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Honasa Consumer Limited
Registered Office: Unit No - 404, 4th Floor, City Centre, Plot No 05, Sector-12, Dwarka New Delhi 110075
Corporate Office: 10™" Floor, Capital Cyberscape, Ullahwas, Sector-59, Gurugram, Haryana - 122102
Email: inffo@mamaearth.in; Phone: 011 - 44123544 | Website: www.honasa.in
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By accessing, viewing or attending this presentation, you accept and agree to be bound as follows:

This Presentation is prepared by Honasa Consumer Limited (“Company”) and contains certain forward-looking statements including
those describing Company’s strategies, strategic direction, objectives, future prospects, estimates, events and course of action, etc.
These forward-looking statements are based on certain expectations, assumptions, anticipated developments and other factors
which are not in control of the Company. The forward-looking statements and financial projection are subject to a variety of risks and
uncertainties that could lead the results to differ materially from those anticipated in the forward-looking statements and financial
projections. There is no representation, guarantee or warranty, express or implied, as to their accuracy, fairness or completeness of
any information or opinion contained therein. The information contained in this presentation is subject to change without any
obligation on the Company to notify any person of such revisions or change. Past performance is not indicative of future results.

This Presentation shall not be deemed as tax, legal or investment advice or opinion regarding the specific investment objectives or
financial situation of any person. This document is a presentation and is not intended to be offered for subscription or sale of any
securities or inviting offers or invitations to offer or solicitation to offer from the public or any class of investors. No rights or
obligations of any nature are created or shall be deemed to be created by the contents of this Presentation.



We are India’s largest digital-first BPC company with a diverse portfolio of six brands

mamaearth

goodness inside

Clean and toxin-free
beauty products made
with natural ingredients

Launched
in 2016

mamaearth
Onion
Hair Oil

Each brand in our portfolio has a differentiated value proposition enabling us to acquire new users with distinct needs and

derma

Science backed expert products
powered with active ingredients

Launched
in 2020

38 ml

10%

Vitamin C

Face Serum
WCE

Aqualogica

Hydrating skincare designed for
Indian skin types

Launched in -

2021 -

”

Aqualogica

BEBLUNT

Professional hair care and styling
products enabling salon like
experience
at home

Acquired in
2022

“+DR. SHETH’S

-for indian skin-

Bio-actives based skincare
developed by three generations
of skin specialists

Acquired in
2022

DR. SHETH'S
~for indian skin-
rocvmmends

CICA &
CERAMIDE

. OIL-FREE
MOISTURIZER

preferences and increase share of wallet from existing consumers

Note: Source: Redseer; In terms of revenue from operations in FY23; Defined as BPC products companies with >INR 100 Cr revenue from operations in FY23 and >60% revenue from online channel

NAYUGA(

Ayurvedic beauty products in
modern formats for
Indian millennials

Launched in
2021
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Honasa Consumer continued its growth momentum in Q3 with improving EEEE
profitability ...

INR 488Cr 68.6% 7.1% & 397505

Revenue from Operations Gross Profit % EBITDA %

27.8% YoY Growth Industry leading

EBITDA: INR 34.5 Cr

192.0% YoY Growth

LFL Growth! 31.2% Gross Profit? %

INR 26 Cr 35% INR 53 Cr

Profit After Tax YoY Volume growth? Free Cash

263.5% YoY Growth Working capital Days: (6)

Volume led sales growth Continues to be negative working capital cycle

PAT %: 5.3%

1: Represents Like for Like growth excluding revenue from operations for Just4Kids (Momspresso) which was impaired in FY23

2: Average gross margin among key listed FMCG companies including: Hindustan Unilever Limited, Colgate Palmolive (India) Limited, Procter & Gamble Hygiene and Health Care Limited, Dabur India Limited, Marico Limited, Godrej Consumer Products Limited, Bajaj Consumer Care Limited and Gillette India Limited
3: Volume growth is computed in terms of units shipped in the period Q3FY24 compared to Q3FY23

Margin% computed on Revenue from Operations

Based on consolidated financials

)



. delivering a strong YTD Dec’23 performance with INR 100Cr+ EBITDA EEEE

INR 1,449 Cr

Revenue from Operations

31.1% YoY Growth

LFL Growth! 34.5%

INR 80 Cr

Profit After Tax

641.8% YoY Growth
PAT %: 5.5%

olume growth is computed in terms of units sold in the period 9MFY24 compared to 9MFY23
argin% computed on Revenue from Operations
sed on consolidated financials

69.7%

Gross Profit %

Industry leading

Gross Profit? %

35%

YoY Volume growth?

