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Investor Presentation

Q4 & FY25

faa
ALMOND
DROPS

‘a
ALMOND
i 1.t
ol . N . | "
iy ] | - -
B a

H3 R
ALMOND ALMOND
DROPS DROPS DROPS
i
Vo
Pure

baja] consumen cane



EXECUTIVE SUMMARY



Standalone

INR 239.8 Crs
Q4FY25 4.2% growth

FY25 INR 927.7 Crs
3-year CAGR 2.3%

/Y
2

GROSS

MARGIN

54.2%
+290 bps QoQ

53.4%
-80 bps YoY

%

PROFIT AFTER
TAX

o
v

EBITDA

INR 33.7 Crs INR 31.5Crs
14.19% of Sales

INR 136.3 Crs INR 130.1 Crs
14.7% of Sales



Consolidated

INR 247 Crs
FY2
5.4% growth

FY25

INR 950 Crs
3-year CAGR 3.1%

/3

P

GROSS
MARGIN

54.0%
+200 bps QoQ

53.5%
- 80 bps QoQ

©
i

EBITDA

INR 32.9 Crs
13.3% of Sales

INR 131.3 Crs
13.8% of Sales

%%

PROFIT AFTER
TAX

INR 31 Crs

INR 125.3 Crs
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Brand Performance Highlights

NPDs + Traditional

. Bajaj 100% Pure Coconut Oil delivered

n (0 /A
Overall ADHO grew by 3% in Q4 strong growth of 19% in FY25

FY25; 11% QoQ

=  Almond Drop Hair and Skin care range
registered impressive growths of 73%
in Q4 YoY & 46% in FY25, the portfolio
continues to witness strong traction

=  Growth seen across all packs in Q4




SALES & MARKETING



Channel Performance Highlights

Grew by 7% QoQ

Wholesale Channel which was a concern has seen good pick up in Q4;
growth of 15% QoQ

u Retail sales in Aarohan states started showing growth in Q4 backed by
expansion of direct reach

General Trade :

Registered a growth of 30% in Q4 YoY, Saliency at 29%
] u Modern Trade grew by 22% in Q4 YoY backed by strong performance
Organlzed Trade across chains
u E-Commerce witnessed a growth of 33% in Q4 YoY. Quick Commerce
grew by 60% in Q4 YoY & now contributes to 11% of E-Commerce
= Canteens + Institutions grew by 42% in Q4 YoY

u IB saw a robust growth of 30% in Q4 YoY and 20% in FY25
. GCC and Africa saw a growth of 25% in Q4 YoY and 7% in FY25
u Nepal grew by 20% in Q4 YoY, 18% in FY25, led by strong NPD growth
International = Bangladesh maintained good growth momentum; growing by 32% in Q4
Business YoY and 44% in FY25
u ROW grew across all key countries, growing by 107% in Q4 YoY and 49%
in FY25
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Almond Drops Hair Oil Performance

u ADHO grew in low single digit in Q4 YoY and 11% sequentially
u Large packs registered a growth of 17% sequentially while small packs grew by 27%

u 95 ml SKU grew in high single digit YoY with the introduction of 20% extra free
volume offer, to correct high price indexation against competition

u MT & E-Commerce specific packs of 650 ml & 750 ml registered strong growths
backed by exclusive kits & visibility investments

. Rs 10 pack registered a growth of 13.0% YoY on the back of improved size
perception and value proposition




ADHO Marketing Initiatives in Q4

Digital Media
Digital campaign targeting Urban
audiences, amplified across YT &
OTT platforms delivered reach of
2.2 Cr with 7.4 Cr impressions

Extensive TV Campaign
~2884 GRP garnered on TV across

Thematic & 95 ML Promo campaign

Increased Prime Time skews on top
rated shows across GEC’s

On Ground Activation
Brand activation in largest activation
platform across 45 days — Kumbh Mela

Influencer
Mix of KOL, macro & micro
influencers delivered 1 Mn views
to younger audiences with 3.7%

engagement rate
(2X of industry benchmarks)




ADHO Digital Media Initiatives

Programmatic Advertising Influencer Marketing

Bajai |p [[E

Almond? /2§

Objective: To create awareness
about the new Pack in Delhi, Punjab,
Haryana , Raj, UP & WB Reaching
NCCS AB

No. of Influencers: 40

ER%: 3.7%
Platforms: YouTube & Top OTT 0 °

Shows CPR: 0.8 CPE: 0.6
Views: 2.2 Cr VTR: 86%

Social Media

Organics posts are performing
better and are noticeably picked
up by digital PR known pages

