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Disclaimer

By attending the presentation or by reading the presentation slides you agree to be bound as follows:

This Presentation is prepared by FSN E-Commerce Ventures Limited (“Company”) and is for information purposes only without regards to specific objectives, financial situations or needs of any
particular person and is not and nothing in it shall be construed as an invitation, offer, solicitation, recommendation or advertisement in respect of the purchase or sale of any securities of the
Company or any affiliates in any jurisdiction or as an inducement to enter into investment activity and no part of it shall form the basis of or be relied upon in connection with any contract or
commitment or investment decision whatsoever. This Presentation does not take into account, nor does it provide any tax, legal or investment advice or opinion regarding the specific investment
objectives or financial situation of any person. This Presentation and its contents are confidential and proprietary to the Company and/or its affiliates and no part of it or its subject matter be used,
reproduced, copied, distributed, shared, or disseminated, directly or indirectly, to any other person or published in whole or in part for any purpose, in any manner whatsoever.

The information contained in this Presentation is a general background information of the Company. We don’t assume responsibility to publicly amend, modify or revise any information contained in
this Presentation on the basis of any subsequent development, information or events, or otherwise. This Presentation should not be considered as a recommendation to any investor to subscribe to
any security. This Presentation includes certain statements that are, or may be deemed to be, “forward-looking statements” and relate to the Company and its financial position, business strategy,
events and courses of action. Forward-looking statements and financial projections are based on the opinions and estimates of management at the date the statements are made and are subject to a
variety of risks and uncertainties and other factors that could cause actual events or results to differ materially from those anticipated in the forward-looking statements and financial projections.
Forward-looking statements and financial projections include, among other things, statements about: our expectations regarding our expenses, sales and operations; our future customer
concentration; our anticipated cash needs, our estimates regarding our capital requirements, our need for additional financing; our ability to anticipate the future needs of our customers; our plans for
future products and enhancements of existing products; our future growth strategy and growth rate; our future intellectual property; and our anticipated trends and challenges in the markets in which
we operate. Forward-looking statements are not guarantees of future performance including those relating to general business plans and strategy, future outlook and growth prospects, and future
developments in its businesses and its competitive and regulatory environment. No representation, warranty or undertaking, express or implied, is made or assurance given that such statements,
views, projections or forecasts in the Presentation, if any, are correct or that any objectives specified herein will be achieved.

We, or any of our affiliates, shareholders, directors, employees, or advisors, as such, make no representations or warranties, express or implied, as to, and do not accept any responsibility or liability
with respect to, the fairness, accuracy, completeness or correctness of any information or opinions contained herein and accept no liability whatsoever for any loss, howsoever, arising from any use or
reliance on this Presentation or its contents or otherwise arising in connection therewith. The information contained herein is subject to change without any obligation to notify any person of such
revisions or change and past performance is not indicative of future results.

It is clarified that this Presentation is not intended to be a document or advertisement offering for subscription or sale of any securities or inviting offers or invitations to offer or solicitation to offer from
the public (including any section thereof) or any class of investors. This document has not been and will not be reviewed or approved by a regulatory authority in India or by any stock exchange in
India. No rights or obligations of any nature are created or shall be deemed to be created by the contents of this Presentation.
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FY2022: Strong Performance through the year

Revenue

m Rs. 69,332 MM /ﬁﬁ' Rs. 37,739 MM

+71% YoY Growth +55% YoY Growth

2 Rs.16,439MM  @® Rs 1,633 MM (y Rs. 413 MM
4 0
+73% YoY Growth +4% YoY Growth -33% YoY Growth
Gross Margin of 43.6% EBITDA Margin of 4.3% PAT Margin of 1.1%

Margin% is on Revenue



Challenging market outlook

Macro Challenges
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Reduction in
Rising Inflation Discretionary spend by Covid Uncertainty
consumers

1. Source: BCG Report | RAI Business Survey, Time period considered Jul-Feb for FY2022 and FY20



Diversification to address larger TAM

Consolidated GMV

FY2019

FY2020

FY2021

FY2022

2.6%
1.0%

7.0%
16.1%

Rs. 16,501 million Rs. 26,849 million Rs. 40,460 million Rs. 69,332 million

0
63% YoY Growth 51% Yoy Growth 71% YoY Growth

B BPC Fashion Bl Others

Others includes our new business NykaaMan, eB2B platform “SuperStore by Nykaa”, International and new brand acquisitions. Others in FY2021 includes NykaaMan only



Diversification to address larger TAM

BPC (USD Bn)

Source: Redseer Report, 2020
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FY2022: Strong growth in Gross Merchandise Value

All Values in Rs million

3- year CAGR: 61% 69 332
yo
Q
© 40, 460
=)
Ie) 26, 849
)
c 16 501
o
@)

