment of the Company
contributed to our profits

We trusted our conviction against
conventional challenges

. 4

RS Agarwal

‘--.h..._...-(frc')nt) and

————
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What the Company
promised its
stakeholders...

INCREASE
revenues from
e-commerce

8 | Integrated Annual Rep

BROADBASE

its presence

2

PRIORITISE
its presence in the Personal
Hygiene space

REJUVENATE
revenues
through new launches

¥
S
STRENGTHEN

its Healthcare
business space

ENHANCE revenues
from the Modern
Trade format

... what was ...and what
achieved in they mean
2020-21

&l

ENTERED
the Personal Hygiene segment EMERGED
in India and abroad among few players in India to
combine a niche and mainstream
presence (value and volumes)
D)
GENERATED o
~4%, of domestic revenues
from new launches BROADBASED

the portfolio, reducing the
seasonality impact on the Company’s
performance

e )

Healthcare business
revenues to 13% of the ENHANCED
domestic turnover in 2020-

the relevance of the Company’s
21 from 10% in 2019-20

brand in a fast-growing segment

@ Q
DOUBLED @g)

its Modern Trade revenues
from 4% in 2015-16 to 8% EMPOWERED

in 2020-21 in the domestic the Company to capitalise on a growing
business distribution format

Y/

INCREASED

domestic e-commerce ENHANCED

revenues to ~3% in 2020- convenience and access to the
21 compared to negligible Company’s products

revenues in 2015-16

Emami Limited | 9



Board of Directors

Board of Directors

R S Agarwal
Founder & Executive
Chairman

q Chartered Accountant,
Jompany Secretary, LLB
and a Masters Degree holder
in Commerce, Mr RS Agarwal,
Founder of Emami Group,
is considered as a present-
day management guru with
foresight. An administrator par
excellence, he possesses a deep
consumer insight and believes
in the motto — ‘Innovate to
disrupt’.

R S Goenka
Founder &
Wholetime Director

Master of Commerce
nd Bachelor of Law.

A taxation expert, a master
in strategic planning,
corporate affairs and finance,
Mr RS Goenka, Co-Founder
of Emami Group is always
open to new ways of
doing things to build new
capabilities. He recognises
the need to go into detail and
places a premium on loyalty
and commitment.

K N Memani

Independent
Director

Chartered Accountant
nd former Chairman

and Country Managing
Partner of Ernst and Young,
India. He possesses expertise
in business and corporate
advisory, foreign taxation,
financial consultancy and
has advised several domestic
and foreign companies on
corporate affairs.

Y P Trivedi

Independent
Director

minent tax expert and

advocate, Supreme Court.
Mr. Y P Trivedi was also a
former member of the Rajya
Sabha of the Parliament. He
is a member of the Managing
Committee of the Merchants
Chamber of Commerce
and a member of various
Government Committees
like the Standing Committee
on Finance and Consultative
Committee for the Ministry of
Commerce, among others.

Amit Kiran Deb

Independent Director

ormer Chief Secretary,

Government of West
Bengal and former Chairman
of Gujarat Ambuja Housing
Development Limited, a joint
sector company. He is also
the former Commissioner
cum Secretary, Education and
Social Welfare Department,
Government of Tripura
and Former Joint Secretary,
Cabinet Secretariat and
Department of Electronics,
Government of India.

Debabrata Sarkar

Independent Director

Master of Commerce and
holder of distinctive

qualifications of FCA and
CAIIB, he is the former
Chairman & Managing Director
of Union Bank of India. As a
successful banker, he handled
various significant positions.

10 | Integrated Annual Report 2020-21

S K Goenka

Managing Director

ne of the pillars of

Emami Ltd. Possessing
a rich industry experience,
he drives production, factory
operations, distribution,
procurement and packaging,
among others. His leadership
skills have led to excellence
in quality management,
which has been recognised by
awards and accolades.

Mohan Goenka

Executive Director

Management Graduate
om Cardiff University,

UK, Mohan Goenka co-leads
the FMCG business with other
Promoter Directors of Emami
Ltd. He is a key member of
Emami Group’s core Advisory
Team. A natural leader with
strong people skills and
team building capabilities,
Mohan drives the business
with his extensive knowledge
and experience in brand
building, sales & supply chain,
marketing, finance and investor
relations.

Rama Bijapurkar
Independent
Director

A. recognised thought leader
n market strategy and

India’s consumer economy,
Ms. Bijapurkar holds a degree
of B.Sc. in Physics from Delhi
University and a PGDM from
IIM Ahmedabad. She is a
keen commentator on social
and cultural trends in a fast-
changing India. She has an
independent management
consulting practice and works
with a range of global and
domestic companies across
sectors.

Aditya V Agarwal

Non-Executive Director

key member of the Group’s
ore Advisory Committee,
Aditya V Agarwal has been an
intrinsic part of the Company’s
growth from its humble
beginning to being one of the

leading FMCG companies in the

country today. He is respected
for his vision, strategic mindset
and diverse experience in
managing businesses across
verticals like FMCG, edible oil,
bio-diesel, cement, healthcare
and paper manufacturing. His
people’s skills are exemplary,
which make him a respected
leader.

P K Khaitan

Independent
Director

Bachelor of Commerce,
LB and Attorney-at-

Law (Bells Chamber, Gold
Medalist). He is an Advocate
and the Senior Partner of
Khaitan & Co, a leading
Indian law firm and also
member of the Bar Council
of India, the Bar Council of
West Bengal and the Indian
Council of Arbitration.

Harsha V Agarwal

Executive Director

arsha V Agarwal, known

for his strong leadership
qualities, strategic vision
and in-depth knowledge of
various businesses, co-leads
the FMCG business with other
Promoter Directors of Emami
Ltd. Harsha, a key member
of the Group’s core Advisory
Team, passionately steers the
organisation with a futuristic
outlook, while continuing to
strengthen its core values.
From strategic investments in
new-age start-ups to acquiring
some of the biggest names in
the FMCG industry like Zandu,
Kesh King and German brand,
Creme 21 were spearheaded by
Harsha successfully as part of
the Company’s growth plans.

C K Dhanuka

Independent
Director

q graduate in Commerce
nd well-known

industrialist and promoter

of Dhunseri Group of
companies. He is the
Managing Director of
Dhunseri Tea & Industries
Ltd and Executive Chairman
of Dhunseri Ventures Limited.

Priti A Sureka

Executive Director

A. n alumnus of the Harvard
usiness School, Priti A
Sureka is an inspiring woman
business leader. A key member

of Emami Group’s core
Advisory Team, Priti co-leads
the FMCG business along with
other Promoter Directors of
Emami Ltd. With her deep
understanding of the evolving
needs of consumers resulting
in dynamic changes to product
lines across the globe, she
passionately and successfully
steers the Company from
strength to strength.

S B Ganguly

Independent
Director

e former Chairman of
Exide Industries Ltd.
He serves as a Director of
Paharpur Cooling Towers Ltd
and Sucharitra Printers Pvt.
Ltd., among others.

Prashant Goenka
Executive Director

n MBA in International
arketing & Finance,

from the University of Wales,
Cardiff, UK, and also from
IIM-Calcutta, Prashant
Goenka, with his strategic
vision, business acumen and
in-depth knowledge of the
overseas markets, has been
able to establish footprints
of Emami brands in 60+
countries over the last two
decades. Being passionate
and result oriented, Prashant
spearheads a team of high
performing professionals
across geographies delivering
sustained growth.

Emami Limited | 11



10-year highlights

10-year hnancial highlights

Zinlac

PARTICULARS** | 2020-21| 2019-20| 2018-19| 2017-18| 2016-17| 2015-16| 2014-15| 2013-14| 2012-13| 2011-12
A. OPERATING RESULTS

288,053 2,65,488 2,69,463 2,54,083  2,52,774 2,39,755 2,06,767 1,72,765 1,60,996 1,38,116
88,305 69,055 72,722 71,944 75,913 68,727 54,312 44,704 34,968 29,604
56,892 37,358 40,341 39,256 42,362 42277 58,899 46,753 37,461 29,621
45,471 30,202 30,323 30,714 34,042 36,353 48215 41,287 32,067 25,612
82,165 63,925 62,854 61,801 64,900 61,846 51,646 44,804 34,264 27,492
1,13,827 146,722 1,71,232 1,82,845 2,01,122 2,03,705 47,759 40,777 43,965 48,034
8,891 6,833 786 12,806 3,332 1,193 49,657 28,922 15,634 7,356
1,29,251  1,14,293 1,10,219 84,423 55,862 64,324 73,455 60,530 62,018 61,927
2,51,969 2,67,848 2,82,237 2,80,074 2,60,316 2,69,222 1,70,871 1,30,229 1,21,617 1,17,317
4,445 4,532 4,539 2,270 2,270 2,270 2,270 2,270 1,513 1,513
1,71,820  1,77,843 2,03,067 1,99,091 1,73,200 1,58,891 1,28,934 87,401 76,348 77,023
1,76,265 1,82,375 2,07,606 2,01,361 1,75,470 1,61,161 1,31,204 89,671 77,861 78,536
(89) (86) (20) 57 141 410 456 1 5 12
9,191 21,023 10,987 32,591 47,295 67,144 3,588 4502 12,010 16,114
416 346 1,604 1,467 2,816 904 2,212 479 1,368 1,450
1,85,784  2,03,658 2,20,177 2,35477 2,25,722 2,29,618 1,37,460 94,653 91,244 96,112
46.61 35.05 30.28 30.69 36.99 38.38 39.36 49.96 44.01 35.01
44.22 31.39 28.55 26.25 28.75 26.93 37.57 47.33 37.55 28.60
0.05 0.12 0.05 0.16 0.27 0.42 0.03 0.05 0.15 0.21
30.66 26.01 26.94 28.32 30.03 28.67 26.27 25.88 21.72 21.43
28.52 24.08 23.34 24.32 25.63 25.80 24.98 25.93 21.28 19.91
43.87 18.78 19.85 12.44 8.30 8.82 115.57 87.85 58.02 20.47
18.48 14.08 13.85 13.61 14.30 13.62 11.38 9.87 7.55 6.06
8.00 4.82 4.19 4.21 4.21 4.21 4.15 4.09 3.12 3.10
39.63 40.18 45.74 44.36 38.65 35.50 28.90 19.75 17.15 17.30

* Previous year EPS, DPS and Book value has been adjusted as per the present face value of X1 per share.

Al figures have been restated as per Ind AS

“Cash Profit = PAT+ Depreciation & Amortisation

12 | Integrated Annual Report 2020-21

How have we
grown across the years

Revenues

EBITDA

Net profit

(R crore)

® crore)

(R crore)

2,541 2695 2,655 2,881

FY18 FY19 FY20 FY21

Cash profit

FY18

FY19

FY20

EBIDTA margin

FY21

FY18 FY19 FY20 FY21

RoCE

(R crore)

(%)

(%)

FY18 FY19 FY20 FY21

FY18

FY19

FY20

FY21

FY18 FY19 FY20 Fy21
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Managing Director’s review
ging

The statement by the Managing Director

“We expect growth

at Emami to not

just sustain, but
accelerate across

the foreseeable future”

SUSHIL GOENKA, MANAGING DIRECTOR
OF EMAMI LIMITED, EXPLAINS WHY

14 | Integrated Annual Report 2020-21

[ am absolutely pleased with the way the

Company performed, considering that
when we entered the financial year there was
a complete uncertainty on when the markets
would re-open, to what extent they would
re-open and how consumers would respond.
When we ended the financial year under
review, the country appeared to be looking
out at a five-year economic growth possibility,
which explains the extent of sea-change that
transpired during the course of the year.