ER%: 3%
Reach: 3.5 Lacs

Views: 6.7 Lacs




Almond Drops Hair & Skin Care Range
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Almond Drops Hair & Skin Care Range

= AD Shampoo & Conditioner — Registered a growth of 7% in

Q4 YoY. Majority of business is contributed by E-Commerce ul ;ﬂllgm 1
channel DROPS

= AD Lotion — Saw a robust growth of 22% in Q4 YoY. Brand Non-sticky Body Lotion o
witnessed an uplift on account of optimization of display \
images, new pack launch and influencer campaigns Shop Now ()

Long Lasting Moisturization* & o

= AD Soap - Registered a growth of 72% in OT channel owing _ ¢
to introduction of new packs (125*8) & price revision 4

= AD Serum - Business saw 2.5X growth in Q4 YoY. Positive 3

consumer ratings, reviews are ensuring good traction

lII 0PS

i ® b i
‘[IIP'-};’;Q" GET 48HRS ® ) 1 Revive your skin with a splash of \1%[]“11;’;:"
Frizz Control’ ULTRALIGHT o e

g mw HYDRATION

ALMOND

||“0] S

SHAMPOO
I-IA|RFALL N
REDUCTION"

Creative Visualisation

mvzmt




Almond Drops Hair & Skin Care Range Visibility

Social Media Engagement

= Strategically revamped the content
approach to align with evolving
audience preferences, focusing on
\ ) high-engagement formats such as
' e, T reels, interactive stories, and topical
| ’Y%‘ creatives

need frizz-free hair #
- -

“"You think I'm carrying

them as weights?"
4 d

= Executed ON Platform activities
through Display and Search ads for
ADEX brands across both E-
Commerce and Quick commerce
channels, with the objective of
building awareness and driving sales




Bajaj 100% Pure Coconut Oil Performance

»= Brand consistently clocked monthly revenues of ~ %10 crore in FY25, All-India market share sees steady growth over
the quarters

= Two price hikes implemented in Q4 FY25, followed by a pre-teen price hike in April 2025 to offset Copra price inflation

= Market share in Maharashtra (largest market for Coconut Qil) rose from 1.6% in Q4 FY24 to 2.2% in Q4 FY25, driven
by targeted promos on consumer salient SKUs to improve share among handlers (SAH) & enhanced distribution
efforts.

= Market share gains recorded in Bajaj’s traditional strongholds States: Punjab 9.4%, Rajasthan 9.6%, Madhya Pradesh
6.2%, and Uttar Pradesh 7.2%

| Too% PURE COCONUT OIL ' .
LU Daja

100% pure coconut oil

w0 ANCIEG

PRISEFVATIIES S‘hop nnw
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Bajaj 100% Pure Coconut Oil Q4 Marketing Initiatives

On Platform New SKUs Launch in GT & OT

Fresh Fragrance
100% Pure

Bajaj 100% Pure

Coconut Oil

bajaj o

100% PURE ,,
COCONUT OIL bajaj o

100% PURE
COCONUT OIL

999 ¥945 598 %449
Free delivery ZDExPReSs 1 day delivery

i

p

Fresh Fragrance
L]
100% Pure 4

. Launched 525 ml exclusive pack in Apollo, leading
to 25% increase in offtakes in Q3 and Q4

. Introduced tin pack in Q3 and expanded in Q4
_ across Northeast, which contributes 40% to
. Display and Banner ads run on both Amazon & Green CNO sales
Rlipkart platforms for visibility . Extended Rs.20 CNO Blue pack to Northeast and
Assam

100% Pure Coconut Oil >
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Visibility in Modern Trade Outlets

Sag|

HAIRFALL 84 N0 i1
BOOND BOOND MEIN POSHAN g/

.

100%PURE
COCOMoTog
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E-Commerce: On Platform Media Execution Images

Festive led creatives and visibility across platforms
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Croam Powdor Baby Wash Winter Top Kot X 7R wtter Care Store
200 mi 400g 200 ml Specials Rated Trends F
MRR310 186 MRA215 ¥205 MRR 200 138
" ORION Choco Pie Flipkart Supermart KARACHI BAKERY
Sponsored Cream Filled Biscuit Kadak Tea Pouch Pista Soan Papdi...
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100% Pure Coconut Oil _
View all products >
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Up to 30% Off > L
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Hair & skin care =
essentials for you!

