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clearly see that potential how can we see that kind of largely within a year or two

times that's our question number one and I'll follow up with that.

Yes, so just to clarify when we quoted the number of more than 25% growth, we
spoke about the entire 3,000 crores portfolio put together. We did call out that
Minimalist has grown strongly in double digit growth without specifying a
number for Minimalist. That's one. And second, of course Minimalist is a brand in
beauty space and focused and anchored in skin and we will do selective
portfolio expansion of that as we speak, leveraging all the four synergies. We
have a very clear business case which is what the board approved as we
acquired the business and our job now will be as a team. Remember we just
acquired the business on 271t of April, so it's been like a quarter since we are now
running the business with the founder and all the four synergies that we spoke
about be it R&D innovation, be it offline expansion selectively, be it leveraging
the network of Unilever for international expansion or for that matter the supply
chain benefit that Minimalist should get. We are focused on realizing all these
synergies to drive topline growth and profitability and invest back in the business.
So yes we are committed to ensure that the business grows very well and we had
called out when we had acquired the business it's a brand that is pretty well
crafted and built up in four years' time, since launch it had a scale and reached a
Rs. 500 crore ARR business. So that's the scale at which Minimalist has grown, and
we want to keep supporting and ensure that we will be able to use the full
opportunity that the brand presents itself with by leveraging scale and benefit of

Hindustan Unilever.

Got it. That's very helpful and let me just stretch it a little bit on, because | think
the skin is fragmenting because of the large benefit spaces are emerging and so
maybe the one brand or new two brands even the architecture needs maybe
more plethora of brands to capture all the benefit spaces and one way to
acquire, one way to build one way to borrow from Unilever as you rightly say,
but do you see any Unilever brand which you kind of think that could come to
India or is it possible that you acquire a brand outside with an intention to bring

to India specifically all these options are possible for sitting in your portfolio
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because | believe that skin needs a lot more brand and given the fragmentation
is on the rise to play rather than playing through 3 or 4 major brands. Well | don't
know, want to get your thoughts on how organically or inorganically this

business could be beefed up from what it is today?

We acknowledge that you need more than just a few big core brands, which is
why we have Core, Future Core and Market Makers mindset especially for B&W
which is why you've seen us doing exactly those things. We have built brands for
the market say Novology. We have brought brands like Simple from Global
Unilever into India, expanding fast with more than a Rs. 100 crore ARR and Love,
beauty & Planet, also more than Rs. 100 crore ARR. We have brought in the global
brand Liquid I.V. and Nexxus just this year. Both of these are serving very niche
segments in Wellbeing and the Beauty market respectively. We have full
intentions of bringing the prestige brands from the global stable into India and
the work is well on the way to do that. So there will be a few core big brand
equities, let's call it to the center of our plate like Pond's, Lakmé, Glow & Lovely,
Dove to name four, and then there'll be satellites serving several small need
spaces in this area such as Minimalist on Active Science or Simple on Clean Beauty
and so on so forth. So, there's basically every intention we have of us to serve all

of segments with this kind of portfolio play.

That's very helpful, Rohit. Thank you so much for that and can | ask just one small
bit on Glow & Lovely. You said the Glow & Lovely sequentially has done better
and it's kind of largely flattish but a lot of this portfolio action has happened in
early part of the year and do you see portfolio reshaping is complete and its other
actions on promotion and distribution and building reaching out to more
consumers that's a path pending for kind of turning into growth or how in second
half this portfolio could jump to positive territory from where it is today? What

could you specify what would take it there?