Q: Were you pleased with the
way the Company performed
in 2020-21?

A: I am pleased with the way the
Company performed, considering
that when we entered the financial
year there was complete uncertainty
on when the markets would re-open,
to what extent they would re-open
and how consumers would respond.
When we ended the financial year
under review, the country appeared to
be looking out at a five-year economic
growth possibility, which explains the
extent of sea-change that transpired
during the course of the year.

Q: What could be the reason
for this sharp divergence
between the first and last
quarters?

A: There were a number of factors

at play. While on the one hand there
was definitely a decline in consumer
incomes during the first lockdown
quarter, there was, on the other hand,
a financial saving in staying at home.

I also believe that years of thrift and
saving found an expression at a critical
point in the country’s existence:
consumers voted with their spending
rather than postponing for another day.

Q: Why did this transpire?

A: Rural India was not as extensively
affected by the pandemic as urban
India. Rural India benefited on the
back of reasonable monsoons and
high minimum support prices. Besides,
rural India did not suffer lockdowns or

a decline in their income cycle. The
result is that rural India continued to
spend across staples and affordable
products. Faced with inventory
depletion when the companies
reopened, it was a rush to play catch-
up to produce more to replenish
what had already been sold, kick-
starting a virtuous cycle of increasing
production and consumption.

Q: How did Emami respond
in this growth environment?
A: T am pleased to communicate
that Emami returned to attractive
profitable growth; EBIDTA margin
grew 460 bps, RoCE strengthened
1,280 bps and the Company finished
the year under review with 6 times
higher cash on its books despite
rewarding shareholders with dividends
amounting to ¥356 crore and a share
buyback worth ¥221 crore.

Q: What are some of the
initiatives that contributed
handsomely to the Company’s
outperformance?

A: Before one explains the various
initiatives that contributed to the
outperformance, it would be relevant
to communicate an over-arching
message: Emami could have played
defensively in a transforming
marketplace; it responded by playing
positively and aggressively — and that
made all the difference. The Company
had been engaged in addressing a
range of challenges in the last few
years that found collective expression

during the first half of the last
financial year. These challenges were
related to sales and distribution on the
one hand and growth of brands on
the other

(Zandu Pancharishta, Kesh King,
Fair and Handsome). As an analogy,
I would state that at a time when
batsmen would have been concerned
about protecting their wicket on a
turning track, Emami selected to bat
its way out of the challenge on the
front foot.

Let me provide a simple instance.
Most companies in Emami’s place
would have deferred the launches of
new products at a time of sectorial
flux; Emami trusted its conviction
and went ahead with more than 40
new launches in the domestic market.
Most companies in Emami’s place
would have deferred spending on
brand re-positioning and relaunch;
Emami felt that a weak consumption
market, when spending was being
deferred by most players, was the best
time to capture consumer attention.
This contrarian streak, coupled with
boldness, made all the difference.

Q: What else contributed

to the Company’s sharp
performance improvement?
A: The second point that one

needs to highlight is that Emami
addressed a challenging market

place by not playing for incremental
gains; it responded with a number

of calculated concurrent initiatives

— its decision to focus on Power
Brands as opposed to spreading

itself thin across its vast portfolio;

its commitment to broad-base

its distribution presence beyond
wholesalers and towards e-commerce,
modern trade format and direct
distribution; its commitment to
strengthen its international business;
its commitment to moderate costs,
reducing its break-even point

and strengthening any-market
competitiveness. The fact that Emami
could engage in these concurrent
initiatives, pull them off and create a
new foundation of sustainable growth,
is a validation of our managerial
capabilities, knowledge bandwidth,
courage and strategic vision.
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anaging Director’s review
Managing Director’

Q: Emami faced a priority in
reviving growth in some of its
brands like Kesh King, Zandu
Healthcare Range and Fair
and Handsome.

A: The message that I wish to
communicate is that even as the

sector was faced with slowdown and
pandemic challenges, there were teams
focused on repositioning specific brand
segments with the objective of reviving
growth.

Take the instance of Kesh King The
Company focused on a combination
of approaches: direct to consumer
delivery, while promotions highlighted
its superior price-value proposition
and brand positioning as India’s No.1
Hairfall Expert. The result is that Kesh
King Oil returned to growth, growing
by 15% over 2019-20.

Turn to the Zandu Healthcare range,
where the Company strengthened
processes, decision-making and time-
to-market for all new product launches.
Besides, the Company widened the
rural and urban coverage for ayurveda
products. The Company collated
feedback from the medical fraternity
and retailers leading to responsible
product development. The result was
an appreciable improvement in the
offtake of this segment during the year
under review.

Come to the performance of Fair and
Handsome where the consumption
of men’s fairness creams and face
washes declined due to a decline in
discretionary spends. Emami could
have waited for the market sentiment
to change; instead, the Company
rebranded Fair and Handsome
‘Fairness Cream’ and ‘Fairness
Facewash’ as ‘Instant Radiance
Cream’ and ‘Instant Radiance
Facewash’ respectively. Besides, the
Company engaged Salman Khan and
launched a new TV campaign. The
proactive counter-response resulted

in the Fair and Handsome portfolio
growing 18% in the second half of the
year following the relaunch.

Q. How did the Company’s
International business
perform?

A. Here too, a distinctive response
became visible. Even as the COVID-19
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Emami’s state-of-the-art manufacturing unit at Pacharia, Assam

pandemic translated into a global
economic slowdown and trade
disruption, which initially affected
Emami’s international business, the
Company responded with speed:

it extended its international brand
Creme 21 into skin care (for all ages),
graduating this acquired brand into
a multi-category platform, widened
its ASEAN footprint and empowered
teams across various global markets.
The result is that the Company’s
international revenue grew 12% by
value over 2019-20.

Q: How does Emami intend to
grow from this point onwards?
A: Emami will do what it has always
done: keep pushing the frontier,

keep daring the odds, keep thinking
contrarian and keep reinventing the
conventional. This means that new
categories are likely to be explored,
new products launched, old products
relaunched, brand extensions

made, new territories entered, fresh
acquisitions made, new areas for costs
to be moderated in — everything that
one will associate with a company that
intends to grow faster.

Q: What provides you with
the optimism that this is likely
and possible?

A: What we are seeing is a
transforming India and world: there

is a greater propensity to consume
natural and herbal products, which is
something that we have been doing for
nearly four decades; more than 80%
of Emami’s products today have an

ayurvedic base.

What we are seeing is a bigger
willingness to buy online or through
modern trade formats, which is where
Emami is proceeding

What we are seeing in a greater focus
on digitalisation, which is why we
have been investing and will continue
to invest in the future in digital
transformation.

What we are seeing is a greater
consumer focus on the Personal and
Home Hygiene segments following the
pandemic, spaces where we forayed
into.

The result is that Emami is in the
midst of increased sectorial relevance,
the full benefit of which will play out
across the foreseeable future.

Q: If you had to leave one
principal message with
shareholders, what would it
be?

A: This is a new digitalised Emami
that is moving with considerable
agility. Most initiatives — whether in
terms of cost management, product
launches and promotions — are

being increasingly digitalised. This
has enhanced organisational agility,
moderated costs and enhanced our
consumer engagement, especially
with millennials. We are optimistic
that this re-interpretation of Emami is
broadening the foundation of appeal
across a younger spending population,
which will generate improved prospects
across the foreseeable future.

Our founders with
the second generation leaders
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Sitting (left to right): R S Agarwal, Aditya V Agarwal, Priti A Sureka and R S Goenka
Standing (left to right): Harsha V Agarwal, Prashant Goenka, Manish Goenka and Mohan Goenka
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The spirit of Emami

How the Company countered
apprehensions and rejuvenated itself in a challenging 2020-21

The spirit
of Emami

They said that Emami’s
best days were over

The Company
reported a revenue
of 2,881 crore, 8%
higher than 2019-20,
despite a 26% sales
decline in the first

quarter of 2020-21

4

They said that Emami
was too conventional
to make an online
impact

The Company
increased its online
revenue to ~3%
compared to negligible
revenue in 2015-16

2

They said that Emami
was excessively

dependent on its Power
Brands

The Company
broadbased its
presence by entering
the Personal Hygiene
And Home Hygiene

segments

They said that Emami
had been facing
challenges with some
brands that were likely to
continue.

The Company
re-launched and
revived Kesh King; it
strengthened Zandu
Pancharista and Fair
and Handsome

They said that
Emami had virtually
no exposure to the
Modern Trade format

The Company
doubled its Modern
Trade revenue from
4% in 2015-16 to 8%
of revenues in 2020-21

6

They said Emami
would find it difficult to
re-energise its Zandu
Healthcare range

The Company
strengthened Zandu
Healthcare offtake by
45% in 2020-21
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Cover story

Cover story

Agility: The essence of
Emami’s transformation

in 2020-21

Report 2020-21
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Overview

India’s FMCG sector had been slowing
for a few years before 2020-21. As

a future-facing company, Emami

had initiated the process of going

back to the drawing board with a
number of initiatives to restructure

its operations and sustain its sectorial

outperformance.

When the pandemic induced an
extended lockdown, there was a new
challenge facing the Company: address
business as usual or respond with
urgency to the important.

The Company responded with agility

to circumstances unravelling around
India’s FMCG sector. The speed of
response to unforeseen marketplace
developments resulted in a series of
small and big wins; more importantly,
they energised the Company and
deepened respect for Emami as a
future-facing organisation.

© BROADBASED THE PLATFORM S I —

Challenge: The outbreak of the
pandemic and the ensuing lockdown
put a premium on the Company’s need
to respond with agility.

Response: The Company broadbased
its business across three platforms
(health care, personal hygiene and
home care hygiene) on account of their
increasing relevance. In the Health
Care segment, the Company built

around the Zandu brand of immunity-
enhancing products and offerings
complementary to conventional
treatment. In the Personal Hygiene
segment, the Company leveraged

the BoroPlus brand, made prudent
extensions (sanitiser; hand wash and
soap, body wash and antiseptic liquid)
and built around the multi-decade
antiseptic platform. In the Home

Care Hygiene segment, the Company
capitalised on the enhanced hygiene
consciousness during the pandemic
through its new Emasol brand,
pending a range of home hygiene
products.

Outcome: The Company strengthened
its brand relevance at a time of
sectorial uncertainty.

@ INCREASING LAUNCHES |

Challenge: The market, which

had slowed before COVID-19, was
disrupted during the lockdown. There
was a challenge in increasing sales
through widening choice (launches and
relaunches). There was a corresponding
time lag involved to plan, research and
experiment new product launches.

Response: The Company announced
compressed deadlines and allocated
adequate resources. The Company
focused on the Health & Hygiene
segment to enhance its relevance to
the pandemic, which warranted an
extensive application of personal and
community hygienic standards.

The Company built on the visibility
and traction of the multi-decade Zandu
brand with a focus on immunity-
enhancing products, offerings
complementary to traditional treatment
options and a growing introduction of
products addressing lifestyle ailments.
On the Personal Hygiene segment,

the Company selected to leverage

the existing BoroPlus brand through
timely brand extensions (sanitisers /
handwash / soap). This is likely to
evolve the Company from periodic
brand extensions to the creation of a
broad-based platform that will leverage
its existing recall and help create a
widening portfolio.

On the Home Care segment, the
Company responded to the sweep of
the pandemic through the introduction
of a range of Home Hygiene products
(EMASOL brand). These products
represented superior offerings in terms
of cleanliness and germs protection.
The offerings comprised a disinfectant
floor cleaner, toilet cleaner, bathroom
cleaner, dish wash gel and an all-surface
sanitiser.