FY2019 FY2020 FY2021 FY2022

Strong growth amidst covid and other macro challenges

3-year CAGR: 296%

c
©
=
N 17,516
® AG
- "
@ 6 530
282 1, 868
FY2019 FY2020 FY2021 FY2022

Scaling well in highly competitive environment

BPC

Others

3-year CAGR: 46%

FY2019 FY2020 FY2021 FY2022

Strengthening market share

1,829
69"
[

83
_ [

FY2020 FY2021 FY2022
Seeding new growth verticals

Others includes our new business NykaaMan, eB2B platform “SuperStore by Nykaa”, International and new brand acquisitions. Others in FY2021 includes NykaaMan only
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Key Growth Strategies

Art of Retailing

@0 AA 6 g
B oy g5 il

1 2 3 4 5

Driving customer Deep relationships Penetrating across the Creating, acquiring, Developing new ways
acquisition with value chain and and scaling a of selling and a holistic
and retention across a diverse set channels to address the portfolio of independent consumer connect
the funnel journey of domestic & larger TAM and new age
international consumer-first brands
brands

Virtuous cycle of Lifestyle Play

11



Key Growth Strategies
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1

Driving customer
acquisition
and retention across
the funnel journey

Art of Retailing

Virtuous cycle of Lifestyle Play

12



BPC: Driving customer acquisition and retention across the funnel journey

All values in million unless mentioned otherwise

=
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FY2019 FY2020 FY2021 FY2022 FY2019 FY2020 FY2021 FY2022
o\e
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N 0 17 0
> | -
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FY2019 FY2020 FY2021 FY2022 FY2019 FY2020 FY2021 FY2022

1. Cumulative App Downloads for Nykaa and Nykaa Man
2. Monthly Average Unique Visitors



BPC: Driving customer acquisition and retention across the funnel journey

All values in million unless mentioned otherwise

New Customers

AOQV (Rs)

3'13.0
] I I

FY2019 FY2020 FY2021 FY2022

1, 963
1 864

@

FY2019 FY2020 FY2021 FY2022

TTM Customers

Existing vs New® Customers

(GMV Share)

FY2019 FY2020 FY2021 FY2022
B Existing New
349% 30% A
45%
(V)
66% 70% e
55%
FY2019 FY2020 FY2021 FY2022

1. New Customer GMV refers to MRP value of all the orders placed during the same year by the customer acquired in that financial year

14



Fashion: Early-stage business focused on customer acquisition and penetration

All values in million unless mentioned otherwise
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1. Cumulative App Downloads for Nykaa Fashion App

2. Monthly Average Unique Visitors

25.2
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15.3
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Fashion: Early-stage business focused on customer acquisition and penetration

All values in million unless mentioned otherwise

New Customers

AOV (Rs)

&wt
0.003 01
|
FY2019 FY2020
&eo
1,604
o\o
R
655
[ ]
FY2019 FY2020

6«00

0.6

FY2021

o\o

»
2,739

FY2021

1.6

FY2022

3,420

FY2022

Existing vs New® Customers

TTM Customers

(GMV Share)

0.003 0.1
I
FY2019 FY2020
100%
0%
FY2020

1. New Customer GMV refers to MRP value of all the orders placed during the same year by the customer acquired in that financial year

FY2021 FY2022

1.8
o\o
¥
S°) 0.6
i .
FY2021 FY2022
B Existing New
74%
91%
26%

@
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Key Growth Strategies

Art of Retailing

17N\

0"' 9.,
2

Deep relationships
with
a diverse set
of domestic &
international
brands

Virtuous cycle of Lifestyle Play

17



BPC: Deep relationships with a diverse set of domestic & international brands

Assortment

Brand Partners Curations

Global Brands introduced
in India by Nykaa

3,000+

Brands

sCy
':;‘h Oﬁ-
o w0
L L
v \

” Nyt

Conscious at Nykaa is committed to bringing you products that are

as mindful as your lifestyle choices

t Hldden Gems |

COVETED NICHE BRANDS,
& HANDPICKED FOR YOU!

§

. BEAUTY

4
Y BAZAAR i
O P M

GMV — Category Mix

| SKU Count FY22 YoY
B 97K+ 1.4x
Makeup
E 45K+ 1.5x
Skin
21K+ 1.6X
’!;‘ 134K+ 1.8x

Others

Others: Personal Care, Fragrance, Mom & Baby, Health &
Wellness, and Appliances

18



Fashion: Deep relationships with a diverse set of domestic & international brands

GMV — Category Mix

Brand Partners Curation SKU Count FY22 YoY

1’500_'_ 2. TMM+ 2.8X

Brands

1.7MM+ 11.1x

Hidden Gems shines a spotlight on niche, home grown that champion
modern Indian design