35% off 535 ¥347

BAJAJ
BAJAJ Almond Drops with X Vitamin E ...

£ @ o

Wk (76955)

Flipkart Minutes Travel Pay —
- i =
© 700003 Select delivery location > Up to 50% off Buy 2 items, save extra ¥20
Brand Mall . = .
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PROJECT AAROHAN UPDATE



Progress Update — Phase 1 (UP + MP)

Realized Secondary Sales Impact — March (INR L
Y P ' (INR L) S 24,000+
. —— New Outlet:
A (38 dded
o Uplift of
~9.50% in
Sarer 96%
Channel
—_ ¢ @ Partners

billed in Q4 FY25

A® 80%
o T1ae Satellite Towns
upzlfft/ tor o5 billed in Q4 FY25
Struggler
ISRs
: - - - - I, 1300+
Baseline Upliftfrom Upliftfrom Uplift Uplift Upliftfrom New Towns
(Jan- Reach Satellite fromRep fromHP FOS Prod. @ brought under
Sep '24) Coverage Upgrades Servicing Improve Coverage

(incl. RLP) ment
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Project Aarohan extended to Rest of India - Phase 2 Plan

Q4 FY25 Q1 FY26 Q2 FY26 Q3 FY26
(Jan — Mar) (Apr — Jun) (Jul — Sept) (Oct — Dec)

Design for 5 Additional
States

Design for
4 States

Design for
2 States

I Steering II Implementation II Design I

Implementation in 4 Implementation for 2
States States
! :
| |
-------------------
b b T E—
Steering for UP + : Steering in 4 States Steering for 2 States
MP ! | ,
|
|
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Design Update — Phase 2 (Delhi, Haryana, Rajasthan & Chattisgarh)

Route-to-Market Design Implementation Targets

___________ Urban Reach (50K+ Population Towns)

. DL: Reach |
| Addition | @ ’ %

Channel Partners

-0

-~

ey,

{ RJ, HR & CG:
: Channel Partner
! Appointments, Reach
:
\

Addition and Satellite ".‘ ‘ High-Potential Villages under Coverage
Servicing y \
N, - ®

Reach & Representation Improvement opportunities were Villages
identified in R], HR, DL & CG and Implementation has started
in mid March. Expected to be completed by May 2025




INTERNATIONAL BUSINESS



International Business Performance

GCC and Africa
. Growth of 25% in Q4 YoY; FY25 growth at 7%

. UAE Q4 secondary growth at 7% despite non favorable season for non-
food FMCG categories

. Qatar, Kuwait, Oman, Bahrain, Afghanistan and Mauritius registered 43%
growth over FY25

Marketing and E-Commerce Initiatives in GCC

. Bajaj Naturals June ‘25 launch plans in progress in UAE - Listing across
key chains (Nesto, Shaklan, Madina, Talal, Grand Hyper, Day to Day,
Pasons & TT long tail)

. E Commerce Sales commenced in UAE in Q4 Major Value contribution
from Pure Qils portfolio : ——
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International Business Performance

Nepal »w % 777

. Registered a growth of 20% in Q4 YoY and 18% in FY25

. Fundamentals in place: strong leadership, capable importer, @\ uRE
disciplined feet-on-street i
Coconut Oil \
. NPD at 25% salience to overall revenue — led by Virgin CNO, CNO . 6)
and Serum :
- -y - - \ SOFTlSUPPI.ESKIN
Marketing Initiatives in Nepal 3 Ny e Tl
" Digital Activations in ADHO and Virgin Coconut Oil t @\ e oA
. Built connect through festive related posts on Social media Paraben Free | Cruehy ree | Siicone Free ,
| W/,/.////‘ .

||



International Business Performance

Bangladesh R0 LB s .
. Q4 growth of 32% over LY; FY25 growth at 44% YoY

. Focus on feet-on-street productivity improvement

= Consumer Promotions for ADHO 200ml SKU

Rest of World (ROW)

| & Bajaj Almorkld Drop_s Hai_r Qil, .f\lmond Qil
. Q4 growth of 107% over LY; FY25 growth at 49% o iors NOURISHMENT IN el kel
. . . & EVERY DROP irt s R
. Strong growth trajectory across all major countries; led by Canada, = o

Malaysia, USA, Tibet and NZ iz A
Product Benefits Damage Control, Hair Growth, Mydrating frizz
Control, Nowrishing