Outcome: The Company launched
more than 40 products in the domestic
business during the course of the year
with speed and sensitivity, contributing
~4% to revenues during the year under
review.

© NIMBLE ALIGNMENT OF MANUFACTURING AND LOGISTICS I

Challenge: Tollowing the imposition
of the lockdown, there was a premium
on the ability to source raw materials
from various vendors. Considering that
the Company aggregates raw materials
and resources from 4,300+vendors,
each with specific bottlenecks in a
locked-down economy, the challenge
appeared insurmountable.

Response: The Company engaged
deeper with vendors offering
alternative and supplementary
initiatives to aggregate raw material to
keep the production lines moving and
service the growing demand for health
and hygiene products.

Outcome: The speed of the
Company’s response ensured that

following the first quarter, the
Company’s offtake continued to
increase attractively in every successive
quarter. The co-ordination between the
sales and supply chain management
teams minimised stock outs and
inventory bulges. The systemic agility
resulted in sales growth.
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Cover story

O GIVING EMAMI AN ONLINE PERSONALITY I

Challenge: As consumers found

it difficult to access physical stores,
there was a quicker consumption shift
towards online marketplaces.

Response: The Company

moved with speed to launch
www.zanducare.com, its exclusive
e-commerce portal to capitalise on
the growing need for the residential
delivery of healthcare products. The
Company launched a complementary
doctor consultation service on its
portal. It aggregated a dynamic team
to address the e-commerce space.

The Company’s products are now
also available across major platforms
(marketplaces like Amazon and
Flipkart; grocery platforms like
Grofers, Big Basket, Flipkart Grocery
and Amazon Pantry; pharmaceutical
platforms like Pharmeasy, IMG,
Netmeds and beauty platforms like
Nykaa).

This ensured an on-time availability

of stocks, faster processing of purchase
orders, higher fill-rates, flexible supply
chain response and delivery scheduling,
The Company built advance analytics

capabilities in comprehending
consumer behaviorial changes in
real-time. The agility underlined
the Company’s long-term focus in
enhancing the online proportion
of its revenues.

Outcome: In a segment where
e-commerce growth is competitive
and market share difficult to access,
the Company grew the e-commerce
proportion of its revenues attractively
from 0.9% of sales to 2.9%

in 2020-21.

© THE SUSTAINED RURALISATION OF EMAMI I —

Challenge: As cities were locked
down, there was a growing need to
explore revenue growth from the broad
sweep of India’s rural and semi-urban
population (estimated at around 65%
of its population).

Response: Emami refocused with
speed on enhancing rural revenues
following reverse migration and lower
pandemic impact.

Outcome: The Company re-targeted
rural coverage with relevant SKUs,

product assortments and high potential
distributors. The Company’s secondary
sales in the rural sub-stockist channel
grew by 17% during the year.

@ DIGITALISING THE EMAMI BRAND I

Challenge: As consumers turned
increasingly to their smartphones
during the pandemic, the need of the
hour was to communicate digitally
with consumers.

@ WORKPLACE FLEXIBILITY

Challenge: As the lockdown was
implemented, the Company’s
employees were required to work from
home, an unprecedented reality, which
warranted a speed of response.

Response: The Company moved
with speed to enhance its digital
presence (Facebook, Twitter,
Instagram, LinkedIn and Tik-Tok),
engaging closer and more actively with
consumers.

Outcome: The Company increased
it’s digital spends by nearly three-fold,
strengthened brand visibility, youth
appeal and consumer engagement,
enhancing value for every rupee spent.

Response: The Company responded
nimbly with a flexible hybrid model
of employees working from home and
office.

Outcome: The Company reported

a 8% increase in revenues and 50%
growth in profit after tax, validating
the effectiveness of its hybrid
approach (prioritising employee safety
without compromising organisational
efficiency).

© COST MANAGEMENT |

Challenge: The Company’s
profitability had moderated in
three years leading to 2020-21. The
pandemic-led lockdown induced
consumer downtrading and a focus
only on essential items.

Response: The Company embarked

on cost optimisation initiatives through
Project WoW (‘War on Waste’),
ensuring sustainable cost reduction.
The Company engaged the prominent
global management consultant

AT Kearney to assist in cost
optimisation initiatives and focused on

extending its cost advantage beyond
the usual raw material arbitrage by
reviewing partners, products and
processes.

Outcome: The Company expects to
generate annualised savings of I 80-
100 crore from this project.

© AUTOMATED SALES PLATFORM | ——

Challenge: In the era of digitalisation,
it is imperative to be technologically
advanced to survive competition.

Response: The Company
implemented sales force automation
to enhance sales productivity.

It graduated the Distributor
Management System to a Cloud-based
system for better data management.
It deepened investments in analytics
with the objective to enhance
informed decision-making. The
Company empowered sales force
executives with hand-held devices,
strengthened distribution analytics,
widened exposure across the Modern

Trade format and restructured its
global distribution channel in key
geographies. The Company introduced
a Privilege Club programme for

the rural channel; it introduced a
standalone Modern Trade programme
and strengthened the distribution
network and visibility of modern trade
outlets. The Company added 18,000
towns of 3,000+ population each
through its rural expansion project.

The Company digitalised its rural
footprint. The entire rural field force,
including van sales persons, were
provided hand-held devices to increase
sales automation. The Company

@ STRENGTHENING INTERNATIONAL BUSINESS I

Challenge: Emami’s international
business was impacted by geo-political
issues and supply chain issues leading
to possibilities of lower growth.

Response: The Company
strengthened its international business
through acquisition and distribution
initiatives that deepened its presence
across the countries of its focus. The
Company appointed a dedicated team
to focus completely on generating
growth from respective countries,
making it possible for decisions to

be taken closer to the ground. The
Company expanded its international
portfolio by introducing localised
herbal products, enhancing consumer
assurance on Ayurveda and launching
its entire oil range in Bangladesh
(Navratna, Emami 7 Oils in One and

How Emami
responded
with agility

to counter

Broadbased the platforms

Kesh King). The Company introduced
Creme 21 in Bangladesh; besides, it
extended the acquired brand into skin
care (for all ages) and a multi-category
platform. The Company localised
manufacture to the extent possible,
with own manufacturing in Bangladesh
and third party manufacturing in
Germany, Sri Lanka and Dubai. The
Company restructured its International
Business distribution network,
catalysing growth.

Outcome: The Company’s
international business grew 12% and
accounted for 16% of the overall
revenue in 2020-21; focused countries
accounted for nearly 80% of its
global revenue, ensuring investment
effectiveness.

Accelerated launches

Shrunk timelines

Strengthened its supply chain

Enhanced its e-commerce focus

will address all high potential towns
through direct coverage by digitally
mapping potential villages, delivering
sales relevant to categories. These
could then become new hubs for the
Company to extend deeper into van
markets.

In the urban markets, the Company
will leverage its distribution by driving
a products assortment through
cross-sell and upsell initiatives. The
Company made critical people
investments to strengthen its presence
in standalone supermarkets and across
large neighbourhood grocers. The
chemist coverage expansion in key
cities could emerge as a growth driver.

40+

Number of products
launched by Emami in the
domestic business, 2020-21

8

Number of products
launched by Emami in the
domestic business, 2019-20

Profitable growth

se in operating
margins

Net cash generation of
%357 crore after spending
%221 crore on shares

the slowdown Re-targeted rural coverage

buyback and ¥356 crore for
interim dividends

Increased digital spending
(over print media)

Record revenues and profits

Adopted a hybrid employee
engagement
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Transformational story

How Emami
reinvented its
distribution
lootprint

Transformational story

How a nimble
Emami
turned the
challenging
Kesh King
acquisition
around
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Until, a few years ago, Emami brands
were largely dependent on the wholesale
channel (~50% of revenues). Direct
reach had stagnated at 6.4 lac outlets.
Modern trade accounted for low single-
digit percentage revenues. Revenues
from e-commerce were negligible.

Then came demonetisation and the
introduction of GS'T; which prioritised
the re-stocking of staples over niche
brands like Emami, staggering offtake.

The verdict: Emami would need to
do something decisive to return to its
erstwhile growth journey.

Emami responded with speed through
various initiatives.

The Company increased its direct reach

Emami acquired Kesh King in 2015.
The acquisition was based on Emami’s
perception of Kesh King’s market
leadership and the possibility of
graduating the brand to a different level
under Emami’s stewardship.

Every large acquisition carries
corresponding risks; this one was
completely unprecedented.

Kesh King reported weaker-than-
expected sales following acquisition

due to an inventory liquidation by
longstanding distributors. A new sectorial
entrant launched a challenger brand.
One of India’s largest personal care
FMCG companies acquired a competing
brand and invested in its growth. The
imposition of demonetisation and

GST affected offtake as the brand was
wholesaler-dependent.

by ~3 lac outlets. It strengthened its rural
coverage through van operations. It invested
in digital technology to capture data real-
time. It rolled out CDMS for distributors
and hand-held devices for frontline sales
executives, making it possible to tap into
analytics leading to informed decision-
making. It accelerated its Modern Trade
exposure. It created a separate structure to
leverage standalone modern trade formats. It
widened its e-commerce footprint.

The results: Revenues from the wholesale
channel declined from ~50% to 43%;
Modern Trade revenues increased from 4%
to 8% in 2020-21; e-commerce contribution
increased to 2.9% in 2020-21.

The message that a reinvented company is
now sending out: ‘Buy Emami anywhere.’

Most observers came to a conclusion: “The
acquisition has bombed.’

Emami remained convinced of the intrinsic
profitability of the acquisition. Kesh King
quality was superior than competing
alternatives at a lower price point.

Emami returned to the drawing board.

The Company relaunched Kesh King with
a special comb applicator coupled with

a new formulation and communication.

The shampoo was relaunched around

new packaging in line with the category to
enhance shelf-space visibility. The brand was
marketed directly to consumers with a lower
dependence on the wholesaler channel.

The result is in the numbers: Kesh King

recorded strong growth of 15% in 2020-21
and is widely acknowledged as yet another
Emami acquisition cum marketing success

story.

Revenues from the
wholesale channel
declined from
~50% to 43%

Modern Trade revenues
increased from 4% to
8% in 2020-21

e-commerce
contribution increased

to 2.9% 1 2020-21
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Transformational stories

Transformational story

How Emami

energised
Zandu
Pancharishta

Transformational story

How a forward-
looking
Emami put the
radiance back
into Fair and
Handsome
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During the last few years, Zandu
Pancharishta sales growth was sluggish
for a curious reason.

A number of consumers perceived that
the product would provide instant relief
from digestive issues like any antacid; the
product worked instead from the roots to
boost digestive immunity, appetite and
long-term relief from indigestion, gas,
acidity, flatulence and constipation.

A number of market commentators felt
that most people would turn to short-
term remedies whenever they suffered a
gas attack and that a long-term remedy
would always be overlooked.

Fair and Handsome is well-known for
revolutionising

the male grooming category

in India.

The male grooming category was
traditionally underpenetrated, offering
headroom for growth. Fair and Handsome
was quick to capitalise on this opportunity.
It generated an instant connect with
consumers as the brand’s exclusive
products addressed their aspirations.

Something happened thereafter. Weak
rural demand, liquidity crunch, lower
disposable incomes, perception that ‘fair’
was not a politically correct term to
use...and beards. That’s right, as facial
hair returned to men’s faces within the age
group of 20 to 29 years, the cream surface
application area declined by 25-30%

and so did the consumption of Fair and
Handsome.

Emami disagreed and trusted its instinct
instead. The Company revisited its
existing strategy and launched a new
communication with superstar Amitabh
Bachchan (highlighting its digestive impact
by working from the roots).

