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OVERVIEW

* Founded in 1983 by a first generation entrepreneur, our

‘Chairman Emeritus’ Mr. MP Ramachandran. (=o)="Rs 2486 cr Revenue in FY 2023
 Jyothy Labs is primarily in Home Care and Personal Care © 2.8 Mn Outlets - Pan India availability

segments which constitute 50% of the Indian FMCG industry.

“—P 1.1 mn Direct Reach
Our Power Brands |
23 Manufacturing Plants

UJALA %o ‘m ZI'IEI'II(S; Mar go @ E 8200+ Channel Partners

Key Product Categories
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Fabric Care Dish Wash Household Insecticides Personal Care
# 1 —In Fabric # 2 - Dishwash #2 - Mosquito
Whitener since (bar and liquid) repellent cail,
its launch 4 category, by by volume
decades ago value terms
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MARKET SCENARIO

Business Environment :
e Stable domestic demand
* Healthy Growth across all channels
 Raw Material prices normalising over previous year
Focus on brand investments, product innovations and geographical expansion

Increased competitive intensity to drive volume growth

www.jyothylabs.com
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RESULT HIGHLIGHTS — Q2FY24 SNAPSHOT (CONSOLIDATED)

> Revenue at Rs 732 Crores increased by 11.1% (CAGR - 2 Yr 11.9%, 3 Yr 13.2%, 4 Yr 11.4%)

\

Gross Margin at 49.2% from 40.5% in the same period last year

|8
A&P Spend at 57.4 Crores (7.8% of Net Sales) versus Rs 41.5 Crores (6.3% of Net Sales) in the same
period last year, an increase by 38.2%
[

Operating EBITDA at 18.5% (Rs 135.4 Crores) versus 12.2% (Rs 80.4 Crores) in the same period last year,
anincrease by 68.3%.

> PAT at Rs 104 Crores as against Rs 65.4 Crores, in the same period last year, up by 59.1%
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RESULT HIGHLIGHTS — H1FY24 SNAPSHOT (CONSOLIDATED)

Revenue at Rs 1,419 Crores increased by 13%

\

Gross Margin at 48.6% from 40.2% in the same period last year

\

A&P Spend at 107.8 Crores (7.6% of Net Sales) versus Rs 86.6 Crores (6.9% of Net Sales) in the same
period last year, an increase by 24.5%

1
Operating EBITDA at 17.8% (Rs 252.8 Crores) versus 11.2% (Rs 140.3 Crores) in the same period last year,
an increase by 80.2%.

> PAT at Rs 200.2 Crores as against Rs 113.1 Crores, in the same period last year, up by 77.1%

> Cash balance of Rs 440 Crores as at September 30, 2023

* Jyothy labs www.jyothylabs.com 7



PERFORMANCE ACROSS CATEGORIES
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care insecticides

Growth (%)

Q2FY24 | 10.6% | 10.0% | 22.3% | 3.4%
i nes | 7.8% | oa% | s
i nas | 0.4 | e | 2.3% |
( Ezgxé‘;) | 13.1% | 12.8% | 13.1% | -2.2% |

H1FY24 l 14.1% l 10.3% l 21.7% l 6.8% l
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SNAPSHOT OF COMPANY’S PERFORMANCE (CONSOLIDATED)

_ QUARTER ENDED HALF YEAR ENDED
PARTICULAR/GROWTH -- KCHANGE O | PY | %CHANGE

REVENUE FROM OPERATION 11.1% 1,419 1,256 13.0%
OPERATING EBITDA 135.4 80.4 68.3% 252.8 140.3 80.2%
PAT 104 65.4 59.1% 200.2 113.1 77.1%

Financial Parameters

| QUARTERENDED | HALF YEAR ENDED

GROSS MARGIN 49.2%  40.5% 48.6%  40.2%
OPERATING EBITDA MARGIN 18.5% 12.2% 17.8% 11.2%
PAT MARGIN 14.2% 9.9% 14.1% 9.0%
A&P TO SALES RATIO 7.8% 6.3% 7.6% 6.9%
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FINANCIAL HIGHLIGHTS (CONSOLIDATED)

Net Worth (Rs in crores)
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EBITDA MOVEMENT (CONSOLIDATED)

PARTICULARS Q2FY24 H1FY24

EBITDA % - PREVIOUS PERIOD 12.2% 11.2%
GROSS MARGIN 8.7% 8.4%
EMPLOYEE COST 0.1% -0.1%
ADVERTISEMENT & SALES PROMOTION -1.5% -0.7%
OTHER EXPENDITURE -0.9% -0.9%
EBITDA % - CURRENT PERIOD 18.5% 17.8%

% Jyothy labs www.jyothylabs.com 11



BRAND PERFORMANCE

& INITIATIVES
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Q2 FY 2024

Category Wise
Business Share

www.jyothylabs.com
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Category Approach & Q2 FY24 Results

FY24
Approach

a Jyothy Llabs
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Fabric Care

Stay focussed on value
offering in detergents &
enter new geography for
post wash products. Build
scale across categories.