Volume led sales growth

6

7.2% & 485 bps

EBITDA %

EBITDA: INR 104 Cr

304.5% YoY Growth

INR 142 Cr

Free Cash

Cash generating business




...with significant growth delta over industry peers

Revenue from Operations (INR Cr)

Q3’' 24

9M FY24 A%

.3
o™ o3k s
Wit

\F\ 6x°

Q3'23 Q3'24 9M FY23 9M FY24

Revenue Growth % compared to FMCG Companies?

Q3’24

9M FY24

N 53

X
‘A'\%\\e “.\%\\0‘
2.5% 5.9%
]
FMCG Companies'(Median growth) Honasa FMCG Companies’(Median Growth) Honasa

We continue to build levers to grow at 2/2.5x times the industry.
$20%0,

1: Represents Like For Like growth excluding revenue from operations for Just4Kids (Momspresso) which was impaired in FY23 'e(\/a 7\09.
2: Key Listed FMCG companies including: Hindustan Unilever Limited, Colgate Palmolive (India) Limited, Procter & Gamble Hygiene and Health Care Limited, Dabur India Limited, Marico Limited, Godrej Consumer Products Limited, Bajaj Consumer Care Limited and Gillette India Limited and revenue as per their YTD FY24 financial results 9?0 O?Q

Based on consolidated financials 7 H O N ASA



Strong operating performance with improving profitability

EBITDA (INR Cr)

Q3 24 | 9MFY24
|
|
EBITDA% 3.1% 5 0% 7.1% i 2.3% 7.2%
/ng ' nS*
GO S I 30
391 : ‘N\x\‘ <
‘ | 6‘0 sb?
| 0o
| L 3
|
; e
Q3'23 Q3'24 ' 9M FY23 9M FY24
Profit After Tax (INR Cr)
Q3’' 24 : 9M FY24
|
PAT% 1.9% 5.3% i 1.0%
S% |
o™ 263 i
T I
* :
i *
Q3'23 Q3'24 9M FY23 9M FY24
$20%0,,

Based on consolidated financials 8 H O N ASA



Business Overview
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Uniquely positioned to capture the significant growth trends shaping the BPC
market...

India BPC products market is expected to grow at ~11% CAGR

between 2022-27P Significant trends shaping consumer demand in BPC in India ($bn)
Indian BPC market size and growth ($ bn) i i
- N = Mass = Masstige = Premium ( )
( ) . 1 20 8% 3 Masstige segment expected to grow
(e © ma @) = 9, 2x+ as Mass (2022-27P)

G n EoF

BPC CAGR (~11%) highest
among other retail Premiumization

Majority of our brands cater to
masstige segment

S

@

Categories - o 2016 2022 2027P \ y,
4 )

= Unorganized offline = Organized offline = Online ( )

6 11 20 33
2% i i
o @ @ Growth to be led by increasing

-
g

adoption of digital channels
> ot @

2016 2022 2027P 31% ikl N

Dicital v I We are the largest digital first

Core macro-economic factors driving consumption in India Iglta_  company with true omnichannel |

) i L penetration ) :\ distribution network %2 ,:
&oy Rising incomes resulting in higher consumption 2016 2022 2027P T Y,
- - 1 h = Makeup = Fragrance = Face Care ( B

Rising incomes leading to a large middle-class population = Hair Care = Bath & Body = Oral Care

m — key driver of private consumption ..’ " We"nesszo 33 Growth to be led by Facecare and

: : - 4%  Makeupcategory

- Increasing participation of women in labour force, [ i

particularly services i ~60% of our revenue? driven by

) ) Evolving category 28% 27% E facecare category E

@ Growth bolstered by India’s young population with millennials L mix ) , e !
(R and generation Z likely to become a major consumption pool — V_B/O—_“y_ 6% L )

2022 2027P
1. Source: Redseer Oc 30
2. For Financial Year 2022 el\\Q (a/ﬂ
3. For9MFY24 10 2 d DR