" First Amazon USA Shipment in Transit |

Liquid Volume 10,14 Fuig Qunccs

About this item
o ALMOND Oft NOURISHMENT: Almaond ofl 5 known for its.
nourishing propertics. It packed with goodicss hat providcs
your ovelylocks with Ihe care and nourshent they deserse
= X VITAM e €152 gowerfl dntodant Uhat shields
your hai from damage caused by varlous extera factors.
i + 2X HAIRFALL REDUCTION: Bajai Almon Deops Hair Ot is your

socret to stronger hair Proven to reduce hale ali by 2X. This hair
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ESG — Focus on Resource Optimization

%
reduction

o FY25 vs

Indicator

%o reduction
from baseline
FY 22

FY24

Energy Intensity T CO2 equivalent  Reduce Carbon Intensity by

In Operations per ki of oil 25% in 5 yrs from FY 22 in 52 43 37 12%, 28%
produced Scope 1 & 2

Water Lr/KL of Oil 50% reduction from baseline

Consumptions Produced N 737 351 335 4% 54%

of FY 22 in 4 years

Water Recharge

% of water

recharaed to 500% of consumption of 250, 611%
rount? water in 4 years (5 times (1378 KL) (29364 -
9 water positive) KL)
: o :
EEStlciability Yo of plastic usage 400, of packing material to
Y be recyclable, recompostable 95% 98% - -
or reusable by FY 27
EPR Compliance
Compliance of CPCB set 100%  100% ) )

targets for each year
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CSR - Initiatives undertaken in FY25

Villages Families

..777

S

River Rei ]  of Vil c - . I Support to Farmer for E-Auto Riksha Well Recharge of Satlsh Uttamrao
iver Rejuvenation work of Village ompleted construction of shed tor as a Livelihood activity. Village Gavande of Village Bhidi of Deoli

Saldhara of Arvi block Wardha the turmeric boiler plant Sevagram, Wardha block of Wardha block Wardha




CSR - Initiatives undertaken in 12M FY25

Hshbes I e < Prwared by -

Rural Haat in Wadhona
village of Arvi block of

Training at village River Rejuvenation
Shirpur in Deoli Block of work of Renkapur

Wardha on Sustainable village of Arvi block

Wardha

Agriculture and Natural Wardha
Farming

Group Well Group at
Village Pilapur covering
5 farmers in Ashti block

of Wardha
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Standalone - Expenses To Sales Trend Q4
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Standalone - Expenses To Sales Trend 12M

o __ = oy
0 \ (@]
(@] | (@)
= 45.7% 46.6% | ® 10.1% 11.5%
© y |
= 2 o
Ll
FY24 FY25 FY24 FY25
\ " oy
2
16.8% 14.9% G 12.0% 14.1%
5
)
£
@)
FY24 FY25 FY24 FY25




Financial Performance - Standalone

in INR Crore
Particulars Q4 FY25 Q4 FY24 YoY% FY25 FY24 YoY%
Net Sales Value 239.8 230.2 4.2% 927.7 951.6 -2.5%
Other Operating Income 3.8 5.7 -34.3% 15.1 16.1 -6.6%
Total Operating Income 243.5 235.9 3.2% 942.8 967.7 -2.6%
Cost of Goods sold 109.8 104.3 5.3% 431.8 435.0 -0.7%
Contribution 129.9 125.8 3.2% 495.8 516.6 -4.0%)
% of Sales 54.2% 54.7% 53.4% 54.3%
Employees Cost 27.8 24.0 15.9% 106.5 96.3 10.5%
Advertisement & Sales Prom. 36.6) 40.2 -8.8% 137.8 160.0 -13.9%
Other Expenses 35.5 30.1 18.0% 130.4 113.8 14.6%
EBITDA 33.7| 37.3 -9.6% 136.3 162.6 -16.2%
% of Sales 14.1% 16.2% 14.7% 17.1%
Other Income 8.1 11.7, 35.5 44.6
Finance Cost 0.1 0.2 0.5 1.0
Depreciation and Amortisation 2.6 2.5 9.7 9.5
Corporate Social Responsibility 1.0 1.1 3.8 4.4
Profit Before Tax(PBT) 38.1 45.2 -15.6% 157.7 192.4 -18.0%
Tax Expenses 6.7 7.9 27.6 33.6
Profit After Tax(PAT) 31.5 37.3 -15.6% 130.1 158.8 -18.0%
% of Sales 13.1% 16.2% 14.0% 16.7%