So, we are doing three main actions. First of all, we are not yet above water fully
and there's work to be done, but it is sequentially improving from last year. That

is definitely helping us and like | said even that decreased decline so to speak we
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take it out, the rest of the business is growing near double digits but Glow &
Lovely is an important part, profitable part of our business and we are fully
focused on making that grow. So 3 main actions; one is to renovate the Core to
make it contemporary and we have done that early this year, so that started with
new proposition of renewing cells, a new pack which is more modern, even
sensorial, very important change by the way, because we're finding that as
weather conditions have changed as consumers reference points of what is
good moisturization or brightening has changed or sensorials have changed. We
have also had to change the way the product feels on skin, less sticky, less heavy,
etc. but it's not a straightforward call, it's quite nuanced because our consumers
for tubes and sachets are different. The weather conditions in North, Central and
South are different, so we have done a lot of work to optimize the product now
and that's also gone into the market. We have of course new advertising. So, on
the core, we are addressing all levers, all six P’s to get the usership of the core to
grow. What's already working for us is our extension to a lighter sensorial Glass
Bright product with ajar. That extension is doing quite wellin fact we were supply
short now, we are actually scaling it and we expect to make it a significant part
of the of the total brand and that could also drive our growth on the total, going
forwards. And that is basically a modernized Glow & Lovely for consumers
looking at a modern premium type proposition but not at a very high cost and |
think only Glow & Lovely with its reach and brand name recall can offer that. We
are also entering new formats like serums and sunscreens. Those are relatively
small at this point but that basically makes sure that Glow & Lovely offers
consumers there for every type of benefit and format that they seek without
shelling out a huge amount from their pocket and | think our distribution reach of
both media and availability are under our spotlight and those are also being
driven. So, we are very focused on this Core business and are making sequential

progress.

Okay. Thanks so much, Rohit. Thanks for the details this time. Wish you all the best.

Thanks a lot.

Thank you, much appreciated.
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Thank you. Next question is from the line of Percy Panthaki from IIFL Securities.

Please go ahead.

Hi, good evening, everyone. My first question is on the detergent’s portfolio. So,
you had mentioned this last quarter also and it's going according to that only that
there is a sort of going to be further investments in detergents and we have also
seen an average selling price kind of a decline there. Just wanted to understand
how much of this decline in ASP is driven by the price competitiveness in the
liquids portfolio? | mean liquids is maybe let's say 10%-15% of whatever of the
business. So would you say that it has its fair share of the decline or it's lower than
the fair share, higher than the fair share, that is one. And secondly you mentioned
that thisis also in response to higher competitive intensity in the overall detergent
space, I'm assuming this is including powders notjust liquids. And if that is the case
in powders who's driving this competitive intensity? Is it the other large MNC or
any other large sort of national player or is it some sort of small and regional

players who are driving this? So, this is my first question on Home Care please.

So overall on Home Care as you rightly alluded, Percy, that we have grown high-
single digit in terms of volume and you saw that our reported growth, our
Underlying Sales Growth was 4% which means we had negative pricing. Now all
the pricing actions that we had to do for two reasons, A) because of deflation in
commodity, the entire crude basket and many of the commodities like soda ash
had seen deflation - Those we had already passed on to consumers. The second
area and reason why we had done a price decrease was competitive reason and
I'll click down since your question is more focused on that. So, both put together
the pricing actions have got deployed in the previous quarters. In this quarter no
further new action happened. It is basically the play out of decisions that we have
done previous to this. So, year-on-year hence you see a decline in terms of
pricing in the business. Now when it comes to what part of the portfolio to your
question has been commodity linked and what part of the portfolio is
competition linked, of course very difficult to let me say give a number to each
of them but let me still help you with some color on it. The area which has seen

more commodity decline is crude oil and crude basket, that impacts more on
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laundry powders and detergent bars. When it comes to liquids, remember liquids
are basically by and large, there are many materials in it but again that's palm oil
and palm oil derivative linked active detergent in it. So, there we have seen
inflation. So, for competitive reasons when we have reacted to price we reacted
to price in liquids and in laundry bars. By and large, powders have been more
commodity linked. So, | hope that gives your understanding which portion has

been driven with what.

And the competitive action more by MNC or national players or more by small

regional players?

What happens for liquids you see it's still a concentrated market with few players.
When it comes to detergent bar, it's pretty well spread out with multiple players,
global players, local players, regional players. So, it's a pretty spread out

competition on the detergent bar. Liquids is more concentrated to few players.

