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Hair Oil Market saw muted volumes in
Q3 and MAT December over same
period last year

Q3 value decline higher than MAT
December period

Decline in demand sharper in Rural as
compared to Urban

Source: Nielsen Retail Audit Report, DEC 2022, All India
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Sales (Rs. in Crore)

696.8
649.5 * Value Growth flat in Q3 FY23; 7.3% in 9M FY23 YoY
225.3 225.5 * NPD sales grew by 2.2Xin Q3 FY23 and 2.7Xin 9SM FY23
* Saliency of NPD increased from 5% in 9M FY22 to 13% in
Q3 FY22 Q3 FY23 9M FY22 9M FY23

O9M FY23






Decline in sales in Q3 FY23
over same period last year

Q3 FY23 Secondary sales
higher than Primary

Urban registered growth in
Q3 FY23 while Rural declined
due to slowdown

Overall OT grew by 43% in Q3
FY23 YoY; Saliency increased by
1.4X over same period last year

Modern Trade grew by 41% in
Q3 FY23 YoY backed by focus on
specific channel packs

E-Commerce registered a
growth of 84% in Q3 FY23 YoY

Growth of 37% in Q3 FY23 YoY on
Consolidated basis

Middle East & Africa performed
well backed by introduction of
New Channel partners

Strong growth in Rest of World led
by opening of new geographies
and new product introductions






Background:

New thematic to continue with the Creative Idea of Styling Fearlessly
without fear of Hair fall

Objective:

= New celebrity as face of the brand for infusing energy into the brand

= Strengthen Hair fall nourishment credentials using the Clinically
Proven 2X Hair fall Reduction Claim — 2" year of the campaign

= (Creative idea Style Fearlessly being used to drive the premium
imagery of the brand with Younger TG and connecting with their
aspirations



Spends on Digital media are now around 20%
Consistent Media presence across the quarter
* HSM SOV of 11%

* Digital presence on Social Media

Increased Investment in Visibility on E-=Commerce Platforms

Campaign with New Celebrity started in November





https://www.instagram.com/reel/ClJWiPQqc-2/
https://www.instagram.com/reel/CknD9ffIfp4/

e Good Traction on E-Commerce Platforms
e Supported with both On Platform and Digital

spends



Brand being supported with TV Media Campaign

Distribution drive across states aided with Trade offers across packs to
increase availability and in shop visibility

Listing done in large MT chains in Q3 FY23



* Amla Saliency at 4% for 9M FY23

* Thrust on Large Packs continued during Q3 FY23

Bajaj 100% Pure Coconut Oil
e Consistent sales now being driven by repeat demand and distribution

* Focus on the brand to grow business in both General and Modern Trade

Bajaj Coco Onion
* Good Traction being seen in Modern Trade + E-Commerce

* Digital support continued in Q3 FY23



* Both Bajaj 100% Pure and Natyv Soul supported with Visibility on E-Commerce platforms

* Natyv Soul Porfolio being consolidated with hero ingredient Argan Oil based products in Conditioner, Shampoo,
Hair Oils and Serum to help focus on marketing spends
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Refined Mustard Oil (RMO)

Prices remain volatile considering
end of mustard crop season in the
guarter. While overall Q3 prices are
stable over Q2, some downward
correction observed towards
guarter end

Light Liquid Paraffin (LLP)

Correction in prices observed from
the peaks of last quarter on account
of decrease in crude oil prices and
overall weakness in demand



To mitigate the inflationary trend, cost saving initiatives are being
driven to bring structural reduction in material costs

The above initiatives would result in a cost saving of Rs. 5.5 crore for the FY23



In line with 3R (Reduce, Recycle, Reuse) philosophy, we have taken the following stepsin Q3 FY23
Reduce consumption of packaging materials to reduce carbon footprint and GHG emissions. Optimization of
specifications resulting in;

* Glass: Reduction in consumption of glass bottles by 8%. This is on top of the 16% done last year

* Laminates: Reduction in consumption by 6% (Reduced Poly film thickness & reduced height). This is on top of the
14% done last year

 Key focus areas being reduction in usage of natural resources like water, reduction of carbon footprint and reduction
in wastages

*  We have started work in the area of water conservation by measuring the water consumption sources, installation of
controls at critical places. We have reduced 34% of our water consumption in 9M FY23 over same period previous year

Steps taken in process improvements at the plants has helped in reduction of wastages of certain critical categories
like laminates by around 25% over last year