The Responsible
Collection

535K+ 4.5X

Bringing you consciously
created labels & sustainably
made collections

Our Sustainability criteria: Vegan, Handmade by artisan, Low
waste, upcycle, recycle, certifiesd organic, hand-woven handloom,
sustainable materials

28K+ 8.5X

New
Division

39K+

Plus Size Store offers curated styles for all body shapes and sizes

Note: Category Mix and SKU count is for Nykaa Fashion App & web 19



Key Growth Strategies

Art of Retailing

ity

=N
3

Penetrating across the
value chain and
channels to address the
larger TAM

Virtuous cycle of Lifestyle Play

20



Physical Store

ocuiiiow - “AVEDA® |
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00000000000
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Expanding Physical Stores network

105
72%%
YoY GMV Growth FY2022
34
Store Count -

FY2019 FY2020 FY2021 FY2022
GMV Share(l) 0 0 0 0 75%
(As % of Overall BPC) 4.5% 7.0% 5.7% 6.6% 04 Fy2022

©) ~ ©)
3,442 940
GMV per sqg.ft./ month Average Store Size in Sq. ft.

1. For company owned and operated beauty physical stores
2. FY2022 GMV growth have base impact due to Covid-19 in FY2021 22
3. InFY2022



Continue to expand fulfilment centers for better consumer experience

Fulfilment Centers

|
|
=
=
| &l - =
¥ e ' = @ |
. 27,800+ pincodes
23 warehouses in 11 cities served
8.2 Lacs sq. ft. i
= Improved serviceability
Added 2.4 Lacs sq. ft. in Fy2022
¢ . " = from 86%0 in FY2021
40% YoY Growth O/ - .
to 98% in FY2022 with
0 . .
Regional warehouse capacity expansion with a view to reduce air shipments and split 95% Orders delivered in
shipments ratio allowing us to control fulfillment cost 5days

This has reduced the Order to Delivery timeline and improved customer experience 23




SuperStore: Nykaa’s eB2B distribution platform, launched in Q2 FY2022

43 o v @ ¥ - TE+B JAB

= SUPERSTORE w :

Exjal B Eyelne Madis Lipbaim [EETT
Rema’ |
Introducing SuperStore by Nykaa
- - .

Brand/ Distributor — Wheolesaler

Manufacturer

""s-l I]I R%I()HF ) Serving Underserved
BY NY¥KAA Retailers:
* Beauty Stores
* Phaormmacies
« Salons
* Kirona Stores

Werlical focuws on
Beauty and Personal
Care & Wellness
brands

Super

Transacting Retailers Cities Brands Listed

Q3 FY2022 Q4 FY2022 Q3 FY2022 Q4 FY2022 Q3 FY2022 Q4 FY2022

134
18,806 302




Key Growth Strategies

Art of Retailing

Virtuous cycle of Lifestyle Play

i3

Creating, acquiring,
and scaling a
portfolio of independent
and new age
consumer-first brands

25



BPC: Creating, acquiring, and scaling a portfolio of independent and new age
consumer-first brands

V%
SKIN

T

Derma based
Skincare

Skincare

NKAA Korean

Ind| s first
Celebrity
beauty brand

Makeup

~10% of the BPC GMV from Owned Brands in FY2022

26



BPC: Creating, acquiring, and scaling a portfolio of independent and new
age consumer-first brands

Wadedlgt

» Ei
i

'r‘ ® _; r“") | }iﬂ‘—
= 1= g =4
vt ';« (‘?:
o :

Bath & Body

1

Premium skincare
solutions

o’ '?. P
Cahdiye
?‘“ g
y oy A
il frye [
| SOUD
" CONDITIONLR
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=y o~

AR 7
) 'A‘\ WL
3 ‘e 0wt

@Grrﬁgthm

Sustainable Skin
& Personal care

Nutraceuvutical
beauty brand

~10% of the BPC GMV from Owned Brands in FY2022

1. Acquisition GMV is not included in Owned Brands GMV

27



Fashion: Creating, acquiring, and scaling a portfolio of independent and new
age consumer-first brands

BYb NYKAA

Apparel, Footwear
& Bags

Jewelry &
Accessories

pipa-bella

Lingerie
& Athleisure

Curated Indian wear

western wear

____________________________________

~7% of the Fashion GMV from Owned Brands in FY2022

28



Fashion: Creating, acquiring, and scaling a portfolio of independent and new

age consumer-first brands

Bags and
Footwear

Curated Indian
wear

Premium women'’s
Activewear

____________________________________

~7% of the Fashion GMV from Owned Brands in FY2022

1. Acquisition GMV is not included in Owned Brands GMV

29



Key Growth Strategies

Art of Retailing

Virtuous cycle of Lifestyle Play

Developing new ways
of selling and a holistic
consumer connect

30



Developing new ways of selling and a holistic consumer connect

TV Campaigns Tech Implementation Content Platform

« Virtual Mirror!