Standalone Balance Sheet as at 31st March 2025

In Rs. Crore

Particulars 31.03.2025 | 31.03.2024
ASSETS
1. Non-Current Assets
(a) Property, Plant & Equipment 45.2 44.9
(b) Capital Work in progress 1.4 1.4
(c) Other Intangible Assets 0.6 0.7
(d) Right-of-use asset 3.6 7.9
(e) Financial Assets - -
(i) Investments 232.7 171.3
(ii) Others 5.0 4.5
(f) Other non-current assets 0.0 0.1
Sub Total Non Current Assets 288.4 230.8
2. Current Assets
(a) Inventories 51.7 53.7
(b) Financial Assets - -
(i) Investments 340.7 585.6
(ii) Trade Receivables 73.0 43.3
(iiif) Cash and Cash Equivalents 25.6 15.3
(iv) Bank Balances other than (iii) 81.4 21.6
(v) Others 0.1 0.7
(c) Current Tax Assets (Net) 1.0 0.2
(d) Other Current Assets 70.0 58.2
Sub Total Current Assets 643.5 778.8
TOTAL ASSETS 931.9 1,009.6

Particulars 31.03.2025 | 31.03.2024
EQUITY AND LIABILITIES
1. Equity
(a) Share Capital 13.7 14.3
(b) Other Equity 774.7 851.2
Total Equity 788.4 865.5
2. Non Current Liabilities
(a) Financial Liabilities
(i) Lease Liabilities 1.7 4.0
(b) Provision for Employee Benefit 5.7 48
Sub Total Non Current Liabilities 7.4 8.8
3. Current Liabilities
(a) Financial Liabilities
(i) Lease Liabilities 25 48
(i) Trade Payable
(a)Total Dues to micro and small enterprises. 4.9 3.0
(b) Creditors Other than (a) 44.3 37.0
(ii) Other Financial Liabilities 65.3 70.0
(b) Other Current Liabilities 12.7 17.4
(c) Provisions for employee Benefit 6.0 3.
(d) Current Tax Liabilities (Net) 0.4 -
Sub Total Current Liabilities 136.1 135.3
TOTAL EQUITY AND LIABILITIES 931.9 1,009.6




Consolidated - Expenses To Sales Trend Q4

» . o
2 ) )
o 45.6% 48.0% | 46.0% 2 11.2% 11.8%
("]
15 s
s o g S
Q4 FY24 Q3 FY25 Q4 FY25 Q4 FY24 Q3 FY25
2, g n
16.9% 14.9% 15.0% 5 13.5% 15.1%
a3
5
I .
@]
Q4 FY24 Q3 FY25 Q4 FY25 Q4 FY24 Q3 FY25

11.9%

Q4 FY25

15.3%

Q4 FY25




Consolidated - Expenses To Sales Trend 12M
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Financial Performance - Consolidated

in INR Crore

Particulars

Net Sales Value
Other Operating Income
Total Operating Income
Cost of Goods sold
Contribution

% of Sales
Employees Cost
Advertisement & Sales Prom.
Other Expenses
EBITDA

% of Sales
Other Income
Finance Cost
Depreciation and Amortisation

Corporate Social Responsibility
Profit before Share of profit
of associate

Share of Profit of Associate
Profit before Tax (PBT)
Tax Expenses
Profit After Tax(PAT)
% of Sales

Q4 FY25
246.7
3.8
250.5
113.5
133.2
54.0%
29.4
36.9
37.8
32.9
13.3%
8.1
0.1
2.7
1.0

37.2
0.5

37.7
6.7

31.0

12.6%

Q4 FY24
234.2
5.7
240.0
106.7
127.5
54.4%
26.1
39.6
31.7
35.8
15.3%
11.7
0.2
2.6
1.1

43.6
43.6
7.9
35.5

15.2%

YoY%
5.3%
-34.3%
4.4%
6.4%
4.4%

12.6%
-6.9%

19.1%
-8.1%

-14.6%

-13.5%

-12.7%

FY25
949.7
15.1
964.8
441.6
508.2
53.5%
111.8
141.3
138.9
131.3
13.8%
35.6
0.5
10.2
3.8

152.3
0.5
152.8
27.5
125.3

13.2%

FY24
968.0
16.1
984.1
442.0
525.9
54.3%
101.2
162.2
119.0
159.7
16.5%
44.7
1.0
9.9
4.4

189.0

189.0
33.6

155.4‘
16.1%)

