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Demonetisation : Impact on FMCG Industry
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Categories Growth Trend

Growth for Personal Care categories like Shampoo, Hair Oil and Toothpaste decelerated 
sharply in Dec’16 to almost half of Nov’16 levels
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Source: AC Nielsen Retail Audit Report Dec’16
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Consolidated Financial Highlights : Q3FY17

• Due to a challenging macro‐economic environment Consolidated Sales declined by 6.1% and PAT
by 7.5%

• Domestic FMCG
• Registered a decline of 6.8% in primary terms. However the secondary sales grew by 0.7%.
• Healthcare & HPC categories posted decline in low teens due to severe liquidity crunch and

de‐stocking in trade. Decline in Secondary terms was in mid single digit.
• Foods registered strong growth mainly on account of higher urban & modern trade saliency

and helped by low base.
• International business

• Witnessed flattish sales in constant currency terms. However the business declined by 6.2% in
INR terms due to currency impact in markets such as Egypt, Nigeria and Turkey

Q3FY16 Q3FY17

1967.5
1847.7

Sales 6.1%

Q3FY16 Q3FY17

317.6
293.7

PAT 7.5%In Rs Crs
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Consolidated Financial Highlights : Q3FY17

• Operating Profit margin reduced from 19.2% in Q3FY16 to 18.1% in Q3FY17 mainly due to increase
in material costs

• Increase in material cost from 47.7% in Q3FY16 to 50.8% in Q3FY17 on account of adverse
category mix, increase in some input costs and higher CP impact

• Advertisement & Publicity expense was at 9.6% in Q3FY17 as compared to 11.4% in Q3FY16

• Employee costs and Other expenditure were stable as percent of sales
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Q3FY16 Q3FY17

47.7%
50.8%

Material Cost

Q3FY16 Q3FY17

11.4%
9.6%

Advertising &
Publicity

Q3FY16 Q3FY17

19.2%

18.1%

Operating Margin 310 bps
183 bps113 bps



Business Overview Q3FY17

Domestic 
FMCG
66%

International
30%

Others
4%

Sales Contribution
Health 

Supplements
23%

Digestives
5%

OTC&Ethicals
10%

Hair Care
18%

Oral Care
15%

Home Care
6%

Skin Care
6%

Foods
17%

Domestic FMCG

Domestic FMCG 
Category Breakup

• Domestic FMCG segment contributed 66% to the Consolidated Revenue and reported a
decline of 6.8% in primary sales value and 5% in volume. However, secondary sales reported
growth of 0.7%.

• International business contributed 30% to the Consolidated Revenue with sales being
flattish in constant currency and 6.2% in INR terms on account of currency devaluation in
EGP, Naira and Lira.
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Domestic FMCG Overview  : Q3FY17 
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• Secondary Sales for Domestic FMCG business grew by 0.7% as compared to 
decline of 6.8% in Primary Sales 

• Pipeline reduction of 10‐12 days for Domestic FMCG business during the 
quarter

‐6.8%

0.7%

Primary Sales Secondary Sales

Sales Growth
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Oral Care 

• Oral Care reported a decline of 5% in primary terms but was flat in terms of secondary growth

• Nielsen data reported tertiary offtake growth in double digit leading to increase in market share by
70 bps yoy of the toothpaste category

• Red Toothpaste reported growth while rural brands like Babool and Lal Dant Manjan were under
pressure

• “Proof Hai TVC” to convey the superiority of Red Toothpaste as a most effective product has
received good response

• Dabur Red Paste ranked third in the Oral Care category of Most Trusted Brands Survey*
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*Brand Equity ‐Most Trusted Brands 2016, ET



Hair Care
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• Hair Care reported a decline of ~20% in primary terms and 12% in secondary terms mainly on
account of major pipeline de‐stocking in rural and wholesale channels

• Market share as reported by Nielsen showed improvement of 20 bps in Hair Oils and 30 bps in
shampoos reflecting better than category tertiary sales

• Dabur Almond Oil which is more urban and modern trade driven reported double digit growth

• New campaign on Dabur Amla Hair Oil ready for launch



Rural Activations for Dabur Brahmi Amla Hair Oil

Visibility Drive and Van Activation for consumer awareness
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Home Care & Skin Care

• Home Care category declined by ~ 5% however reported growth of around 4% in secondary terms

• Odomos mosquito repellants performed well with the more convenient formats‐ Spray, Patches,
Bands doing well