Emami altered the packaging from

glass to functionally safer PET bottles,
strengthening offtake. The new positioning
worked its magic. The brand grew 18% in
2020-21.

Emami could have waited for
discretionary consumption to rebound. It
selected to row harder upstream instead.

Emami relaunched Fair and Handsome
in refreshed packaging with a ‘radiance’
promise on all products (instead of
‘fairness’). A differentiated packaging
design in line with Men’s Face Wash
category was introduced. Actor Salman
Khan was engaged to endorse the
brand. A 360-degree media campaign
was launched in November 2020.

Key SKUs were re-priced to enhance
affordability. Large SKUs were launched
for e-commerce. Digital promotion
addressed a new audience. The brand
partnered category events in Modern
Trade and e-commerce channels.

The result: Fair and Handsome reported
a positive growth of 18% in the second
half of 2020-21, following relaunch.
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MD&A and Integrated Report

MD&A and Integrated Report

Emami’s Integrated

Overview
Value-Creation report
a e e a l() e () The Sustained Each Capital The
enunciation of investments in is mutually erformance of
Emami’s multi-decade growth has been derived these Capitals cach Capital exclusive and ‘ ach Capital is
. . . has enhanced strengthened generates visible P d
through the interplay of various competencies business clarity competencies returns measure

Our 7 capitals

Manufacturing capital

Financial capital

Human capital

Brand capital

a V.
-_/'/.

U
emamili

Natural capital

Social and
Relationship capital

674

R crore) Invested towards the
upgradation of manufacturing units in
the last five financial years

e Initiated backward integration
projects
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110+

(R crore) Invested in R&D activities
in five years

40+

Number of products and variants
launched in 2020-21 (in the
domestic business)

* Implemented process
optimisation projects

* Engaged in joint programmes
with research organisations for
drug development and traceability
studies

* Merged Analytical R&D teams
of personal care and healthcare
products for better efficiency and
cost reduction

0.05

Debt-equity ratio

70 bps

Extent by which gross margins
improved following stringent cost
management measures and benign
raw material prices

8

T per share of which interim
dividends

221

® crore) Quantum of share buyback
¢ Initiated WOW), a cost optimisation
project across the organisation

¢ Strong Liquidity: ~ 3450 crore
of liquid assets

91.7%

People retained across
organisation

10,856

Person hours of training
conducted
in 2020-21

1,377

(X crore) Investment
towards employee benefits
in five years

40

New products launched

in 2020-21 under Zandu,
BoroPlus, Navratna and Kesh
King brands

Forayed into the Homecare
Hygiene segment with Emasol

Maintained market leadership
position for all Power Brands

2,312

(% crore) Investment in A&P

expenses in the last five years

o

8%

Use of renewable energy in
2020-21

()
7%
Reduction in specific energy

consumption (vs production) in
202021

13%

Reduction in effluents generation

(vs production) in 2020-21

(V)

8%

Reduction in water consumption
(vs production) in 2020-21

0

70%

Water recycled in 2020-21
Reduced packaging material

consumption
Investments in eco-friendly
technologies

Logistics realignment helped

reduce carbon footprint

~3¥ 40 crore

Contribution to philanthropy in

five years

Received Star of the Year
Award for the second year in a
row at Tefla’s Think CSR 2020
Forum for the highest standard
of CSR activities during the
COVID-19 pandemic
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The foundation of Emami’s value-
creation framework is a positive
sectorial context

Global economic overview

The global economy reported a de-
growth of 3.3% in 2020 compared to
a growth of 2.9% in 2019. This steep
decline in global economic growth

was largely due to the outbreak of the
novel coronavirus and the consequent
suspension of economic activities
across the world. This led to global
supply chain disruptions, resulting in a
de-growth in some of the largest global
economies. The global economy is
expected to grow 6% in 2021 and 4.4%
in 2022 as per IMF.

Indian economic review

The Indian economy passed through
one of the most volatile periods in
living memory in 2020-21.

The Indian government announced
a complete lockdown in public

movement and economic activity from
the fourth week of March 2020. The
outbreak of the novel coronavirus

and the consequent suspension

of economic activities due to the
pandemic-induced lockdown, coupled
with muted consumer sentiment and
investment, had a severe impact on
the Indian economy during the first
quarter of the year under review. The
Indian economy de-grew 23.9% in the
first quarter of 2020-21, the sharpest
de-growth experienced by the country
since the index was prepared.

The central and state governments
selectively lifted controls on movement,
public gatherings and events from June
2020 onwards, each stage of unlocking
linked to corresponding economic
recovery. India’s relief consumption,

following the lifting of social distancing
controls, translated into a full-blown
economic recovery. A number of
sectors in India — real estate, steel,
cement, home building products and
consumer durables, among others -
reported unprecedented growth. India
de-grew at a relatively improved 7.5%
in the July-September quarter and
reported 0.4% growth in the October-
December quarter and a 1.6% growth
in the last quarter of the year under
review.

India’s GDP contracted 7.3% during
2020-21, largely on account of the
sharp depreciation of the first two
quarters. This sharp Indian recovery —
among the most decisive among major
economies — validated India’s long-
term consumption potential.

Growth of the Indian economy, 2020-21

Regional growth % 2020 2019 Ql, FY21 02, FY21 Q3,FY21 Q4,FY21
World output (3-3) 2.9 Real GDP growth (%) (23.9) (7.5) 0.4 1.6
Advanced economies (4.9) 1.7

Emerging and developing economies  (2.4)

3.7 Financial Express)

(Source: IMF)

(Source: Economic Times, IME EIU, Business Standard, McKinsey,

Senior Management Team

@ N. H. Bhansali, CEO - Finance, Strategy & Business Development and CFO @ Punita Kalra, CEO - Research &
Innovation Strategy and CQA @ Dr. C.K. Katiyar, CEO — Technical (Healthcare) @ Vivek Dhir, CEO — International
Business @ Dhiraj Agarwal, Head - Media @ Vinod Rao, President, Sales - Consumer Care @ Gul Raj Bhatia, President -
Healthcare @ Rajesh Sharma — President, Finance & Investor Relations @ Shagun Tulsyan — President, Legal & Revenue
@ Sanjay Madan — President, Operations m Pradeep Kumar Pandey — President, Packaging
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The
overview

ol India’s
FMCG sector

Overview

The FMCG sector is the fourth
largest sector in the Indian
economy with US$110 billion in
revenues in 2020. The packaged
foods segment, which accounts for
50% of the industry’s revenues,

is expected to grow by up to 12%
in 2020-21 compared to 10%

in 2019-20, owing to a shift to
branded products and deeper
penetration of product segments.
The Personal and Home Care
segment, accounting for a third of
FMCG revenue, is also expected to
grow 8-9% in 2020-21 compared
to 6-7% in 2019-20.

In the April-June period (Q1
2020-21), the FMCG sector’s value
growth declined by 17%, due to the
demand and supply shock induced
by the COVID-19 pandemic,
caused by limited mobility and

How consumer
behaviour and demand
patterns are expected
to change following
COVID-19

* High incidence of in-home
cooking is expected to increase
the demand for products in the
ready-to-eat segment

+ Consumers to be more
value-seeking but still prefer
trusted brands

supply-chain disruptions during
the lockdown, and lower income
visibility for consumers, which
affected sales. However, essential
products such as packaged food
and beverages that form a bulk of
FMCG demand, have seen a rise
in demand as consumers stuck at
home continued to stock packaged
foods and staples.

Most FMCG companies reported
recoveries in core categories during
the July to September quarter (2
2020-21); demand was mostly
driven by health and hygiene
offerings and immunity-boosting
foods. Moreover, rural demand
continued to outperform the urban,
growing at 1.2x, compared to 0.5x
in the previous year.

(Source: Hindu Business Line,
Economic Times, Business World)

* Rising consciousness of health
and hygiene will drive the
demand for immunity-boosting
products

* With fears of job loss and
falling income, consumers
may cut spends on
discretionary categories

* Preference towards online
shopping to increase
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Emami’s key
initiatives, 2020-21

Distribution

¢ Products available in 4.5
million retail outlets across
India

* Direct reach to 9.4 lac
retail outlets; nearly half
across rural India

* Frontline sales force of
more than 3,400 personnel
covered most markets

* Increased rural coverage;
invested in additional
manpower and evaluated
van markets to drive rural
growth

* Accelerated offtake with
a thrust on B2C initiatives

Modern Trade chains

* Created a separate
structure with activation
programmes to leverage
standalone Modern Trade
offtake

¢ Enhanced focus on

e-commerce with the launch

of special packs and cross-
sales

¢ Used technology to
capture real-time data,
aiding efficient decision-
making

* Rolled out CDMS for
distributors and hand-held
devices to front-line sales
force, enabling analytics and
cfficiencies

: o Increased focus on core
¢ brands and extensions

* Launched 40+ products in
i the domestic business

* Launched Personal
i Hygiene products under the
i BoroPlus brand

* Focussed R&D approach
on product efficacy

: » Extended Emami’s
i international presence to
i more than 60 countries

* Launched multiple SKUSs

: and LUPs to enhance

and joint business plans with affordability

i * Brand spending stood at
i %458 crore

* Brand spending stood at
i 15.9% of revenues

i« Manufactured throughput
¢ comprises more than 300

i products

¢ Manufactured value stood
i at ¥ 930 crore

i« Seven manufacturing units
i operated in India and one

¢ in Bangladesh
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Hll International business [

i« Worked on ayurveda’s
i globalisation; introduced
i localised herbal products

* Focused on top five

i countries

where key brands attained
i leadership positions

« Introduced health,
i hygiene and immunity
i boosting products

» Expanded the products
i portfolio; launched

the entire oil range in

i Bangladesh including

i Navratna, 7 Oils in One
and Kesh King

¢ Introduced Creme 21

i in Bangladesh: extended

i the brand into skin care;
transformed it into a multi-
i category platform

i« Introduced federal
i structure; empowered teams
in countries to grow their
i businesses

H Manufacturing

i (own manufacturing in
i Bangladesh and third party
{ manufacturing in Germany,

Sri Lanka and Dubai)

* Established supply
chain localisation

Positive impacts

i« Domestic revenues grew
by 10% (online sales grew

i by >3x and Modern Trade
revenues 15%)

i e International business
i revenues grew 12%

i Gross margin increased 70

¢ bps to 67.7% in 2020-21

{ « EBIDTA grew by 28%;
i margins increased 470 bps
i 10 30.7%

* PAT grew 50%; margins
increased 440 bps to 15.8%

* Cash profit grew 29%;
i margins increased 440 bps
i 1028.5%

* Net cash surplus stood at
%357 crore

i » Cumulative senior
i management experience
i was arich 619 person-years

i *42% employees had
i been employed with the
i Company for 5+ years

* Strengthened interest
i cover to 44.2 in 2020-21
i from 8.82in 2015-16

* Vendors stood at 4,300+

* Primary customers were
i 2,800+

* Resolved 100% consumer
i complaints

Emami’s strategy

Strategic Innovate and Cost advantage Supplier of Robust Responsible Focus
focus excel choice people corporate on value
practices citizenship creation
Key enablers Nurtured Invested in Emphasised Focused Invested Committed
a culture cutting-edge product on high ~%40 crore in  to the
of product technologies differentiation, engagement, community manufacture
innovation Auimmaicd superior quality, pride of uplift in five  of value-added
Introduced or  manual processes valuejaddit.ion and ?s§0ciation, years across products
Superior price- air nterventions
Ir)erljcllll?;l;ed l\lod.erated value proposition  remuneration
costs; enhanced
around efficiency .and Ot-h -
distinctiveness : [RECHLIES
Material Invested in Automated Strengthened Improved Fostered Addressed
issues technologies processes; brand recall employee community customer
addressed to enhance moderated among key engagement  engagement; needs.
differentiation ~ manufacturing customers. and enhanced
costs transparency.  prosperity.
Capitals Manufacturing, Financial and Intellectual, Intellectual Social and Intellectual,
impacted Intellectual and Social Manufacturing and Human  Natural Manufacturing
Financial and Social and Social

Sharing and re-investing the value created

2.881

 crore) Turnover

S22

® crore) Cash profit

155

® crore) Net profit

Value-creation activity

Employees

309

® crore) invested in

employee remuneration

Vendors

709

R crore)

of materials procured

Communities

.8

® crore)

of CSR spending

Investors

350

 crore)

paid out as dividend

Buyback

221

R crore)

in share buyback

Capital expenditure

11

(] crore) capex for technology
and capacity creation

Consumers

10

products added to
the domestic business

Footprint / Presence

(crore+) households
Emami is present in

20)

R crore) R&D

investment
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Our stakeholder engagement

Emami recognises the importance of enduring relationships with key
stakeholders through transparent, sincere and effective engagement.