Strengthen equity on
brands further to become
brand of choice among
consumers and gain
market share
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Household
Insecticide

Consolidate and
innovate to increase
market share across
formats. Focus on
innovation to drive
brand affinity.

Leverage Margo brand
equity and enter new
formats/categories.
Build scale through with
a larger bouquet of
offerings in Toilet Soap
category.

www.jyothylabs.com
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Ujala Supreme

ATL campaign featuring
Superstar Taapsee Pannu
aired across key markets.

Thrust on gaining share

in low market share
geographies through

various BTL activities and
adding new users.
Increased emphasis on
digital medium to
increase usage
awareness.

* Market share at 84% in
MQ23

FABRIC CARE: UJALA (POST WASH & DETERGENT)

Ujala Detergent

ATL campaign featuring
Superstar Manju Warrier
aired in key markets.

Continued push on
driving liquid detergent
across southern markets.
Emphasis on digital
medium to drive
consumer engagement.

Ujala Crisp & Shine

ATL campaign featuring
Nayanthara aired in
Kerala and AP/Tel.

Emphasis on driving trials
through various
consumer engagement
initiatives.

*Source — NielsenlQ

www.jyothylabs.com
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FABRIC CARE: HENKO

ATL media campaign featuring Superstar Kajal

Aggarwal aired in key markets for ‘Henko Stain
Care’ and ‘Henko Matic'.

—

Continued drives on smaller packs to generate
trials.

Focus on BTL activities to drive consumer
engagement & visibility.

www.jyothylabs.com
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FABRIC CARE: HENKO DETERGENT POWDER & LIQUID

HIDESIGN

0 I B |
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Use of OOH advertising to drive visibility in high footfalls areas.

. o Presenting the new -~ ad
HEI'I/(O/ : Henko Matic Liquid.  /ENko- H k
Henko Matic Liquid sl bt ENKO~/ _—
2L Super Saver Pack. S S Mperey, Henko .f“:vu
‘Your machine wash specialist. presen ting the new Bity Hamko 2ha Bnck -
m ) i e and get a container
it Henko Matic Liquid. worth 1200
m} Your machine wash specialist. T o
o | )|
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| |
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of your clothes [} = goes g way...
k 5 sometimes even to
HENKY -
G
Welcomes
o Lord Bappa, o
\ ‘ G : U The caretaker of all creations . \
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Consistent use of social media to increase brand affinity

@ Jyothy Labs

High visibility for small pack to drive trials

www.jyothylabs.com
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FABRIC CARE: MR.WHITE AND MORELIGHT

Continued emphasis on driving distribution aimed at
increasing presence in the mass category detergent powder
segment. Local trade engagement initiatives in GT/MT and
promotions to drive trials on ecommerce were carried out.

W= SPECIAL OFFER I’AcA

=

www.jyothylabs.com
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DISHWASH: EXO BAR

Increased consumer
acceptance in LUP’s

Consistent drive on LUP
has enabled to get good
traction

Value Market Share*
CY22: 13.8%
SQ23 13.8%

Strengthening the brand in Key
Geographies through Multi-
media approach

With the aim of
increasing the pull
on the brand, Exo
has been investing

across outdoor

media like wall-
painting and OOH
apart from
conventional
medium.

*Source — NielsenlQ

www.jyothylabs.com
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DISHWASH: PRIL

LUP enabling on-
boarding new consumers
in General Trade (‘GT’)

Our focused drives
helping LUP’s
onboarding new
consumers in Liquid
Dishwash Category.