HONASA



... demonstrated by our ability to grow profitably and in a capital efficient

Revenue from operations (INR Cr) Gross Profit (INR Cr)
H 1
Revenue | Profit Pool 71.2% 70.0% 70.1% 1 69.7%
1 1
| 1046 | 1010
| |
1 1
/s% | |
1 1
il i P i
1 1
1 |
1 I
I FY21 FY22 FY23 | 9MFY24
FY21 FY22 FY23 + 9MFY24 !
H 4
Adjusted EBITDA* (INR Cr) Working capital days of sale
. ege | . o o \
Profitability - a0t san | sow Capital Efficiency i
116 |
| 1
31 30 R - |
| O = N
1
| @ 3 |
: \\ T @ e
(14)
FY21 FY22 FY23 1 OMFY24 Fral FY22 FY2z3 | 9MFy24
Mamaearth is the Honasa has a 28.9% Ranked amongst the Digital first BPC szfr:ellsgshr;i%aelﬁble
fastest growing BPC market share in DTC top digital-first BPC brand with positive s LR
@ brand to reach an @ BPC and 5.4% market @ companies in India in adjusted EBITDA @ P contir?ued
annual revenue of share in online BPC terms of gross profit margin since the last ng o v
%10 billion? market in CY2212 margins in FY2223 three years 9 9
capital cycle
1 CY22 - Calendar Year 2022
2. Source: Redseer
3. Fz:Fci:an:ials?Ieear 2022 _é”c“ Q"o'ﬁg.
4. Adjusted EBITDA is calculated as restated profit/ loss for the period/year plus tax expense, finance cost, depreciation and amortization expenses, change in fair valuation of preference shares, share based payment expenses (equity settled), share based payment expense (cash settled) and exceptional items (impairment loss on goodwill 231)&% 576%%
and other intangible assets) less other income 11 2 -
Based on consolidated financials HONASA



Building Honasa as a Digital First House of Brands with Omnichannel
Distribution

o1 Consumer focused brand building
playbooks

On trend data-based
innovation

Strong omnichannel
HONASA 03

Purpose based brands with 04
strong ESG framework

o2

00 30
e(\\E? (37)9
12 eSO
HONASA



Q3FY24 Updates
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Mamaearth continues to gain consumer love through our purpose-led brand

building

Purpose Led Campaigns

: “ NG 4 4 i -
1. As indicated by Kantar Household Moving Annual Total % penetration as on Sep’23 for last 12 months compared to Kantar Household Moving Annual Total % penetration as on Sep’21

#AaoBanayeDiwaliBeautiful
reinforces the brand purpose
“Goodness makes you
beautiful”

5 Cr+ views

Celebrating the "Many
shades of Durga and
Womanhood” with 9

avatars of Durga created
with Mamaearth color care

1 Cr+ views

14

Growing Household Penetration?

9

namaearth
Onion

FACEWASH

t 280 bps

growth in last 2 years

SHAMPOO

t 110 bps

growth in last 2 years

0’“0"'0
Sos Boz
e (O
HONASA



Mamaearth demonstrated its versatility by building and scaling new categories

[Color Cosmetics - a portfolio of Made Safe everyday makeup in Mamaearth reached an ARR of INR 150cr+1J

“Ea

Long Lasting -

2 hour

LONG STAY

Natural Made Safe

j"é"“iioaA oiL

mamaearth

inside

i3
®
i3
]
i®
‘@
i
ia
iy
&

sie3 51
Jyeaewew Y}

()
15 Cr+
Oc 30
1 AR acheved during SMPY24 period Color Care units? sold in Q3FY24 Views3 garnered for Color Care campaigns 2J0%
2. Includes color care products under Mamaearth and The Derma Co. brands 15
3. All the campaign views in the presentation pertain to views on social media

HONASA



Recorded highest ever brand searches! in
Dec’23 with an increase of 395% YoY

Younger brands continue their growth trajectory
Aqualogica

EBITDA profitable for 9IMFY24

derma

30 mL
= 2%
. . KojicAcid
Face Serum

Illuminate+ Oil Free
Moisturizer

Glow+Dewy Sunscreen

BBLUNT Delivering disruptive growth through digital
first scale-up
N\

: r,"}.\.
Sali- Cmamlde Anti acnhe
Facewash

N

SALON LIKE HAIR

2% Kojic Acid Face Serum
Building play in multiple categories

Oil-Free Mmstunzers grew by 7.8x YoY

l);;,/l
i 2

“+DR. SHETH’S

-for indian skin-

°la,\.a
85
g8

0
o
[

Salon Secret — High Shine
Créme Hair Colour

Hotshot Hold Spray

Haldi & Hyaluronic Acid
Sunscreen
16

CICA & Ceramide Oil — Free
Moisturizer

1. Based on Google Adwords

0@ 30

v/l
35

HONASA



Key innovations built traction in Q3FY24

Mamaearth Rosemary Range Aqualogica plump+ Luscious Tinted ~ Bblunt Hair Dryer, Hair Straightening Dr. Sheth’s Oil-Free Moisturizers
Lip Balm Brush & Hair Straightener
Innovations continue to Proprietary tools continue to lead Innovations with superior
contribute to growth in discovery of newer ingredients performance in clinical trials

Identified “Rosemary” ; “Rosemary” range :

1 2 2 ngredient as an Launched 777777777777777777777777 @

ARR? %

upcoming trend in Llp
,,,,,,,,,,,,,,,,,,,,,,,,,,,,, Pigmentation'|

new products launched in

CY234 Oct-22 Nov-22 Dec-22 Jan-23 Feb-23 Mar-23 Apr-23 May-23 Jun-23 Jul-23 Aug-23 Sep-23 Oct-23 Nov-23 Dec-23