Emami’s stakeholders (persons, groups or organisations) are directly
impacted by its activities, as well as those (persons, groups or organisations)

reasonably foreseen to be impacted by its activities. A structured engagement

ensures the timely communication of accurate and relevant information.

Stakeholder
group

Customers

Government

and
regulatory
authorities

34 | Integrated Annual Report 2020-21

Emami
consideration

Products are used
by customers and
it is imperative that
they are aware of
their indications,
benefits and side-
effects; while the
Company needs
an understanding
of perceptions and
expectations

Stakeholder interest

* Quality products

* Value-for-money proposition
* Consistent, reliable and on-
time supply

* Impact of product recalls or
any quality, efficacy concerns

Emami’s engagement

* Understands customer
needs; introduces new
products and improves the
existing

* Swift addressal of
customer complaints
through dedicated cells

* Regular communication
about products through
different media channels

¢ Communication with
customers

Key capitals
impacted

* Manufacturing

« Intellectual

Emami’s ability to
produce, market
and distribute
personal care

and healthcare
products is
dependent on
manufacturing
licenses and
regulatory
approvals issued by
the authorities

* Legal and regulatory
compliance

* Responsible products
* Social and environmental
impact of operations

¢ Tax revenues and local
investment

* Audits of manufacturing
sites to ensure Good
Manufacturing Practices
and regulatory compliance

* Participation in industry

bodies

* Reports confirming
legislative and regulatory
compliance policies and
processes

* Involvement in
government programmes
to create jobs and uplifting
the disadvantaged

* Establishment of system-
based compliance control

* Social and
Relationship

» Manufacturing

e Natural

Stakeholder
group
Employees

and collective
labour

organisations

Suppliers,
service
providers,
consultants
and business
partners

Investors and
financiers

Emami
consideration

Employees play
an important
role in achieving
the Company’s
strategic
objectives. The
Company needs
to understand
the requirements,
challenges and
aspirations of
this important

Stakeholder interest

* Job security

* Equitable remuneration
packages, performance
incentives and benefit
structures

* Diversity and inclusivity

* Performance management,
skill development and career
planning

* Reputation as an ethical
employer

Emami’s engagement

* Understanding
employee needs and
provide enabling work
environment

¢ Internal communication
such as HR portal,
announcements and
posters

¢ Induction and internal
training

* Employee surveys

Key capitals
impacted

¢ Human

stakeholder group Employee health, safety and ~ * Effective talent
wellness management and
.. succession plannin
* Employee bargaining and p J
organisational rights * Employee health, s.afety
and wellness campaigns
Empowering * Fair engagement terms and ~ * Strategic stakeholder * Social and
the Company timely settlement management program Relationship
n meetng * Ongoing communication on ¢ Periodic communication ¢ Financial
commutments to expectations and service levels  on service levels and other
customers and . i i
. ¢ Fair contract terms and delivery expectations
other service . .
. selection processes ¢ Interactions about
providers .
quality, safety and other
regulatory compliances
As providers of * Revenue, EBIDTA and * Dedicated investor * Financial

capital, these
stakeholders
require to be
kept informed
of material
developments
impacting the
Company and its
future prospects

returns on investment growth
 Appropriate management of
capital expenditure, working
capital and expenses

* Gearing, solvency and
liquidity

* Dividends

* Security over assets, ethical
stewardship of investments
and good corporate

governance

¢ Fair executive remuneration

communication and
analyst presentations

* Timely stock exchange
intimations, press releases,
conference calls and
newspaper publication of
financial results

* Annual general meetings

¢ Investor communication
section on the corporate
website

* Engagement with the
media

* Robust corporate
governance system and
disclosures
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Integrated Report / Risk Management

How we manage
risks at Emami

Overview

The subject of risk management is
increasingly relevant in every business
in view of the uncertainties affecting
economies and businesses. At Emami,
business sustainability is derived
through the identification of probable
business downsides and their proactive
de-risking. The more competently we

Risk
management
process

manage these risks, the stronger our
capability to weather market cycles
and the various unforeseens. The
‘how’ influences the ‘what’: the process
influences the effectiveness of risk
mitigation at our Company.

At Emami, our risk management
practices are founded on our guiding
principles, which we consistently strive

Risk

1dentification

to apply across all our risk categories.
The purpose of the Company’s Risk
Management Committee is to ensure
that the executive management team
has a risk management framework in
place that includes policy, procedures
and assessment methodologies that
help the Company monitor and
manage organisational risks.

Assess and
evaluate risks

Risk reporting
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Mitigating
risks

Monitor and
follow up risks

Key risks

Economy &
Industry risk

Competition
risk

Raw material
& packing
material risk

@)

Regulatory &
compliance
risk

@

Explanation

The Company’s
performance could be
affected in the event of an
economic slowdown.

Our principal risks and mitigation measures

Mitigation measures

The Company provided value-added products at affordable prices

Most of the Company’s flagship brands are available in affordable
low unit packs (24% of revenues)

The Company launched multiple products in health and hygiene
segment and offered ayurveda-based innovative products to address
consumer needs

The Company made significant investments in the channels of the
future, digitalising its traditional distribution.

The Company strengthened its e-commerce and Modern Trade
visibility by hiring experienced resources

An increasing number

of players could increase
competition and moderate
market share

The Company possesses extensive scale, brand recall and
operational efficiency.

The Company is among a handful to work with ayurveda
ingredients backed by scientific studies. Emami’s quality emphasis
translated into enhanced competitiveness.

The Company countered competitive action through brand
building, product launches and extensions.

Most Emami products are present in niche spaces with limited
competition.

Volatile raw material costs
could impact margins

The Company’s manufacturing units are proximate to raw
material sources and maintain sufficient stock to ensure continuous
availability. Besides, the Company develops multiple raw material
vendors, using the reverse auction method to moderate costs.

The dedicated purchase team monitors raw material sources and
prices. Based on market intelligence, effective hedging offsets an
increase in raw material costs.

The Company developed multiple vendors for seamless delivery.

Inability to comply with

regulatory norms could result

in penalties being levied

The Company is an ethical player, responding with a sense of
governance. Over the years, governance has reflected in complete
alignment with the certification and compliance needs of business,
no injury related to operations, workplace safety, commitment to
customer interests and addressing statutory obligations.

Emami implemented a compliance system and management tools
to ensure that all its functions and units were aware of regulations.
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Key risks

Climate risk

Currency risk

Innovation
risk

Acquisition
risk

238
Y

Human
capital risk

Finance and
liquidity risk

Pandemic
risk

Explanation

Unfavourable and delayed
seasonal influences could
impact offtake

Mitigation measures

The Company possesses a range of products relevant across
seasons. Emami extended to discretionary products, creating round-
the-year sales visibility.

Apart from seasonal products, brands like Emami 7 Oils in One,
Zandu, Kesh King and Fair and Handsome are largely perennial
with no seasonal impact.

In 2020-21, Emami launched BoroPlus Organic Aloe Vera Gel,
BoroPlus Hygiene range, EMASOL Home Hygiene range and
various healthcare products under Zandu, which mitigates seasonal
impact.

Volatility in currency
valuations could impact the
bottom-line

The Company manages currency risks by monitoring exposures
coupled with prudent hedging.

Inability to introduce
innovative products could
affect growth.

Existing brands are being constantly nurtured and upgraded for a
better consumer experience. Consumer studies and clinical studies
are conducted to address consumer preferenc and brand promise.

Emami’s R&D team addresses the needs of consumers; it launched
40+ products in the domestic business in the last financial year.

Emami made investments in digitalising traditional distribution.
Emami strengthened its Modern Trade and e-commerce initiatives.

Acquisitions not in line with
the Company’s strategy
could impact long-term
growth

Emami made successful acquisitions like Zandu, Kesh King and
Creme 21 in the past.

The Company’s recently-acquired Creme 21 was integrated and
introduced in new markets.

There is always a
requirement of talented
professionals to manage day-
to-day operations

The Company defined career paths to enhance talent retention,
offering the best compensation packages in the industry.

The Company reported a high employee retention of 91.7% in
2020-21.

42% employees had been associated with the Company for more
than five years.

Emami developed a leadership pipeline.

Rising interest rates could
affect profitability

Emami’s cash-and-carry business model enhanced cash flows.
Emami enjoyed a comfortable debt-equity ratio of 0.05.

Emami was rated (by CARE and CRISIL) Al+ (highest rating) for
short-term borrowings of ¥ 500 crore.

Emami was net cash surplus (Y357 crore) at the close of 2020-21.

The unpredictable mutation
of the pandemic virus could
impact growth

The Company is convinced of increased health and wellness needs
during the pandemic. The Company developed multiple remedial
products in the Healthcare, Immunity, Personal Hygiene and Home
Hygiene categories to address emerging needs.
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3 benefits in 1 soap?
Now, that's SMART!

\ W Antiseptic
&

\ -~ Moisturising

€17 Ayurvedic

Recommended | Free from Parabens

by Doctors | & Sulphates \
i

DIA'S NO
o bepic Brand

BOROPLUS

3in1 SMART SOAP

e Antiseptic- Kills 99.9% germs" e

ISTURISING
MO

eMoisturising- Softens the skin

by DOCTORE

e Ayurvedic- Neem, Tulsi and
Aloe Vera keeps skin healthy

The Smail choice!

from INDIA’S No.1 Antiseptic Cream Brand
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Brand Capital

The Emami
Brand Report

Emamz’s past and present Brand Ambassadors
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Properties

At Emami, we like to perceive our
brands as ‘properties’ — enduring assets
(self-generated brands are not reflected
in the Balance Sheet due to accounting
limitations) — that generate revenue
and profits well into the long-term.

Our five Power Brands (average age
21 years) accounted for ~80% of the

Year of

launch/
acquisition (HHP Mar’21)

BoroPlus Antiseptic Cream 1982
Navratna Cool Oil 1989
Fair and Handsome Cream 2005

Zandu & MenthoPlus Balms 2008

Kesh King Ayurvedic Oil 2015

Success

At Emami, we believe that the success
of our brands is not reflected as much
in their longevity as much as in our
capacity to sustain them with low-to-
moderate annual investments. Most of
our brands do not warrant substantial
re-investments in positioning or
visibility, making it possible for the
Company to benefit by allocating
savings into new brands and launches.
The capacity to sustain new launches
in 2020-21 through accruals provides
the Company with a platform for
profitable and sustainable growth.