13 million+

Social Media followers as on March 31, 2022

Integration of
L’oreal’s Virtual

Tool
. "N The Virtual try on feature is
lu P W available for Maybelline
it {e i ‘f . !
l\hoolz) ha 3"' | / New York, L.Oreal Paris,
Sai : BN NYX Professional Makeup
=% — on Nykaa app
NYKAA v
FASHX'ON Al Powered Virtual MAN lm—

ALAYA'F Try On Tool (VTO)

5,403

Influencers as on
March 31, 2022

e

Al Lt
LOVE

M WIRAA

Enabled live steaming of
shoppable content on the
Nykaa app - an interactive,
entertaining gamified

shopping format to drive ~23 million
education, awareness, 5
engagement on the app Explore (Watch & Buy)

post views in FY2022

31
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FY2022: Consolidated Financials

All Values in Rs million

Revenue

EBITDA

11,590

FY2019

246
(|
FY2019

3- year CAGR: 48% 37,739
24, 409
17,675
‘0 °
I i
FY2020 FY2021 FY2022

1,567 1,633
5 I I
FY2020 FY2021 FY2022

EBITDA Levers:

1. Launch of New Businesses — SuperStore by Nykaa, NykaaMan & Intermational
2. Acceleration in new customer acquisition by investment in marketing
3. Expansion of fulfilment capacity across the country

Gross Profit

PAT

- Margin % to Revenue

38.9% 42.9% 38.9% 43.6%

9,483
7,581
4,506

FY2019 FY2020 FY2021 FY2022

(2.3)% (1.2)% 2 5%

616
413

FY2019 FY2020 FY2021 FY2022

-264 -230

33



Q4 FY2022: Consolidated Financials

All Values in Rs million

Revenue

EBITDA

9,733

Q4 FY2021 Q4 FY2022

448
I 385

Q4 FY2021 Q4 FY2022

41.2%

)
"
@)
-
o 3,048
(7))
(V]
@)
-
O
Q4 FY2021
<
(el 179

Q4 FY2021

- Margin % to Revenue

43.7%

4,253

Q4 FY2022

76

Q4 FY2022

34



Gross Profit Margin® & Key Operating Expenses

% of Revenue from operations

—&-Gross Margin

46.3%

41.8% 41.2%
38.9% 38.9% — ——

13.7% 13.7%
11.8% 11.4% 12.7% 12.0%
&q\
o e / 10.5% 9.7%
9.2% == o .
9.6% .9%
6.9%
FY2019 FY2020 FY2021 FY2022 Q3FY2021 Q4FY2021 Q1FY2022 Q2FY2022 Q3FY2022 Q4FY2022
-—=—|\arketing & advertisement expense —e—Fulfilment expense *—Employee benefits expense
Gross Profit margin improvement of 471 bps YoY in FY2022
Notes:
Gross Profit Margin, EBITDA, EBITDA Margin and Operating Expense % for FY2019, FY2020, FY2021, Q1FY2022 are as per audited financial statements. WMA—
Fulfilment expense includes Freight Expense, Packaging Expense & Payment Gateway charges. 35

Warehouse outsource manpower cost has been reclassified from Employee Benefit expense to Other expenses and disclosed separately. Previous period numbers are recasted to make it comparable.



Vertical Financials — Strong EBITDA growth in BPC & investing in Fashion and New Business for
future growth

'All amounts in ¥ million, unless otherwise stated

FY 2022 FY 2021

Particulars ___BPC | Fashion | Others | Total

GMV 49,987 17,516 1,829 69,332 33,542 6,530 40,460
Growth 49% 168% 371% 71%

NSV 30,632 5,728 758 37,117 21,024 2,308 131 23,463
Growth 46% 148% 478% 58%

Revenue from Operation 33,831 3,254 654 37,739 22,836 1,438 135 24,409
Growth 48% 126% 384% 55%

Gross Profit 13,612 2,555 272 16,439 8,489 959 36 9,483
Growth 60% 166% 661% 73%

Gross Profit Margin % to Revenue 40.2% 78.5% 41.6% 43.6% 37.2% 66.7% 26.4% 38.9%
EBITDA 2,772 -682 -457 1,633 1,902 -261 -74 1,567
EBITDA Margin % to Revenue 8.2% -21.0% -69.9% 4.3% 8.3% -18.2% -54.9% 6.4%

Key Expenses Ratios as a % to Revenue

Fulfilment expense % 9.6% 19.4% 11.8% 10.5% 8.2% 19.6% 11.2% 8.9%
Marketing and Advertisement expense % 8.6% 48.2% 47.5% 12.7% 5.4% 28.2% 32.1% 6.9%
Employee Benefit expense % 7.3% 19.9% 23.4% 8.6% 8.5% 26.7% 2.3% 9.5%