Material Cost

48.2% 47.0%
44.6%

Q3 FY22 Q2 FY23 Q3 FY23
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46.9%
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ASP
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15.8%
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Other Expenses

10.9% 11.4% 10.7%

Q3FY22 Q2FY23 Q3 FY23

Other Expenses

10.6% 11.6%
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9M FY22 9M FY23



Net Sales Value

Other Operating Income
Total Operating Income
Cost of Goods sold

Contribution

Employee Cost
Advertisement & Sales Prom.
Other Expenses

EBITDA

Other Income

Finance Cost

Depreciation and Amortisation
Corporate Social Responsibility
Profit Before Tax (PBT)

Tax Expenses

Profit After Tax (PAT)

225.3

3.3

228.6

100.5

124.7

% of Sales 55.4%
22.0

40.0

24.5

41.6

% of Sales 18.4%
9.5

0.0

1.2

1.3

48.5

8.5

40.0

% of Sales 17.8%

225.5
2.9
228.4
106.0
119.4
53.0%
21.6
42.5
24.2
34.0
15.1%
10.4
0.3

2.1

1.2
40.8
7.1
33.7
14.9%

0.1%
-11.6%
-0.1%
5.5%
-4.3%

-2.0%
6.4%

-1.2%
-18.1%

-15.8%

-15.8%

649.5
9.5
659.0
275.1
374.4
57.6%
67.6
102.6
68.6
145.2
22.4%
28.0
0.9

3.4

4.0
165.0
28.8
136.2
21.0%

696.8
8.6
705.4
326.5
370.3
53.1%
65.7
129.4
80.9
102.9
14.8%
27.0
0.7

5.8

3.6
119.8
20.9
08.8
14.2%

7.3%
-10.1%
7.0%
18.7%
-1.1%

-2.8%
26.1%

18.1%
-29.1%

-27.4%

-27.4%



Net Sales Value

Other Operating Income
Total Operating Income
Cost of Goods sold

Contribution

Employee Cost
Advertisement & Sales Prom.
Other Expenses

EBITDA

Other Income

Finance Cost

Depreciation and Amortisation
Corporate Social Responsibility
Profit Before Tax (PBT)

Tax Expenses

Profit After Tax (PAT)

225.5

3.3

228.8

100.6

124.9

% of Sales 55.4%
22.5

41.1

24.7

40.0

% of Sales 17.7%
9.5

0.0

1.3

1.3

46.9

8.5

38.4

% of Sales 17.0%

226.6
2.9
229.6
105.8
120.8
53.3%
22.3
43.1
24.7
33.6
14.8%
10.4
0.3

2.2

1.2
40.3
7.1
33.2
14.7%

0.5%
-11.6%
0.3%
5.2%
-3.3%

-0.7%
4.9%

0.2%
-15.9%

-14.0%

-13.5%

652.1
9.6
661.7
274.9
377.2
57.8%
68.8
105.4
69.4
143.2
22.0%
28.0
0.9

3.7
4.0
162.6
28.7
133.8
20.5%

702.9
8.6
711.5
326.9
375.9
53.5%
67.4
131.6
82.4
103.1
14.7%
27.0
0.8

6.1

3.6
119.6
20.8
98.8
14.1%

7.8%
-10.1%
7.5%
18.9%
-0.3%

-2.1%
24.9%

18.8%
-28.0%

-26.4%

-26.2%



No representation or warranty, express or implied, is made as to, and no reliance should be placed on, the fairness, accuracy,
completeness or correctness of the information or opinions contained in this presentation. Such information and opinions are
in all events not current after the date of this presentation. Certain statements made in this presentation may not be based on
historical information or facts and may be based on the currently held beliefs and assumptions of the management of Bajaj
Consumer Care Limited (“Company”) which are expressed in good faith and in their opinion reasonable, including those
relating to the Company’s general business plans and strategy, its future financial condition and growth prospects and future
developments in its industry and its competitive and regulatory environment.

This presentation is for general information purposes only, without regard to any specific objectives, financial situations or
informational needs of any particular person. This presentation does not constitute an offer or solicitation of an offer or
invitation to purchase or subscribe for any securities, financial instruments or any rights attaching to such securities or
financial instruments in any jurisdiction. No part of it should form the basis of or be relied upon in connection with any
investment decision or any contract or commitment to purchase or subscribe for any securities. This presentation is
confidential and may not be copied or disseminated, in whole or in part, and in any manner
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