There is another factor that drives the
success of our brands: the speed with
which we mature our brands towards
break-even point and subsequent
profitability. This speed is derived from
the strength of our eco-system: the
strength of our Balance Sheet makes
it possible to draw on resources and
productise in response to emerging
market opportunities; the capacity

to build a critical mass of launch
quantity; the ability to seed the
newly-launched product through the
Company’s vast distribution network;
the capacity to leverage diverse media
and build visibility; the capacity to

Company’s revenues in 2020-21.

Market leadership

At Emami, we focus on sustained
market leadership as an index of our
brand effectiveness.

Five Emami brands were decisive
market leaders as on 31st March, 2021
and been market leaders for ten years

Category Market share
penetration (MAT Dec’19)

25% 74%
12% 66%
2% 65%
39% 55%
8% 27%

procure resources, materials, space
and services at a low cost incidence;
the ability to manufacture around

the highest standards of quality and
certifications; the ability to leverage the
Emami brand rub-off to excite trade
partners and consumers.

Promotional science

At Emami, we do not claim to be the
largest promotional spenders; we claim
to be prudent investors in consistent
brand messaging.

Our promotion has been driven by

visible advertising across prominent
media (T'V, print, digital and social

media).

Our promotion effectiveness is derived
from consistent brand positioning, use
of celebrity endorsements, intensity of
promotion and prudent selection of
the communication channel.

Emami’s prudent aggregation — art
more than science — has helped

the Company report significant
brand gains, strengthening business
sustainability.

Emami has been a pioneer in engaging
celebrities to endorse its brands.

or more. Eight Emami brands figured
in the top three of their operating
segment as on 3 1st March, 2021.

This capacity of sustained market
leadership has transformed the
brands into annuity revenue drivers,
an assurance of revenues and profit
visibility in an uncertain world.

Leadership Market share of
position the next highest
competing brand

1 25%
1 29%
1 28%
1 18%
1 20%

Emami was first to engage in in-film
advertising in the 1980s with the

film Agar Tum Na Hote, starring
superstar Rajesh Khanna, Rekha and
Raj Babbar.

The Company has engaged renowned
names from India’s film industry, sports
and art fraternity.

Indian cinema icons like Amitabh
Bachchan and Shah Rukh Khan have
been endorsing Emami brands for
more than a decade.

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

Measuring our brand
efficiency

At Emami, we measure the efficiency
of our brand through a simple metric:
how much we can extract from our
brands compared with what we put
into them.

The more efficient we become in terms
of brand spending, the greater bang
we generate from our buck and the
larger our capacity to reinvest in the
existing brands basket or additional
brands.
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Emami’s brand stethoscope

471

% crore, Brand spending in

2019-20

17.7%

Brand spending as a % of
revenues, 2019-20

5.6

% of revenue from every rupee
invested in the brand, 2019-20

458

15.9%

6.3

% of revenue from every rupee

Pillars of our brands strategy

mother brands

Building Creating sub- Focusing on
brands around innovative
mother brands

products and
launches

Evolving our
messaging

Enhancing clarity and
consistency of our
brand product salience

% crore, Brand spending in Brand spending as a % of revenues,

2020-21 2020-21

invested in the brand, 2020-21

Sustaining Strengthening Me.ssaging around Translating brand strengths into quicker offtake
our brand our endorsement des%red. consumer and a shorter receivables cycle
promotion compatibility aspirations (not

65 61 14 15 producs

% of Emami revenues Number of brands in Number of brands in
derived from brands with Emami’s brand basket, Emami’s brand basket,
a market share in excess 2019-20 2020-21
of 50%, 2020-21

% of Emami revenues
derived from brands
with a market share in
excess of 50%, 2019-20

Our major social media campaigns in 2020-21 The strengths of the Emami brand

BANAO BHARAT KO
ATMANIRBHAR

end peSution
darmagies) your hairt

SORE JOINTS FOR HIM
MAY BE AN EARLY SIGN OF

OSTEOCARTHRITIS

STRUGGLING WITH COMCENTRATION? Na
#NavratnaCoolChampi A

ParikshaPeChareha2021

GERMS KO KARO
CLEAN BOWLED
1)
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HAIRFALLKA
o AYURVED-AASAN

[
fe.

]

IMMUNE

Get Visible Radiante
with Fair And Hzndsome
Radiance Cream for Men

Recall

The Emami brand is not
alogo or a product; the
brand is a multi-decade
tradition across generations
in India

Trust

for ‘bharosa’ or a pe
of mind on account of

its product, service and

corporate integrity

Availability

The Emami brand is
available whenever
consumers need it —
adequately stocked
(without being dumped in
the market) — which means
that no consumer needs to
return disappointed

Accessibility

The Emami brand is
available across more than
45 lac retail points acr
India, ensuring that it is
never too distant to buy
when consumers need it

Affordability

The Emami brand
provides a superior
price-value proposition to
consumers — a considerably
superior return on their
spending that encourages
them to pay a reasonable
premium and buy
repeatedly

Choice

The Emami brand stands
for a wide choice across

a range o ducts that
makes it a single-stop
solution provider for family

needs

Consistency

The Emami brand stands
for superior consistency
batch after batch, which
means that consumers
can bank on the highest
efficacy standards

Growing the market

The Emami brand does

not just focus on market

focused on innovation and
solution evangelism that
makes it possible to grow
the market instead
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HOW

INnnovation
resides at the core
of Brand Emami
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i Navratna Maxx

MFAIR AND Cool Talc
A ANDSOME RS India’s only cooling

talcum powder with
sweat-activated cooling
technology

Navratna

Fair and Handsome
Cream

India’s first skin radiance
cream for men

Zandu Nityam Tablet
Ayurvedic laxative in a
convenient tablet form

Navratna Garam
Tel

One-of-a-kind warm oil
that provides warmth on
application. Enriched
with nine ayurvedic
ingredients, such as
brahmi, mustard,
cinnamon and ginger

Zanducare.com
Exclusive e-commerce
portal offering one
-stop D2C access to all
ayurvedic and wellness
needs - from Zandu
healthcare products

to online ayurvedic
doctor consultations

HE Magic Duo

Combined two

distinct fragrances in

a single product; PRI AN D‘U
technology used in the

label \ cfre

Zandu Pancharishta
Launched Pancharishta
in a PET bottle without
compromising product
efficacy

7 Oils in One:
Launched a special

3-D decorated pack

to showcase the list of
ingredients through the
transparent product bottle

Kesh King Comb
applicator

Special comb
applicator for targeted
application for 2x
effectiveness in
countering hair fall

Zandu Ayurvedic
Cough Syrup

Launched ayurvedic cough
syrup in a unique and
innovative sachet packaging

In-film promotion
Pioneered the concept of
in-film advertising in the
80’s superhit film Agar Tum
Na Hote

Smaller packs

Sustained packaging

1ngovat10n through . ssss'sss s
unique LUP packaging J .
across varied product A "1_ - . a
categories, often a first in NS il g"' 2

Sh

industry - from sachets for RN\ ‘
oil, talc, creams to dibbis Agardlumla Hote
[ B B BN BN BN B B

for creams and balms
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b
Emamri’s

Financial Capital .

How Emami has created a
foundation of profitable and
sustainable growth, enhancing

shareholder value

Overview

At Emami, our objective is to
consistently enhance sharcholder
value and, in doing so, outperform the
returns we may have generated in the
past through the prudent utilisation of
resources at our disposal.

-|”

Over the years, the Company
consistently reinvested accruals with the
objective to maximise growth, generate
robust cash flows, strengthen margins
and enhance shareholder value.

During the year under review, the
Company encountered an unexpected

Key challenges and counter-initiatives
There was a challenge in addressing the need for cash flows to meet the ongoing overheads on the one hand and
business investments on the other, reconciling the existing needs of the business with growth.

market disruption on account of a
pandemic outbreak and erosion in
consumer sentiment.

Despite this headwind, the Company
reported 8% sales growth, 28%
EBIDTA growth and 470 bps increase
in EBIDTA margin.

The Company focused on generating a sustainable cost advantage by reducing fixed costs. This was achieved through
a structured programme that comprised a review of administrative costs and regular raw material price monitoring
for effective hedging. This War on Waste (WoW) project is expected to generate ¥80-100 crore through cost reduction
across various expense heads (media, materials, administration and selling costs, among others).

Strengths

The Company enjoys one of the
highest margins in India’s FMCG
Companies, generating an attractive
corpus for reinvestment.

The Company is debt-free despite
having invested more than 32,600 crore
in acquisitions over 12 years.

The Company has been consistently
paying a dividend of ~40%; it engaged
in a share buyback in 2020-21,
acquiring 94.2 lac shares amounting to
%192 crore (excluding tax).
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The Company was rated at Al+by
CRISIL and CARE, validating its
financial foundation.

Highlights, 2020-21
The Company’s performance was
impacted due to the pandemic-induced
lockdown. However, margins increased
with 8% sales growth due to stringent
cost control and benign raw material
prices.

The Company declared Interim
Dividends of ¥4/ per equity share
during the second and third quarters of

the year under review.

The Company achieved its highest
EBIDTA margin during the year under

review.

Outlook, 2021-22

Going forward, the Company intends
to maintain decent margins on the back
of stringent cost control and volume-
led growth. Increase in raw material
costs could be absorbed through higher
operational efficiency and judicious
price increases.

Financial review

Particulars Revenue Gross EBIDTA EBIDTA PAT growth ~ PAT margin  Cash profit Cash profit

Growth margin growth margin growth margin

Ql, 2020-21 -26% 66.5% -8% 25.5% 1% 8.2% -7% 23.8%
(+230 bps) (+490 bps) (+220 bps) (+ 480 bps)

02, 2020-21 11% 70.3% 33% 35.0% 23% 16.1% 31% 31.7%
(+60 bps) (+570 bps) (+160 bps) (+480 bps)

03, 2020-21 15% 70.4% 29% 36.4% 45% 22.4% 32% 32.5%
(+210 bps) (+390 bps) (+460 bps) (+420 bps)

04, 2020-21 37% 62.6% 65% 22.3% 276% 12.0% 57% 23.4%
(-260 bps) (+380 bps) (+760 bps) (+300 bps)

2020-21 8% 67.7% 28% 30.7% 50% 15.8% 29% 28.5%
(+70 bps) (+470 bps) (+440 bps) (+440 bps)

The Company’s performance was
impacted due to the pandemic-induced
lockdown. However, margins increased
despite lower sales due to stringent

The Company declared a first

and second interim dividend of ¥4 per

equity share during the second
and third quarters of the year under

The Company achieved its highest ever
EBIDTA margin during the year under

review.

cost control and benign raw material review.

prices.

Key Ratios
Parameters 2020-21 2019-20 Reasons for variance
ROE (on cash profit) 46.6% 35.1%
ROCE (on cash profit) 44.2% 31.4% Higher sales and reduction in costs led to growth in cash profit
Return on Net Worth 25.8% 16.6%
Debt Equity Ratio (x) 0.05 0.12 Due to a decrease in borrowings and increased net cash
Interest Cover (x) 43.9 18.8 Due to a higher EBIDTA over the previous year
Current Ratio (x) 1.3 1.4

Working Capital
Parameters (days) 2020-21 2019-20
Trade receivables* 29 42
Inventory 38 33
Trade payables 44 45
Other receivables** 18 29
Net Working Capital 41 59

* Due to an increase in collections from customers

** Due to a reduction in advance from various vendors

Internal control systems and
their advocacy

The Company has in place an
adequate system of internal

controls commensurate with its size,
requirements and the nature of
operations. These systems are designed
keeping in view the nature of activities
carried out at each location and various
business operations.