YoY%
-1.9%
-6.6%
-2.0%
-0.1%
-3.4%

10.5%
-12.9%

16.8%
-17.8%

-19.4%

-19.2%

-19.4%




Consolidated Balance Sheet as at 31st March 2025

In Rs. Crore

Particulars 31.03.2025 31.03.2024 | | Particulars 31.03.2025 | 31.03.2024
ASSETS EQUIT_Y AND LIABILITIES
1. Non-Current Assets 1. Equity
(a) Property, Plant & Equipment 106.6 106.8 (a) Share Capital 13.7 14.3
(b) Capital Work in progress 28.2 27.8 .
b) Other E 734.2, 816.3
( ¢) Goodwil 43.0 43,0 | | (®) Other Equity
. Total Equity 747.9 830.6
(d) O.ther Intangible Assets 0.6 0.7 2. Non Current Liabilities
(e) Right-of-use asset 3.6 7.9 | | (a) Financial Liabilities
(f) Financial Assets (i) Lease Liabilities 1.7 4.0
(i) Investments in Associate 60.0 - (b) Provision for Employee Benefit 5.7 4.8
(ii) Others 5.6 5.0 | Sub Total Non Current Liabilities 7.4 8.8
(g) Deferred Tax Assets (net) 0.5 0.4 | B. Current Liabilities
(h) Other non-current assets 0.0 0.1 (a) Financial Liabilities
Sub Total Non Current Assets 248.1 191.6 (i) Lease Liabilities 2.5 4.8
2. Current Assets (i) Trade Payable
(a) Inventories 54.8 56.2 Total D to mi q Il ent . 49 3.0
(b) Financial Assets (a)Total Dues to micro and small enterprises. . ;
(i) Investments 340.7 585.6 (b) Creditors Other than (a) 45.0 37.2
ii) Trade Receivabl 71.8 44.0
(i) Trade Receivables (iii) Other Financial Liabilities 74.0 78.4
(i) Cash and Cash Equivalents 30.9 22.7
(iv) Bank Balances other than (iii) 81.4 21.6 (b) Other Current Liabilities 12.9 17.5
(v) Others 0.1 0.7 (c) Provisions for employee Benefit 6.0 3.2
(c) Current Tax Assets (Net) 1.1 0.2
(d) Other Current Assets 72.3 60.8 (d) Current Tax Liabilities (Net) 0.5 0.1
Sub Total Current Assets 653.0 791.9 Sub Total Current Liabilities 145.8 144.2
TOTAL ASSETS 901.1 983.6 TOTAL EQUITY AND LIABILITIES 901.1|

983.6




Banjara

touch o/ nature

GOLD Facial Kit

AU

Banjaras

X Banjaras |
IR Banjaras -
BLACK HENNA | I Banla;ras

| SKIN CARE POWDER
a s H

- ‘ N JEEN
Ban}@m’S . = 1 DY WASH

puN T Banjaras-

b ad NSRS Banjaias
MOISTURIZING
CREAM

Face Pack Banlaf%

| ALOEVERA
Moisturizing Cr

B
FACE SERUM

Banjaias

e
d -




.y

Update on Vishal Personal Care Pvt Ltd (VPCL) Acquisition

« Share Purchase cum Shareholders Agreement (SPSHA) entered on 14th February, 2025

« As per terms of SPSHA, acquired 49% of the equity share capital in tranche 1 on 10t March,
2025

« Tranche 2 for Acquisition of balance 51% equity share capital is expected to be completed in
the Q1 FY26

« Pursuant to above acquisition of equity shares in 2 tranches, VPCL will become a wholly owned
subsidiary of the Company

« For post merger integration, a leading consultant is engaged to design and integrate the operations

« The above has been launched in April’25




Post merger integration of Vishal Personal Care Pvt Ltd

Progress
« Currently, initial positions are being captured through joint visits, interviews of sales team, channel partners and customers, and data analysis
Joint visits are underway in the identified locations in all 5 south states; these locations are mix of BCCL's and VPCL's strong and weak areas, with
representations from both rural and urban areas

PMI
Design Phase Implementation Phase
Combine GTM strategy Operating model = (e ) 2 s
Roll-out the revamped SO & ASM structure

Channel partner Sell-in & Sell-out planning -

I EmERE l RTM initiatives - Driving sell-in & sell-out
e e - - Execute consolidation changes across  execution across alternate

Feet on street management MT, Ecom, Institutional various cities channels
m + Execute representation & reach » Driving execution of
a o _ changes revamped R&R program

Sales process harmonization for Day 1 readiness + Driving productivity & performance of  for channel partner &

feet on street and beauty advisors sales team

e Technology Launch Program Management Office
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