Key Ratios as a % to NSV

Gross Profit Margin % 44.4% 44.6% 35.9% 44.3% 40.4% 41.5% 27.3% 40.4%

Fulfilment expense % 10.6% 11.0% 10.2% 10.7% 8.9% 12.2% 11.5% 9.3%

Marketing and Advertisement expense % 9.5% 27.4% 41.0% 12.9% 5.9% 17.6% 33.1% 7.2%

Employee Benefit expense % 8.0% 11.3% 20.2% 8.8% 9.2% 16.6% 2.3% 9.9%

EBITDA Margin % 9.1% -11.9% -60.3% 4.4% 9.0% -11.3% -56.6% 6.7%
Notes:

1. Others includes our new business NykaaMan, eB2B platform “SuperStore by Nykaa”, International and new brand acquisitions. Others in FY2021 includes NykaaMan only

Revenue from Operations growth for fashion may not be comparable to the GMV growth as revenue for Fashion business is mix of Income from Marketplace Services (commission) and Sale of Products
Financial numbers for BPC, Fashion and Others are net of eliminations.

NSV refers to Net Sales Value and calculated basis GMV minus discounts, cancellation & returns, and taxes.

Fashion Contribution Margin remained positive despite high marketing spends; Contribution Profit is calculated as gross profit minus fulfilment cost, marketing cost, and selling expense

a s



Growth cycle of BPC and Fashion business

YoY Growth %

.——
237%

All Values in Rs million

49%

35%

54%

49,987

BPC

FY2020

Fashion has reached the similar scale in 4 years
that BPC reached in 5 years

FY2019

|

FY2022

FY2021
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Fashion
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First significant year of operations



Accelerated customer acquisition through investments in marketing

BPC Fashion

New Customers (in million) New Customers (in million)

(100%) (o19%) (74%)

4.4

241 1 o 5o 8

FY2019 FY2020 FY2021 FY2022 FY2019 FY2020 FY2021 FY2022

Marketing cost was muted in FY21 due to Covid environment.

Digital Marketing witnessed inflationary pressure in FY22 due to highly competitive environment

GMV share from New Customers Marketing Expense as % to NSV

Notes: 38
1. NSV refers to Net Sales Value and calculated basis GMV minus discounts, cancellation & returns, and taxes.



FY2022: Consolidated P&L

(All amounts in ¥ million, unless otherwise stated)

Particulars

For the year ended

Mar-22

Mar-21

YoY Growth

Mar-21

Quarter Ended

YoY Growth

Revenue from Operations 37,739 24,409 55% 9,733 7,405 31% 10,984 -11%
Cost of goods Sold 21,300 14,926 43% 5,481 4,358 26% 5,896 -7%
Gross Profit 16,439 9,483 73% 4,253 3,048 40% 5,088 -16%
Gross Profit Margin % 43.6% 38.9% 471 bps 43.7% 41.2% 254 bps 46.3% -263 bps
Fulfilment expense 3,956 2,177 82% 949 639 48% 1,162 -18%
Marketing & advertisement expense 4,781 1,689 183% 1,165 701 66% 1,500 -22%
Employee benefits expense 3,259 2,330 40% 908 688 32% 933 -3%
Other expense 2,810 1,721 63% 846 572 48% 802 5%
Operating Expenses 14,807 7,917 87% 3,867 2,600 49% 4,398 -12%
EBITDA 1,633 1,567 4% 385 448 -14% 690 -44%
EBITDA Margin % 4.3% 6.4% -209 bps 4.0% 6.0% -209 bps 6.3% -232 bps
Depreciation 262 186 41% 90 69 30% 65 37%
Amortisation 702 530 33% 215 145 48% 186 16%
Finance Cost (Net of other income) 195 189 3% 22 30 -25% 69 -68%
Profit/(Loss) before Tax 473 661 -28% 58 204 -72% 370 -84%
Total tax expense /(income) 60 45 -18 25 80

Profit/(Loss) after Tax 413 616 -33% 76 179 -58% 290 -74%
Fulfilment cost % to Revenue 10.5% 8.9% -156 bps 9.7% 8.6% -111 bps 10.6% 84 bps
Marketing & advertisement expense % to Revenue 12.7% 6.9% -575 bps 12.0% 9.5% -251 bps 13.7% 168 bps
Employee expense % to Revenue 8.6% 9.5% 91 bps 9.3% 9.3% -4 bps 8.5% -83 bps

Notes:

1.

a s wDn

Cost of Goods Sold includes Cost of Material Consumed, Purchase of Traded Goods, Changes in finished goods and stock-in-trade.

Fulfilment expense includes Freight Expense, Packaging Expense & Payment Gateway charges.