So, on powders whatever price cuts have happened, have happened mainly on

account of commodity only and not any competitive action?

You can never say it only on account of A or only on account of B.

But very largely?

As | mentioned largely is on account of reason of commodity for powders

largely.

Sure. My second question is on Glow & Lovely again, of course a lot of it has
already been discussed but see right now the brand is in decline and of course
it'simproving butit's still in decline. So, this is my thought process and let me know
whether it's a fair way to look at it. That a combination of whatever little bit of
demand revival on a macro basis plus the actions you are putting in place will
bring the brand back to sort of even keel, it will not decline. But we should not
have too much of a growth expectation from this brand even if it remains sort of

flat it should be okay. The reason is that we should probably be looking at
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whether we are serving the customer in some way or the other. Now if the
customer is upgrading and we catch that upgrading in some other brand that
should also be okay so would this be a fair thing to say that over the next, let's say
Jto5yearsif Glow & Lovely sort of remains flat that's a more realistic expectation

and we will catch those customers in some of the other brands?

Firstly, we play a portfolio, high level for Skin Care as we just said we have to go
where the growth is. Growth is more premium, more new formats and spaces
more modern channels. So clearly we're going to go where the growth is and
clearly consumers are upgrading, and we want to be the one driving those
upgradations. So high level what you suggested is the right allocation of
resources that's exactly what we are doing. We call it ASPIRE but it's pretty much
that. That said each and every brand manager who handle a particular brand,
their job is to grow the brand and the Glow & Lovely brand manager has got that
mission - is to grow the brand as if it was a company. It's already close to Rs. 2,000
crores, so it could be a company and the mission to that particular brand
manager is please grow this brand, get more users, more usage, more benefits
and that's what they're going to do. Obviously given it's already at a big scale and
many of the consumers are upgrading, could be users of Glow & Lovely, there
will be that pressure but we have so many more brands like Pond’s, Lakmé and
others that we just spoke about to really take those consumers to those new
brands. That's what we have done in Home Care with Surf excel and with Taj and

Lipton in Tea. So that's the story of the Indian market upgradation.

Sure and with the actions you've taken, how long do you think it will be before

this brand comes back to a YOY growth?

I think it would be difficult to put a number, specific precise number to that. We
do see sequential improvement. So, if that continues to be the case in the future
which is what our plans are, then it should be a few quarters at which time this
should be in that position. | think that is as much of precision as | can give at this

point.
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And very quickly last question would be that in Skin Cleansing, for the last few
quarters we have seen Lux doing much better and sort of Lifebuoy lagging. There
are certain issues with Lifebuoy. | think you did a relaunch as well. So, can you
give some idea as to whether now Lifebuoy is more or less growing in line with

your category growth or not yet?

Lifebuoy is clearly not yet growing in line with the total business, but our intention
there is for it to gain share of the hygiene segment because what we can't do is
go against the consumer shifts. Consumer shifts are going more and more
towards upgrading to new formats, more beauty, more skincare etc. where we
have absolutely the right brands to catch those consumers through Dove, Pears
and liquids agenda. The hygiene segment is clearly, after COVID, under more
pressure and within that we want Lifebuoy to gain market share. It is doing better
than its peers in that segment, but there's more work to be done and we are on

the journey.

Thank you. Next question is from the line of Mihir Shah from Nomura. Please go

ahead.

Thank you for taking my question. Firstly on Gross Margin, the gap between NMI
and UPG has widened this quarter also if | see the palm oil prices recently they've
started to become inflationary again, how should one triangulate your comment
on sequential improvement in Gross Margin with low pricing led growth going
forward and this GPM improvement that you are expecting will it largely be

driven by cost efficiencies and better mix, so that's my first question?