The Company’s in-house internal audit
department carries out internal audits

at all manufacturing locations, offices
and sales depots across the country
as well as overseas subsidiaries. The
objective is to assess the existence,
adequacy and operation of financial
and operating controls set up by the
Company and to ensure compliance
with the Companies Act, 2013, SEBI
(Listing Obligations & Disclosure
Requirements) Regulations, 2015 and
corporate policies. The Company’s
internal audit department and risk
management system have been

accredited with ISO 9001:2015

and ISO 31000:2009 certifications,
respectively. A summary of all
significant findings by the audit
department along with the follow-up
actions undertaken thereafter is placed
before the Audit Committee for review.
The Audit Committee reviews the
comprehensiveness and effectiveness
of the report and provides valuable
suggestions and keeps the Board of
Directors informed about its major
observations from time to time.
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Human Capital

Emami’s Human Capital

Over the years, Emami has invested in
skills, experience and knowledge to build

a passionate and outperforming company

Overview
Emami’s HR practice conforms

national and international labour
regulations. The Company is

an equal opportunity employer
with no bias for gender, race,
religion, linguistic or geographic
preference. Professional credentials
are the only criteria for selection
of a candidate by the Company.

Built on the foundation of its

People-centric

Emami has invested in a people culture that
nurtures talent and encourages employees to voice

their opinion.

Strengths

Nearly
half the
organisation i3

Large

organisation

marked

below 35 years

by rising

retention of age

Key inputs

* Continued investments in capability
building for current and future

skill sets

* Talent management and succession
planning to ensure continuity with
respect to critical skills

* Focused on achieving workforce
diversity and inclusion

* Constructive engagement with
employees and representative labour
organisations

* Fostering our commitment to integrity
and value-driven leadership
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The demographic profile of
the Company reflects national
to all the norms laid down in the diversity.

values and a commitment to
the Group Code of Conduct,
Emami strives to provide a safe,
challenging and rewarding
environment for each of its

employees. The Company

Employee centric policies

The human resource department formulates
policies that reflect challenges faced by the
employees. The Company is open to employee
feedback on all aspects of work life to calibrate
processes and practices.

~16% of the Revenue per
Company employee
staff comprises rose 11% in

MBAs 2020-21

* Increased focus on employee health,
safety and wellbeing

¢ Introduced flexible work processes
and schedules to enable employees to
effectively deliver on their mandates
* Benchmarked remuneration,
incentives and performance
management practices

* Deployed a digital platform for
enabling employees to work virtually
and remotely

* Invested in technology to enhance
workforce agility

provides a learning work
environment where necessary
resources are provided to
employees to maximise
productivity. The Company’s
strength lies in its diverse,
experienced, talented and
professional workforce, enabling it
to survive in the dynamic business
environment.

Outcomes

* Superior business performance
delivered by motivated teams
 High performance culture and the
retention of critical talent

* Stable employee relations

* Safe, healthy and engaged
workforce

Learning and development

At Emami, we believe that regular
employee training and development
contribute to sustainable growth. The
learning and development agenda is

based on two key criteria: the need
for the business and the individual’s
aspiration. In consultation with
functional leaders, the key business
challenges are identified and people
capability requirements mapped.
Individual learning and growth

needs are identified through the
annual performance review process.
These inputs define the learning and
development agenda for the Company.
The Company provides opportunities
to employees to develop skill-sets for
career progression.

During the 70 days of the nationwide

lockdown in 2020-21, the Company
introduced innovative ways to stay
connected with employees. Initially, due
to a slowdown in business activities,
employee time was effectively used by
initiating new learnings across areas.
All learning initiatives and content were
delivered virtually through self-paced
and facilitator-led sessions.

The Company provides
a learning based work
environment where all
necessary resources are
provided to employees to

maximise productivity.
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Recognition

Appreciation at Emami goes a long
way in building self esteem, fellowship,
affiliation and fulfilment.

Employee appreciation badge
This is an Emami e-appreciation
initiative, which enables employees to
appreciate each other for their valued

support and contribution by gifting
e-badges. On the basis of the number
of badges received, the top three
recipients are recognised each quarter.

Emami Annual Excellence Award
Emami’s functional heads respond
with nominations to three award
categories to showcase extraordinary

contributions made by their team
members. A Jury Board consisting

of senior leaders of the organisation
evaluates nominations; after in-depth
deliberation and discussions, two
winners are awarded for each category.

The Annual Excellence Gold and Silver awards are given in various categories

Value
Creators

in a virtual ceremony.

All the winners were recognised by
the top leadership of the Company

Performance management
system

Emami has always considered
performance management

process as one of its key business
management process levers. The
performance management system
has matured and accepted across a
cross-section of employees.

Emami stood by its philosophy

of recognising and rewarding
performing talents responsible for
growth during difficult times. This

attempt at rewarding employees in
trying times boosted morale which
transpired in profitable growth.

Employee safety

Employee safety is of importance
at Emami. Besides providing
training to employees, the
Company adopted multiple

safety initiatives to ensure that

all employees and their families
remained safe and healthy in body
and mind during the pandemic.

Emami formed a task force
responsible for addressing
employee concerns and remained
vigilant in administering an
adherence with safety protocols.

Leadership succession
(Design and implementation of Talent
Management Program)

Emami’s HR team helps the Company
in the identification of key and critical
talent who can be potential successors
for key roles. These employees are
assessed for their performance and
potential, based on assessment

reports, they are trained for larger
responsibilities.

Competency framework

The corporate HR team has
undertaken a project to define a
‘Competency Framework’ applicable
for five work levels of employees
across all functions. This enables the
organisation to assess, develop and
deploy talent based on the evaluation

50 | Integrated Annual Report 2020-21

of an individual’s competencies against
the desired competencies of the role.
This increases the efficiency of various
people processes.

Talent acquisition

The year 2020-21 imposed severe
challenges in acquiring and onboarding
talent due to uncertain business
circumstances triggered by the
pandemic. Emami has always been

a socially and ethically responsible
business entity, who stood by its hiring
commitment offered to multiple
candidates nationally and overseas
despite business challenges.

Despite major challenges faced in
acquiring talent remotely, Emami’s

HR team has been instrumental in
creating ways and means in successfully

navigating interviewing, onboarding,
induction and all employee life cycle
transactions including exit. The Emami
HR team institutionalised the process
of campus hiring and internships
distantly.

To facilitate the interviewing skills of
hiring managers, multiple e-workshops
were organised to increase hiring
effectiveness.

Emami is promoting Kolkata as a
job destination to attract prospective
employees from other cities. It is
creating a digital campaign for
prospective employees, promoting the
work culture, living conditions in the
city, and infrastructure like education
system for children, among others.

Factory incidents

Number of

Revenue per

Talent retention

(numbers) employees employee (R in lac) (%)
6 4 1 3185 3215 3133 84.6 82.6 92.0 85.94 88.17 91.71
FY19 FY20 FY21 FY19 FY20 FY21 FY19 FY20 FY21 FY19 FY20 Fy21
Gender mix (%) Average employee age (%) Emami employees
2020-21 2020-21 by qualification (%)*
m’ 45+ years Up to 25 years 0.6

14%

Male

25%

36 to 45 years 26 to 35 years

M o
MSc

MBAs

CA & CS

Graduates & others

*Excluding permanent workmen
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Intellectual Capital

Emami’s Intellectual

Capital : R&D

How Emami’s forward-looking
R&D function has strengthened
consumer loyalty

Overview

At Emami, our research and development has been directed around
not just the creation of better ayurveda-based products; it has

also consistently focused on a progressive reduction costs with the
objective to enhance the price-value proposition.

There are a number of reasons for this priority.

One, Emami is focused on democratising the virtues of ayurveda-
based products for the largest slice of the Indian population
through enhanced product affordability.

Two, in a world where it is becoming increasingly difficult to
pass costs to consumers, there is a greater focus on seeking cost
economies from within the Company’s operations.

Three, Emami believes that the most sustainable company is the
one with the lowest cost structure, putting a premium on research-
led process improvements.

The result is that the research and development function at Emami
is continuously engaged in seeking better ways of doing the same
things.
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R&D in healthcare
Zandu brings its century old
experience to the ayurveda
healthcare space.

Following the acquisition of Zandu,
Emami extended its scientific
expertise to existing products to
improve their value and quality.

Emami’s healthcare R&D initiative
was reinforced through scientific
collaborations. In the last couple
of years, the Company undertook
a pharmacological efficacy project
with NSHM at Kalyani in West
Bengal to conduct claim support
studies. Emami’s R&D started
conducting Herb Drug Interaction
studies on most new drugs for
lifestyle disorders; the Company
emerged as the only one in India to
conduct a herb-to-drug interaction

study before product introduction.
The Company is involved in

the development of two new
phytopharmaceutical drugs, a new
category — with Indian Coouncil

of Medical Research, Ministry

of Health and Family Welfare,
Gol and the Department of Bio
Technology (DBT), Ministry of
Science and Technology, Gol —
across five-year projects. It entered
into a tripartite agreement with
DBT and Zandu Foundation to
widen sustainable cultivation and
provide a buyback guarantee to the
cultivated produce of medicinal
plants.

The Company focused on quality
and safe product manufacturing

as per WHO-GMP (World Health
Organisation Good Manufacturing

Practices) requirements. To
enhance safety guarantee, the
Company tests four contaminants
— heavy metals (mercury, cadmium,
arsenic and lead), aflatoxin
(metabolite of fungus and its trace
in the finished product), pesticide
residue (ensuring pesticides below
standards) and microbial load
(bacterial test) in all health care
products. The Company was the
first in India to test across these
parameters for each product and
production batch (as opposed to
sample testing).

The Company commenced cell-
based efficacy studies in a special
bio-assay laboratory to accelerate
efficacy elevation during drug
development, making it possible to
launch effective products faster.
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Our strengths

Team: The R&D team comprises
scientists, PhDs and post-graduates
with specialisations in ayurveda,
chemistry, pharmaceutics,
pharmacognosy, microbiology,
molecular pharmacology and
biotechnology.

Alliances: The Company is engaged in
alliances with research or educational
institutions, catalysing path-breaking
innovation.

Infrastructure: The Company invested
in a state-of-the-art research and
development centre in Kolkata to
deepen product innovation, product
processing science, competition
intelligence, analytical development,
perfumery science, quality assurance,
packaging and development. Testing
facilities comprise sophisticated testing
and quality assurance equipment

Highlights, 2020-21

As the consumption markets slowed
during the first half of the year under
review, Emami responded to the
unfolding reality by accelerating a
number of cost-moderating projects.

The Company developed remedial
products like ayurvedic sanitiser,
Ayush Kwath and immunity-boosting
products.

The Company launched 15 products as
sted by Ministry of AYUSH for
prophylactic use during the pandemic.

The Company moved with speed

Outlook

approved by Ministry of AYUSH and
accredited by NABL. The unique
bioassay laboratory has been designed
and equipped to provide efficacy
studies in line with the latest scientific
parameters, deepening a culture of
claims substantiation, a competitive
differentiator. Besides, a specialised
facility makes it possible to isolate

and characterise pure phytochemical
compounds used in the quality
management of certain finished
products; a resident library of about
150 compounds from medicinal plants
was created.

Quality: Quality testing methods
extend beyond regulatory requirements
to the use of phytochemical marker
compounds in testing products like
sennosides in the Nityam tablet,
andrographolide in the Kalamegha

as soon as the lockdown was lifted;
its scientists ensured output and
speed without compromising quality,
developing new products.