Other expense are excluding Fulfilment expense and Marketing & Advertisement Expense.

Warehouse outsource manpower cost has been reclassified from Employee Benefit expense to Other expenses and disclosed separately. Previous period numbers are recasted to make it comparable.
Finance cost includes the interest cost on lease liabilities of Rs 202 Mn in FY2022 and Rs 130 Mn in FY2021.

39



FY2022: Consolidated Balance Sheet

(All amounts in T million, unless otherwise stated) All amounts in T million, unless otherwise stated,

. As at As at
: As at As at Particulars
Farticuiars 31 March 2022 31 March 2021 e
Equity and liabilities
Assets Eguiti
Non-Current Assets ) Equity share capital 474 151
Property, plant and equipment 1,244 686 Other equity 12.925 4748
ngh_t of use gssets 2473 1,389 Equity attributable to equity holders of the parent 13,399 4,899
Capital work in progress 98 20 Non-controlling interest 56 8
Goodwill 475 5 :
Total equit 13,455 4,907
Other Intangible assets 640 231 quty
Intangible assets under development 147 4 Non-current liabilities
Investments 0 13 Financial liabilities
Other financial assets 719 162 Borrowings 9 17
Deferred tax assets (net) 1,152 780 Lease liabilities 2043 1.074
Non-current tax assets 139 86 Other non current financial liabilities 1,222 0
Other non-current assets 103 14 Long-term provisions 78 73
Total non-current liabilities 3,353 1,164
Total non-current assets 7,190 3,389 ! bt
Current Assets Current liabilities
. Borrowings 3,321 1,858
Inventories 8,756 4,981 Lease liabilities 553 378
Trade receivables 945 766 Trade payables 3621 3162
Cash and cash equivalents _ 659 836 Other financial liabilities 1,667 850
Bank balance other than cash and cash equivalents 2,012 1,641 Short-term provisions 89 108
Other financial assets 4,879 574 Contract liabilities 160 169
Other current assets 2,020 832 Current tax liabilities 22 247
Other current liabilities 220 175
Total current assets 19,271 9,630 Total current liabilities 9,653 6,948
Total Assets 26,460 13,019 Total Liabilities 13,005 8,112
Inventory Days 66 71 Total Equities and Liabilities 26,460 13,019
Receivable Days 8 13
| Payable Days [ 33 [ 47 [
Notes:

1. Cash and bank balance including bank deposits as at 315t Mar 2022 was Rs 7,045 mn, of which IPO cash balance was Rs 3,661 mn.



FY2022: Consolidated Cash Flow

(All amounts in ¥ million, unless otherwise stated)

For the year ended

(All amounts in  million, unless otherwise stated)

Particulars

For the year ended

Particulars Mar-22 Mar-21
Operating activities
Profit/(loss) before tax as per Statement of profit 473 661
& loss
Depreciation of property, plant & equipment 835 594
Amortisation of intangible assets 129 121
Interest expense and other finance costs 465 307
Foreign exchange (gain) / loss 1 0
Share Based expense 143 53
Provision for Gratuity expense 35 38
Provision for Leave compensated expense 1 103
Expected credit loss (23) 67
Commission on financial guarantee 0 0
Interest income (228) (103)
Rent waiver 0 18
Gain on Closure on ROU (3)
Operating profit before working capital changes 1,831 1,856
Working capital Adjustments:
Decrease/(Increase) in trade receivables (137) 153
Decrease/(Increase) in inventories (3,719) (474)
(Increase)/Decrease in current financial asset (413) (342)
Decrease/(Increase) in non-current financial assets (194) (109)
Decrease/(Increase) in other current assets (1,169) (176)
(Decrease)/Increase in trade payables 412 20
Increase/(Decrease) in short-term provisions (20) 108
Increase/(Decrease) in current financial liabilities 621 461
Increase/(decrease) in other current liabilities 4 92
Increase/(decrease) in long-term provisions 1 (124)
Cash generated from / (used) in operations (2,818) 1,463
Payment of taxes (net) (722) (132)
Net cash flow from / (used in) operating activities
(A) (3,540) 1,332

Mar-22 Mar-21

Investing activities

Purchgse of Property, Plant and Equipment and other (940) (421)

intangible assets

Sale of investments in mutual funds 5 0

Investment in subsidiary (net off cash and cash

. T (511) 0

equivalent from subsidiary)

Investment in fixed deposits (4,746) (897)

Payable towards Purchase of business in slump sale ) (16)

Interest Received (Finance Income) 166 36
Net cash flows (used in) investing activities (B) (6,028) (1,297)
Financing activities

Proceeds from issue of equity shares/ shares pending

allotment 8 6

Proceeds from issue of preference shares 2 0

Proceeds from Share premium (net of expenses) 8,719 1,023

Repayment of Non-Current borrowings (net) -7 15

Proceeds from Current borrowings (net) 1,463 (815)