• In the Home Care segment Dabur gained volume market share by 100bps in Air fresheners and
420 bps in Mosquito Repellant Creams

• Skin Care being more discretionary in nature was impacted by slowdown in GT and recorded a
decline of ~ 11%. The secondary sales decline was lower at 5%

13



14



Health Care 

• Health supplements registered ~14% decline in Q3FY17 mainly on account of demonetization led
pipeline correction; however in secondary terms the compression was ~5%

• Aggressive advertising and promotions in Chyawanprash led to a high single digit growth in sales in
December ’16

• Digestives posted around 10% decline this quarter while in secondary terms this was ~6%

• TVC for recently launched Hajmola Amrud was well received

• Hajmola moved up in Most Trusted Brands* ranking to be part of top 5 brands in OTC category
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*Brand Equity ‐Most Trusted Brands 2016, ET



Advertising & Promotion for Dabur Chyawanprash
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Aggressive Promotions in Dabur Honey
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Red Toothpaste and Hajmola : Brand Equity Most Trusted 
Brands Ranking 

• Dabur Red Paste and Dabur Hajmola – have been ranked
amongst the biggest gainers in the latest Brand Equity
Most Trusted Brands List

• Dabur Red Paste moved up 66 places and was ranked 34 in
the Brand Equity Most Trusted Brands 2016 list, released
by The Economic Times, up from its ranking of 100 in the
previous year

• In the Oral Care category list, Dabur Red Paste took the
third place, a gain of one rank from the previous year. The
year 2016 had seen Dabur Red Paste also break into the
Top 3 in the market, becoming the third largest toothpaste
brand in the country.

• Hajmola gained 38 places and was ranked 85 in the list. The
brand was also ranked in the Top 5 in the OTC category for
2016

18



OTC & Ethicals

Chemist & Rural  Visibility

Leveraging E‐ Commerce

Value Packs

Doctor Engagement

NPD & Restage

• OTC & Ethicals category posted a decline of
around 11% with a lower secondary sales
decline of around 6%

• Due to delayed winter, brands like Lal Tail
Honitus and Shilajit remained impacted

• Ethicals range clocked good growth driven by
Doctor detailing and sampling initiatives in
Health camps

• Madhurakshak Activ (Ayush 82)‐ An Ayurvedic
medicine for Diabetes test launched in a few
states

• We shall continue to focus on building the
brands through the Doctor Advocacy Route.

Key Initiatives

19



Madhurakshak Activ
(Ayush 82 Powder)

Recently launched: Madhurakshak Activ (Ayush 82 
powder)

• DABUR MADHU RAKSHAK ACTIV launched in partnership
with C.C.R.A.S. (Ministry of Ayush, Govt. of India)

• Dabur Madhu Rakshak Activ is an Ayurvedic product
developed for effective management of Diabetes

• A clinical study conducted with Madhumeha (Non‐Insulin
Dependent Diabetes Mellitus, NIDDM), demonstrated
DABUR MADHU RAKSHAK ACTIV (AYUSH 82 powder) as
effective in reducing fasting and post prandial blood sugar
levels after 24 weeks of treatment

• Madhurakshak Activ has been test launched in Ethical
channel in a few states
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4600 Delegates/40 Countries

Dabur at World’s Largest 
Ayurveda Conference, December 2016

World Ayurveda Congress and Arogya Expo

A platform to endorse the vitalizing properties and principles of Ayurveda
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Foods

• Foods business recorded robust growth of 52%  in Q3FY17 led by modern trade and off a low base due 
to the supply disruption in Nepal last year

• Both Real and Activ Fruit Juices posted strong double digit growth

• Market Share in J&N back to pre supply disruption levels : 500 bps increase YOY

• Amla Plus Juice was recently added to the Real Wellnezz range

• Digital initiatives, Brand Activations &  increasing Modern trade saliency has been the key focus for 
Hommade brand 
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Real : Advertising Initiatives
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International Business

Macro Economic Headwinds: Geo‐ political environment led to 
a business slowdown in key markets

Macro Economic 
Issues
• Saudi Arabia, Dubai, 
Iraq, Libya

Macro Economic 
Issues
• Saudi Arabia, Dubai, 
Iraq, Libya

Currency Depreciation
• Egyptian Pound, Naira, LIRA, 
GBP

Currency Depreciation
• Egyptian Pound, Naira, LIRA, 
GBP
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International Business