Value Market Share*
CY22: 14.8%
SQ23 14.3%

Sy

=

Bigger packs are

enabling to drive
stronger growths in
Modern Trade (‘MT’)

Large pack
driving
growth in MT

Large pouch
packs too
have started
contributing
significantly to
MT Sales

Pril Tamarind — Growth
driverin MT

Owing to superior
response, Pril
Tamarind is
becoming
consumers
preference of
choice

*Source — NielsenlQ

www.jyothylabs.com
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DISHWASH: OUT OF HOME ACTIVATIONS
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HOUSEHOLD INSECTICIDE: MAXO LIQUID & COIL

Liquid Vaporiser registered a positive growth with the
continued focus on distribution and consumer
engagement activities.

Coil overall stayed positive in H1 despite dry August
month receiving 36% less rainfall than usual.

ATL & BTL campaigns were deployed in priority markets

Value Market Share*
Coil
¥ CY22: 23.3%
‘ 5Q23 23.9%
g - N Liquid Vaporiser
CALMING -+ P = CY22 8.9%
=i : SQ23 8.1%

AROMA

‘FITS AL
MACHINES
S NOT Wor

TN Mach g

*Source — NielsenlQ
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NEW BRAND IDENTITY

r'" AUTOMATIC
MAX PROTECTION

POWERED BY

INTELLICHIP

-

MAXO GENIUS - NEW CAMPAIGN

NEW BRAND AMBASSADOR STRONG PROPOSITION

/

MAXO GENIUS

AUTO ATTACK AUTO PROTECT
For Instant Vapour Blast. For Sustained Protection.

.

4
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https://youtu.be/AU5wy1t8lNo

PERSONAL CARE

Introducing
Neem Natunals
~F e . _ Brand investments across mediums (ATL & Social)
For soft and beautiful skin a3 promoting & advocating the campaign featuring

) Superstar Raashi Khanna, propagating Margo as “Ek
Aachi Aadat (A good habit)” and benefits of Neem
helped brand register a strong growth in Q2 FY24.

-~

“~ 9

h Special emphasis on targeted use of influencers, social
media to build awareness and drive trials among younger
. target group

Emphasis on building the brand into a larger portfolio
with the launch of Margo Neem Naturals.

ek achhi aadat —=g

% Jyothy labs www.jyothylabs.com
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The confidence _
of celebrities on l,\*g
Jyothy Brands!

www.jyothylabs.com
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WAY FORWARD

* Continued focus on Volume Led Growth to achieve Higher Scale of Business operations

* Investment towards strategic brand building and direct distribution as it is a critical source of
competitive advantage and barrier to entry

* Focus on volume growth and market share gains

e Qverall, Demand environment to be remain resilient with festive season, government spends.

www.jyothylabs.com
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SHAREHOLDING PATTERN

As on 30 September 2023

Dl

14.82%
Promoter and Promoter Group
62.89% ,
Public
(0)
7.19% g
DIl
Public
Promoter and Promoter Group
$ Jyothy labs www.jyothylabs.com 27



DISCLAIMER

Some of the statements in this communication may be forward looking statements within the meaning of applicable laws and regulations.
Actual results might differ substantially from those expressed or implied. Important developments that could affect the Company’s
operations include changes in the industry structure, significant changes in political and economic environment in India and overseas, tax
laws, import duties, litigation and labour relations.

The information contained herein has been prepared to assist prospective investors in making their own evaluation of the Company and
does not purport to be all-inclusive or to contain all of the information a prospective or existing investor may desire. In all cases, interested
parties should conduct their own research/investigation and analysis of the Company and the data set forth in this information. The
Company makes no representation or warranty as to the accuracy or completeness of this information and shall not have any liability for any
representations (expressed or implied) regarding information contained in, or for any omissions from, this information or any other written
or oral communications transmitted to the recipient in the course of its evaluation of the Company.

While we have made every attempt to ensure that the information contained in this presentation has been obtained from reliable source,
the Company is not responsible for any errors or omissions, or for the results from the use of this information. All information in this
presentation is provided on "as is" basis with no guarantee of completeness, accuracy, timeliness or of the results obtained from the use of
this information and without warranty of any kind, express or implies including but not limited to warranties of performance for a particular
purpose. In no event will the Company its Directors, legal representatives, agents or employees thereof be liable to anyone for any decision
made or action taken by relying on data/information in this Presentation.

% Jyothy labs www.jyothylabs.com )8



THANK YOU

Contact for any queries

Sanjay Agarwal — CFO

Email: Sanjay.Agarwal@Jyothy.com

Contact No: +91 22 6689 2800/+91 9167012328

% Jyothy labs www,juothylabs.com 29
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