The Company restructured to create
a Corporate Analytical Design
Excellence (CADE) by merging the
Analytical Research & Development
teams of Healthcare, Personal Care
and Quality Assurance to enhance
efficacy while reducing costs.

The Company responded to a call by
the Ministry of AYUSH to provide
a standardised drug Chirakin Tablet

capsule, curcumin in the Turmeric
capsule and Withaferin A in the
Ashwagandha tablet.

Knowledge-driven: The Company’s
dedicated team studies developments in
the global market. Its responsive R&D
is harmonised with rapidly changing
external developments facilitated by
collaborative products development
with a range of vendors, widening the
Company’s opportunity window.

Focus: The Company’s institutionalised
process comprises a competent
examination of processes, resource
suppliers, global technology
improvements (that enhance output
with a corresponding reduction in

the per unit production cost) and
substitutes identification (without
compromising product quality and
related interventions).

sh 64) from a single batch for

clinical trials in COVID-19.

The Company initiated a clinical study
on a product kit comprising Zandu
Chyavanprash, Tablet Immuzan,
Tablet Trishun and Zandu Honey for
COVID-19 recovery (study registered

at C'TRI).

The Company innovated in traditional
classical products like Zandu
Chyawanprash with ja instead
of sugar, with upsides for respiratory
health and COVID-19 immunity.

Emami’s R&D team is focused on the development of new products that address the growing demand of the
e-commerce vertical and specific need-related technologies of product development and the specific needs of the

elderly, an under-add

1 large market segment.

Emami’s key research partners

Indian Council of Medical Research: Apex body for the
formulation, coordination and promotion of biomedical
research. The Council’s research priorities coincide with

national health priorities.

Department of Bio-technology: Under the Ministry of
Science and Technology responsible for administrating
development and commercialisation in the field of
modern biology and biotechnology in India.

R&D in Consumer Care

At Emami, the development of
aspirational products to enhance
consumer life quality has been central
to the business. During the pandemic
year, the role of R&D was of
paramount importance. The Company
placed a greater emphasis on Personal
and Home Hygiene products and
launched multiple categories during
the year under review.

Highlights, 2020-21
* Developed BoroPlus Personal
Hygiene range consisting of sanitisers,
soaps, handwash, body wash and
hygiene liquid.

* Developed Emasol Home Hygiene
range with distinctive BGV24
technology and a unique 24-hour
protection proposition.

* Developed the Navratna Therapy
range without sulphate, artificial
colours, fragrance, silicone and
parabens.

* Streamlined processes around

a scientific approach, effective
collaboration, better management
and improved productivity, which
generated attractive savings.

Institute of the Council of Scientific & Industrial
Research (CSIR) of India, focusing primarily on the
research on drug discovery from natural products
(medicinal plants and microbial species).

Zandu Foundation: Engaged in community, personal

and social services. It started the Biotech — KISAN Hub
of Gujarat, a part of Department of Biotechnology’s
novel initiative to promote the cultivation of quality
medicinal plants through the sustainable use of bio-

resources that generate additional income for local
Indian Institute of Integrative Medicine: National B PTIEIES,

Preparing for the future
The Company is building capabilities
in the following areas:

* Natural, organic, ayurvedic
formularies with Ecocert, Cosmos and
NPOP certification, with customised
tweaks for critical sensorial and
fragrances etc.

* Partnering external manufacturers
for differentiating technologies to
support new business opportunities.

* Investing in training and grooming
talent; studying new products and
segments.

Continuous innovation

MEntlis - o R&D

strengths

consumer
needs

Launch
new
products

2018-19

2019-20  2020-21
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Social & Relationship Capital : Governance

Emami’s Social &
Relationship Capital

harda Shah has been an investor in Emami since its public

issue in 2005. The reason for her long-term holding: timely

communication about the performance, a detailed annual
report, presentations every quarter and superior corporate
growth. This has helped grow her investments 42x in 16 years.

Key priorities

* Enduring relationships with all
stakeholders (communities, customers,
regulators, investors, suppliers, Outcomes

distribution partners, service providers, Recognition as a good corporate

* Meetings with stakeholders through range of structured engagements with

the virtual mode its stakeholders.

Composition of the Board
16 Directors

. . . . . * 8 Independent Directors
governments, media and other key citizen with a reputation for quality

stakeholders) products, processes and practices
e Value delivered to stakeholders

¢ 7 Executive Directors
¢ 1 Non Executive Director

* 12.5% of the Board comprised
women

* Responsible corporate citizenship

* Robust governance framework e Meeting legitimate stakeholder

* Enunciated policies and processes expectations

o Uplifting community lives Special Board committees
Key initiatives, 2020-21 * Corporate Governance Committee
* Engagements with key stakeholders;
management of reasonable stakeholder

expectations

Emami’s governance
commitment

Emami is a governance-driven
organisation led by a strong Board,
having outlined SOPs for most
functions, proactive investment

in digitalisation and an extensive
compliance commitment. Emami’s
stakeholder-inclusive governance

is marked by transparency and
communication. During the year under
review, the Company entered into a

¢ Share Transfer Committee
¢ Finance Committee

* Buy-back Committee (dissolved on
5th November, 2020)

* Socio-economic investments focused
on enhancing community standards
Statutory Board Committees
* Audit Committee

¢ CSR Committee
¢ Nomination and Remuneration
Committee

* Support for economically
marginalised communities (education,
livelihood and other areas)

* Implementing a company-

wide ethical framework and legal
compliance processes (system-based
control)

* Risk management Committee
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Sector- Financial
specific planning
skills of

Directors Banking

Human
resource
management

Engaging with stakeholders
Emami focuses on strengthening
returns to shareholders through a
robust business model, communication
transparency, investor engagement
through conference telephone calls,
presentation and publication of
financial results across media formats.
The Company’s detailed annual report
represents a powerful tool to highlight
performance and strategy. Its grievance

Our stakeholder engagement

Information Corporate
technology communication

redressal system addresses investor
grievances through timely resolution.

Emami also engages with government
agencies in driving projects for

industry benefit. It is engaged with

the Ministry of Ayush for various
projects, government institutions for the
preservation of endangered medicinal
plants in the north-east, conducting
pharmacological studies and

Commercial &

Strategic Corporate N Foreign
planning affairs Ly Sl Auteililion collaborations
Corporate Distribution Procurement Packagin,
restructuring e ging
Media and - [AGESELGIREE Risk management
advertising Marketing ran RIS and stakeholder
functions development behaviors management

developing Ayurveda-based medicines.
It is also a member of various industry
associations like Confederation of
Indian Industry (CII), Federation of
Indian Chamber of Commerce and
Industry (FICCI), MCC Chamber

of Commerce and Industry (MCCI),
Bharat Chamber of Commerce (BCC)
and Indian Chamber of Commerce
ICC).

Contribution to society
through engagements
with civil society;
investment in social and
economic development

Transparent
information sharing
with the media

Contribution

to governments
through taxes
and employment

Governments

generation
Distribution I
nvestors
partners
Suppliers

Timely supply of
products and the
right SKUSs

Timely procurement
and payment

Regulators

Effective products
and solutions
addressing
consumer
requirements

Compliance with
all applicable rules
and regulations

Rewarding
investors through
timely dividends,
buyback and capital
appreciation
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Social & Relationship Capital : International Business

our international
business stands at
a decisively positive
moment 1n its existence
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Emami. Indian
by origin. Global
by personality

Kipchoge in
tropical Nairobi
finds relief in
Menthoplus.

Dr Rafiq in Iraq
recommends
Kesh King to his
patients

Svetlana in a
bitterly cold
Moscow has
fallen in love with

BoroPlus

Lech in Eastern
Europe is a
committed user of
Creme 21

Charlotte in Boston
loves the smell (and

therapeutic impact)
of Zandu balm.

proud Emami

Chathuri is a

employee in

Colombo

How we built our international
business ditferently...

We treated the word
‘international’ more as an
over-arching mindset than
just a reference to sales in a

geography.

We addressed the global
market across large geographic
clusters as opposed to a random
collection of countries.

We did not just market
existing Emami brands but
demonstrated the courage to
acquire a global brand as well.

We did not just acquire a global
brand with the objective of
generating reasonable growth;
following acquisition, the brand
reported the fastest growth in

We did not just buy into a
prominent global brand but
graduated it into a platform
that could accommodate
similar products and become a
full-fledged portfolio.

We did not merely allocate a
few executives out of India to
grow our international business;
we emerged as a multi-ethnic
recruiter of global talent drawn
from 15 nationalities.

We did not respond with

the simplistic approach of
pushing Emami brands

into global markets; we
customised our brands based
on an understanding of
glocal preferences (fragrance,

packaging and therapeutic
impact).

We did not treat the
international market as a place
to allocate any surplus products
from the Indian market but as
a space from which to learn
new trends, research and
technologies.

We are not merely transferring
products manufactured in India
to the global markets but we
expect to generate significant
revenues from products
manufactured abroad.

We are not only utilising the
rich research reservoir of
India but also tapping into
global knowledge pools and
competencies to launch new
products for the global market.
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How our international

business delivered in a
challenging 2020-21

vitamin
therapy

1 [SREn )

Asimplicityisbeaufij

OFF ON CREME
applicable for all bank promotions

International business revenue
grew by 12%, faster than the
growth of the domestic business

Revenue share from this business
increased from 11% in 2012-13
to 16% in 2020-21.

.

2 I-“'R{}i)i,_(f IS5

A number of demanding consumers sought the Creme 21
brand in the international market since the packaging and
product quality were distinctively Furopean by origin and

effectiveness.

Overview

For a company rapidly growing in India and addressing
a vast under-penetrated market, it would have been
usual to be completely focused on the Indian market or,
at best, allocate a small portion of its revenues for sub-
continental countries.

Emami selected to walk the road less travelled. The
Company internationalised its personality at three
levels: one, through an international presence with own
and contract manufacturing facilitates in four countries
outside India; two, a marketing presence in more than
60 countries; three, the ability to acquire and integrate
global brands into its global portfolio; four, the
Company deepened its presence in countries marked by
an Indian diaspora before extending to countries with a
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similar demographic profile and eventually to a larger
more challenging international arena marked by a
multitude of brands and informed consumer choice.
This transition indicates a growing Emami confidence
to make its International Business a distinctive aspect of
its growth agenda. The transition was not as easy. The
Company enriched its global talent pool through the
engagement of non-Indian professionals from different
nationalities speaking multiple languages; the Company
created eight offices in seven countries; the Company
restructured its international business around five
clusters (MENA, SAARC, SEA, Russia-CIS-Europe and
sub-Saharan Africa).

Challenges and counter-challenges, 2020-21

During the year under review, the
COVID-19 pandemic generated
global economic slowdown and
trade disruption, which affected
Emami’s international business,
marked by slower offtake, longer
cash recovery cycles, increased
working capital outlay and inflation
during the latter part of the year.

The Company responded with
speed to these realities and the
result is that despite a slower cross-
country movement of products,
lockdown in a number of markets
for a part of the financial year and

Achievements, 2020-21

B The Company’s international
revenues grew 12% with a significant
contribution derived from the Personal
Care business from the MENA and
SAARC regions

B The Company’s international

hesitant consumer sentiment, the
Company’s International Business
grew 12% in 2020-21, with growth
of 22% in the last three quarters
that were impacted relatively less by
COVID-19.

The Company extended Creme

21 into skin care (for most skin
types), graduated Creme 21 into a
multi-segment platform, widened its
SAARC footprint and deepened its
federal spirit through empowered
teams across the markets of the
Company’s presence.

Besides, the Company localised the

revenues accounted for 16% of overall
revenues

m The Company’s acquired brand,
Creme 21, grew 22% following the
i