• International Business posted flattish sales in constant currency terms and 6.2%  in INR terms 

• Severe currency devaluation  of ~50% in EGP, ~12% in LIRA and ~60% in Naira 

• GCC markets like Saudi & UAE were under pressure due to macro‐economic headwinds 

• SAARC markets viz Nepal and Bangladesh recorded strong growth led by good momentum in Fruit 
Juices and Oral care

• Market shares in most categories & countries remained stable to increasing 

Local Currency Growth Rate

29.0%

‐19.0%

50.4%

19.0% 17.5%

Egypt GCC Nepal Turkey Bangladesh
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International Business: Market Shares stable to 
increasing

67.8%

42.7%

6.1%

69.7%

47.0%

6.4%

Hair Oil

Hair Cream

Oral Care

Egypt

MAT Oct 16 MAT Oct 15

66.1%

32.1%

3.2%

66.5%

34.8%

4.5%

Hair Oil

Hair Cream

Oral Care

Saudi Arabia

MAT Oct 16 MAT Oct 15

35.5%

35.4%

2.8%

35.3%

35.5%

3.4%

Hair Oil

Hair Cream

Oral Care

UAE

MAT Oct 16 MAT Oct 15

Inspite of headwinds in the Internal Business:
• Egypt MS showed an improvement of 430

bps in Hair Creams; 30 bps in Oral care and
190 bps in Hair Oil

• UAE MS showed an improvement of 60 bps
in Oral Care with stable MS in Hair Cream &
Hair Oil

• Saudi Arabia MS showed an improvement
of 130 bps in Oral Care, 270 bps in Hair
Cream & 40 bps in Hair Oil
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Brand Renovations : International Business

Vatika Shampoo Packaging 
Relaunch

Vatika EHO
Packaging Relaunch

DermoViva Face Wash
Stronger natural proposition

Soap & Paraben free communication

Vatika Henna Hair Colors
Pack upgrade + Formulation change
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Consolidated Profit & Loss

DIL (Consolidated) P&L ‐ in Rs. crores Q3FY17 Q3FY16 YoY (%) 9MFY17 9MY16 YoY (%)
Net Sales 1,847.7 1,967.5 ‐6.1% 5,771.1 5,844.6 ‐1.3%

Other Operating Income 5.2 4.6 15.2% 15.7 14.1 11.4%

Material Cost 938.3 938.2 0.0% 2867.1 2857.5 0.3%
% of Sales 50.8% 47.7% 49.7% 48.9%
Employee Expense 189.2 202.6 ‐6.6% 616.5 592.3 4.1%
% of Sales 10.2% 10.3% 10.7% 10.1%
Advertising & Publicity 177.2 224.7 ‐21.1% 523.1 615.1 ‐15.0%
% of Sales 9.6% 11.4% 9.1% 10.5%
Other Expenses 214.3 228.7 ‐6.3% 688.7 690.7 ‐0.3%
% of Sales 11.6% 11.6% 11.9% 11.8%

Operating Profit 333.9  377.8  ‐11.6% 1,091.4  1,103.1  ‐1.1%

% of Sales 18.1% 19.2% 18.9% 18.9%
Other Non Operating Income 83.1 59.8 38.8% 233.3 163.3 42.9%

EBITDA 416.9  437.6  ‐4.7% 1,324.7  1,266.4  4.6%

% of Sales 22.6% 22.2% 23.0% 21.7%
Finance Costs 13.9 11.0 26.6% 42.4 35.3 20.1%
Depreciation & Amortization 33.3 32.1 3.5% 103.3 97.4 6.1%
Profit Before Tax (PBT) 369.7 394.5 ‐6.3% 1179.0 1133.7 4.0%
Exceptional Item 0.0 0.0 0.0 0.0
Tax Expenses 75.3 76.7 ‐1.9% 232.7 213.1 9.2%
PAT(Before Minority Interest) 294.5 317.8 ‐7.3% 946.3 920.6 2.8%
% of Sales 15.9% 16.2% 16.4% 15.8%
Minority Interest ‐ Profit/(Loss) 0.9 0.3 2.8 1.3
Share of profit / (loss) of associates & 
joint venture 0.18 0.04 0.33 0.34
PAT (After Minority Int) 293.7 317.6 ‐7.5% 943.8 919.7 2.6%
% of Sales 15.9% 16.1% 16.4% 15.7%
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Thank You
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