Overall as you saw that there's a price versus cost gap that we have this point in
time and we label that that gap is more transitory in nature and we called out
three different reasons for that as part of the prepared remarks. Tea, we are
pricing to replace not to consumption so there is a price versus cost gap. It sorts
itself out as we move forward number one. Number two for Home Care all that
we had to do we have done in terms of passing on the benefit of commodity and

also competitive reason for taking price decrease and that's second reason why
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we have seen the price versus cost hurt and third is in the space of overall
Horlicks where the pack-price architecture correction that we did to drive
consumption. Now good news is all three actions are yielding results in terms of
growth and we had anticipated this, which is why in our prepared remarks in the
previous quarter we had called out that you will see gross margin moderation in
quarter to come. That's exactly what the quarter has played out. Now going
forward we believe that from next quarter onwards we should start seeing
improvement in Gross Margin levels compared to where we are now and this
improvement will come from a better let me say a smaller price versus cost gap,
number one. Number two, improved mix as we're driving more sales or Beauty &
Wellbeing ahead and other parts of the premium portfolio - We spoke about 500
bps is the amount of change which is happening towards Future Core and Market
Makers portfolio. And third by driving net productivity across all lines of the P&L.
So all those three actions put together we will be able to improve Gross Margin
compared to where it is today but as | mentioned earlier that we will invest back
this improvement of Gross Margin into other lines of the P&L to drive growth and
hence our EBITDA margin, our outlook doesn't change, it remains what we gave
in the previous quarter which is the range of 22% to 23% is what we want to

operate for next few quarters.

Understood. Thanks for that. Secondly, on your comment on your ad spends
again, so basically if you see your lower raw material prices usually also lead to
higher competitive intensity. Are you sensing any competitive intensity to go up
and hence the higher ad spends budgeting apart from the investment that you
want to do in the brands and also with the economy opening up or getting better,
how should one think about the new digital brands again to mushroom and start
growing faster and know probably some way hurt the growth of other legacy

brands. So, your comments on competitive intensity on this?

So, coming to A&P and the intensity there, a year back in the period of deflation,
we had seen heightened intensity and which is why our A&P levels were
different. Regardless, in a time where there's a higher heat or lower heat, our

principle is very clear. Share of voice ahead of share of market and that's how we
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operate - that's principle number one. And of course then you always do A&P for
the objective of reach and frequency depending upon the activity that we have
on innovation in the quarter. That is what determines the absolute amount of A&P
that you want to spend in the business. This quarter as we spoke we spent
sequentially 40 bps more - Rs. 150 crores more because this is exactly what we
had to do to deliver on our objectives of the way we allocate media. The second
big thing which is changing there is, of course, the composition of how much is
traditional media how much is digital media. If | look at last 12 months' time now
we have crossed more than 50%, now 50% of media investment goes into digital
compared to traditional, in fact in the latest quarter the number is even higher.
So, as intensity happens, we are very clear that for us driving competitive volume
led growth is first priority and we will do investments in the business as required
and that's also the reason | called out earlier that the improvement of Gross
Margin we will invest in the business. We have a large agenda of portfolio
transformation and dialing up more growth in the demand spaces which is where
consumers are going and spending money in the Market Makers portfolio and
Future Core and we will continue to dial up and reallocate our resources to that

space. So, you will see this happening going forward as well.

Understood. Thank you very much. Mr. Jawa, it was a pleasure interacting with
you and wishing you all the very best and also Priya best of luck for your new

role. Looking forward to interacting with you.

Thank you so much.

Thank you very much. Ladies and gentlemen, I'll now hand the conference over

to Mr. Yogesh Mulgaonkar for closing comments.

With that we now come to the end of the Q&A session. Before we end, let me
remind you that the playback of this event will be available on the Investor
Relations website in a short while. Thank you everyone for your participation and

have a great evening.

Thank you very much.
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Rohit Jawa: Thank you all.
Priya Nair: Thank you.
Moderator: Thank you very much. On behalf of Hindustan Unilever Limited that concludes

this conference. Thank you for joining us and you may now disconnect your lines.

Thank you.

Disclaimer: This transcript has been edited to remove any grammatical inaccuracies or inconsistencies of

English language that might have occurred inadvertently while speaking
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