Interest expenses on borrowings -262 177)

Principal payment of lease liabilities -450 (300)

Interest expenses on lease liabilities -202 (130)
(Nc;e)t cash flows from / (used in) financing activities 9,270 (377)
Net increase / (decrease) in cash and cash
equivalents (A+B+C) &) (343)

Cash and cash equivalents at the beginning of the year 669 1,012

Net foreign exchange differences 0 0
Cash and cash equivalents at the period end 372 669
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Glossary

Term

Annual Unique Transacting Customers

Average Order Value / AOV

BPC

Cost of Goods Sold

Existing Customers

EBITDA

Fulfilment Cost

Gross Profit

Gross Merchandise Value/ “GMV”

Monthly Average Unique Visitors

New Customers

Net Sales Value “NSV”

Orders

Visits

Description

Unique customers identified by their email-id or mobile number who have placed at least one Order on our websites, mobile applications or physical stores during the last 12 months ended as on
measurement date. Annual Transacting Customers, with respect to beauty and personal care, denotes Annual Transacting customers on the Nykaa and Nykaa Man websites, mobile applications and
physical stores. Annual Transacting customers, with respect to fashion, denotes Annual Transacting customers on the Nykaa Fashion website and the mobile application.

GMV generated across our websites, mobile applications and physical stores divided by Orders considered for such GMV.

BPC refers to Beauty and Personal Care

Cost of Goods Sold is a non-GAAP financial measure. Cost of Goods Sold refers to cost of material consumed, purchase of traded goods, changes in finished goods and stock-in-trade.

Existing Customers, identified by their email-id or mobile number, are Customers who placed at least one Order in any prior Financial Year on our websites or mobile applications.

EBITDA is a non-GAAP financial measure. EBITDA refers to our profit/(loss) for the period, as adjusted to exclude (i) Other Income, (ii) Depreciation and Amortization Expenses, (iii) Finance Costs and (iv)
Tax Expense. EBITDA Margin refers to the percentage margin derived by dividing EBITDA by Revenue from Operations.

Fulfilment cost refers to Freight Expense, Packaging Expense & Payment Gateway charges.

Gross Profit is a non-GAAP financial measure. Gross Profit refers to Revenue from Operations less Cost of Material Consumed, Purchase of Traded Goods, Changes in Finished Goods and Stock-in-
trade. Gross Profit Margin refers to the percentage margin derived by dividing Gross Profit by Revenue from Operations.

Monetary value of orders inclusive of taxes and gross of discounts, if any, across our websites, mobile applications and physical stores prior to product returns or order cancellations and including sales to
and through third party channels. GMV, with respect to beauty and personal care, denotes GMV of all beauty and personal care products. GMV, with respect to fashion, denotes GMV of all fashion
products.

Number of unique devices (laptops, mobile phones, etc.) which recorded at least one Visit to our websites or mobile applications during the month. Monthly Average Unique Visitors, with respect to beauty
and personal care, denotes Monthly Average Unique Visitors on the Nykaa and Nykaa Man websites and mobile applications. Monthly Average Unique Visitors, with respect to fashion, denotes Monthly
Average Unique Visitors on the Nykaa Fashion website and the mobile application.

Number of new customers to our website and mobile applications/ A new customer is considered, when a new user who has been present or registered in the Nykaa ecosystem before. New customer, with

respect to beauty and personal care, denotes new customer to Nykaa and Nykaa Man websites and mobile application. New customers, with respect to Fashion, denotes new customers to Nykaa Fashion
website and mobile applications.

NSV refer to Net Sales Value and calculated basis GMV minus Discounts, Cancellation & Returns, and Taxes.

All orders placed on our websites, mobile applications and physical stores prior to any cancellations and returns. Orders, with respect to beauty and personal care, includes all Orders that have at least one
beauty and personal care product. Orders, with respect to fashion, includes all Orders that have at least one fashion product.

Number of visits to our websites and mobile applications. A visit is considered ended when no new request has been recorded in more than 30 minutes from the same device to the website or the mobile

application. Visits, with respect to beauty and personal care, denotes Visits to the Nykaa and Nykaa Man websites and mobile applications. Visits, with respect to fashion, denotes Visits to the Nykaa
Fashion website and the mobile application.
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Beauty and Personal Care | Visits and Monthly Average Unique Visitors

Visits (in million)

34%
YoY

FY2021 =FY2022

881
659
575
232
214 171 220 201 194 215
378 93

FY2019 FY2020 FY2021 FY2022
Q1 Q2 Q3 Q4
Monthly Average Unique Visitors (in million)
54%
YoY FY2021 = FY2022
21
21 22 21
19
14 16 17
12 13
9
H . I 8
FY2019 FY2020 FY2021 FY2022 Q1 Q2 Q3 Q4