“Mamaearth Rosemary” searches? grew by 14.2X in the last one
year

“Rosemary” related searches based on Google Adwords Qg% @39
“Mamaearth Rosemary” related searches based on Google Adwords 17 L
As in Dec’23 HMO Nk"-‘xASA

Calendar Year 2023



Continue to strengthen and expand omnichannel distribution

Online growth driven by platforms
with strong tier2+ presence

Presencein

8,000+ stores across

£
8
®

India’s #1 Beauty Destination

Reached to 1,77,3266 FMCG retail
outlets in India increasing distribution

by 37% Yoy 12

31 Modern Trade Chains

[ Increasing market shares across key ] [

) Expansion in EBOs J
categories for 9IMYTD YoY

I gorma p Aqualoegica

ALE ENDS
[OMORROW!

t 80 bps

h o= .
QA 2025
' . . , ' %0 ) (o

1: Source: NielsenlQ; Number of FMCG retail outlets with Mamaearth’s presence (All India Urban + Rural)

2: As of December 2023, and the YoY growth is December 2023 vs December 2022 for All India Urban + Rural 18 H O N ASA

§ é Mamaearth’s i

2 3 100th . e

i store openedi meeSho F"Pkart 4
in Mumbai |



ESG Updates
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Focus on ESG

Purpose Driven Brands

\ V4
e plant
goodness

mamaearth

dooh il
e A e 4

Trees planted since inception under the

Plant Goodness Initiative — 5 35 ’ 877

Plastic Positive Young Scientist

@ Organisation Program
@6 ~8,3 11 metric tonnes 15,000+
of plastic recycled since students
FY21 empowered
Fresh Water for Shine Academy
All Program
All Program 10,000+
500+ families Women upskilled in
benefitted hair styling related

BBLUNT

SALON LIKE HAIR

Agualogica

salon services

Robust Corporate
Governance Framework

Oc ;0

Q(\ Qg ?’7 00

Gender diversity
HONASA

(53% Female workforce?)

50% independent
board

Great
Place

To 4 years
Work.

Certified Ina row

Big 4 statutory auditor and
top tier internal auditor

Robust systems and processes

LTV Botree Software g5
ERP

5.R. Batliboi & Associates LLP

Chartered Accountants B D O
. DMS & SFA
Member firm of EY D000
< (\\E} (37)9

23 B
HONASA

1: Including off-roll personne



P&L Summary
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Financial Summary — Consolidated P&L

(All amounts in INR crore, unless otherwise stated)

Particulars Quarter Ended Nine Months Ended
Q3FY24 Q3FY23 YoY Growth 9M FY24 9M FY23 YoY Growth FY23
Revenue from operations 488 382 28% 1,449 1,105 31% 1,493
Cost of Goods Sold 153 112 439 325 447
GROSS PROFIT 335 270 24% 1,010 780 29% 1,046
GROSS PROFIT Margin % 68.6% 70.7% 69.7% 70.6% 70.1%
Employee benefit expense 44 45 126 123 165
% of Revenue 9.0% 11.8% 8.7% 11.1% 11.0%
Advertisement expense 166 131 502 403 530
% of Revenue 33.9% 34.3% 34.6% 36.5% 35.5%
Other expense 91 82 278 228 328
% of Revenue 18.6% 21.5% 19.2% 20.7% 22.0%
EBITDA 34 12 192% 104 26 305% 23
EBITDA Margin % 7.1% 3.1% 7.2% 2.3% 1.5%
Depreciation and Amortization 8 6 21 17 25
Finance costs 3 2 6 5 7
Other Income 11 7 31 16 23
PROFIT BEFORE EXCEPTIONAL ITEMS 35 11 108 20 14
Impairment loss 0 0 0 0 (155)
Profit Before Tax 35 11 226% 108 20 445% (141)
PBT Margin % 7.1% 2.8% 7.4% 1.8% (9.5%)
Tax expenses 9 4 28 9 10
Profit After Tax 26 7 264% 80 11 642% (151)
PAT Margin % 5.3% 1.9% 5.5% 1.0% (10.1%)

220%0,
o2
22 ) ié 022

HONASA



Investor Relations Contact:
Ramanpreet Sohi | Chief Financial Officer | raman.s@honasa.in
Mohit Shankar Srivastava | Head — Investor Relations | mohitshankar.s@honasa.in

HONASA CONSUMER LIMITED

11th Floor , Capital Cyberscape,

Golf Course Extension Road, Sector 59,
Gurugram, Haryana — 122102

www.honasa.in