Monthly Average Unique Visitors grew 24% YoY in Q4 FY2022, and 54% YoY in FY 2022



Beauty and Personal Care | Orders and AOV

Orders (in million)

11.0

FY2019

AOV (3)

1,433

FY2019

17.0

FY2020

1,448

FY2020

171

FY2021

1,963

FY2021

58%
YoY

27.0

FY2022

-5%
YoY

1,864

FY2022

Order volume grew 34% YoY in Q4 FY2022, and 58% YoY in FY 2022
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1.9

Q1

2,092

1,837

Q1

FY2021

6.1
4.0

Q2

FY2021
2,158

1,913

Q2

FY2022

7.6
5.8

Q3

FY2022

1,976
1,966

Q3

7.3
5.4

Q4

1,763
1,732

Q4
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Beauty and Personal Care | Annual Unique Transacting Customers and GMV

Annual Unique Transacting Customers (in million)

5.3 5.6
] I I

FY2019 FY2020 FY2021

GMV (in Z million)

33,542
24,899
16,219
FY2019 FY2020 FY2021

49%

YoY
8.4
6.7
4.8
FY2022 Q1
49%
YoY
49,987
10,699
3,884
FY2022 Q1

FY2021

7.2

51

Q2

FY2021

11,698
8,518

Q2

FY2022
8.4
7.9
55 5.6
Q3 Q4
FY2022
15,105 12,485
11,495 9,645
Q3 Q4

GMV grew 29% YoY in Q4 FY2022, and 49% YoY in FY2022, supported by growth in transacting customers
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Fashion | Visits and Monthly Average Unique Visitors

Visits (in million) 156%

YoY
441
172
38
0
FY2019 FY2020 FY2021 FY2022

Monthly Average Unique Visitors (in million)

166%
YoY

15

2
0

FY2019 FY2020 FY2021 FY2022

Monthly Average Unique Visitors grew 56% YoY in Q4 FY2022, and 169% YoY in FY2022
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Fashion | Orders and AOV

Orders (in million)

0.4

FY2019

AOV (%)

655

FY2019

2.4
1.1
FY2020 FY2021
2,739
1,604
FY2020 FY2021

Order Volume grew 55% YoY in Q4 FY22, and 120% YoY in FY2022 with an uptick in AOV
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3,420
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1.2
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FY2021
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Fashion | Annual Unique Transacting Customers and GMV

Annual Unique Transacting Customers (in million)

0.6
0.003 0.1
FY2019 FY2020 FY2021
GMV (in ¥ million)
6,530
1,868
282
FY2019 FY2020 FY2021

182%
YoY

1.8

FY2022

168%
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17,516

FY2022
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Q3 Q4

GMV grew 84% YoY in Q4 FY2022, and 168% YoY in FY2022 supported by growth in transacting customers
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Key Operational Metrics

Year Ended

YoY Growth

Quarter ended

Mar-22 Dec-21 Mar-22
YoY growth Seq. growth

Number of Visits

Beauty and Personal Care Million 881 659 34% 215 194 10% 232 -8%

Fashion Million 441 172 156% 113 7 47% 115 -2%

Monthly Average Unique Visitors

Beauty and Personal Care Million 21 14 54% 21 17 24% 22 -5%

Fashion Million 15 6 166% 16 10 56% 16 -2%

Orders

Beauty and Personal Care Million 27.0 17.1 58% 7.3 5.4 34% 7.6 -4%

Fashion Million 5.2 2.4 120% B3 0.8 55% 14 -4%

Average Order Value (AOV)

Beauty and Personal Care g 1,864 1,963 -5% 1,732 1,763 -2% 1,966 -12%
Fashion R 3,420 2,739 25% 3,632 3,064 19% 3,590 1%

Annual Unique Transacting Customers

Beauty and Personal Care Million 8.4 5.6 49% 8.4 5.6 49% 7.9 7%

Fashion Million 1.8 0.6 182% 1.8 0.6 182% 1.6 15%
Gross Merchandise Value (GMV)

Beauty and Personal Care g in Million 49,987 33,542 49% 12,485 9,645 29% 15,105 -17%
Fashion g in Million 17,516 6,530 168% 4,827 2,619 84% 4,841 0%

Others T in Million 1,829 389 371% 667 145 359% 490 36%
Total Z in Million 69,332 40,460 71% 17,979 12,410 45% 20,435 -12%

Note: Fashion orders include orders from Nykaa.com & NykaaFashion.com.; Fashion Annual Unique Transacting customers is for NykaaFashion App & web
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Luxe Store

49*

Store Count ol

*Includes one fashion store




On-trend Store

FERCUEE
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