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Safe Harbour Statement 

This Release / Communication, except for the historical information, may contain statements, including 
the words or phrases such as ‘expects, anticipates, intends, will, would, undertakes, aims, estimates, 
contemplates, seeks to, objective, goal, projects, should’ and similar expressions or variations of these 
expressions or negatives of these terms indicating future performance or results, financial or 
otherwise, which are forward looking statements.  These forward looking statements are based on 
certain expectations, assumptions, anticipated developments and other factors which are not limited 
to, risk and uncertainties regarding fluctuations in earnings, market growth, intense competition and 
the pricing environment in the market, consumption level, ability to maintain and manage key customer 
relationship and supply chain sources and  those factors which may affect our ability to implement 
business strategies successfully, namely changes in regulatory environments, political instability, 
change in international oil prices and input costs and new or changed priorities of the trade.   The 
Company, therefore, cannot guarantee that the forward looking statements made herein shall be 
realized. The Company, based on changes as stated above, may alter, amend, modify or make 
necessary corrective changes in any manner to any such forward looking statement contained herein 
or make written or oral forward looking statements as may be required from time to time on the basis 
of subsequent developments and events.   The Company does not undertake any obligation to update 
forward looking statements that may be made from time to time by or on behalf of the Company to 
reflect the events or circumstances after the date hereof. 
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Clear and compelling strategy 

 
Consistent Growth  
 
 
Competitive Growth 
 
 
Profitable Growth 
 
 
Responsible Growth 

Strategic framework Sustainable Living Plan Goals 



5 

JQ’12 – Business environment 

 FMCG markets grow in double digits 

• Soaps and Detergents growth led by pricing  

 Competitive intensity sustains 

 Inflationary pressures continue 

• Currency offsets commodity 
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JQ’12 - Strong Performance 
Growth profitable and broad based 

 Domestic Consumer business grows by 18.7% 

• Strong 9% Underlying Volume Growth 

• Double digit growth across both Home & Personal Care and Foods 

• Growth continues to be led by Modern Trade and Rural 

 Operating Profit grows by 30%; margin up 180 bps 

• Judicious pricing combined with relentless focus on  buying efficiencies & CEPs 

• COGS down by 220 bps; A&P up 160 bps 

 PAT (bei) at Rs. 855 crores, grows by 48%; Net Profit Rs. 1331 crores,  

up by 112% 

• Exceptional income of  Rs. 607 crores arising out of sale of properties 

 

Domestic Consumer business = Domestic FMCG + Water 
CEP: Cost Effectiveness Programs; COGS: Cost of Goods Sold; A&P: Advertising & Promotion 
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Broad based growth  

Growth % 
JQ ’12  

Soaps & Detergents 

Personal Products 

Beverages 

23.7 

16.7 

7.4 

17.3 

Domestic FMCG^ 18.7 

Domestic Consumer^ 

Packaged Foods 

^ Excludes Other Operational Income   

Domestic Consumer business = Domestic FMCG + Water 

18.7 
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Winning consistently 
Sustaining strong volume led growth 

FH 2011-12 SH 2011-12 JQ'12 

UVG UPG 

Domestic Consumer Business Growth 

Domestic Consumer business = Domestic FMCG + Water 

UVG: Underlying Volume Growth; UPG: Underlying Price Growth 
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Winning with brands 
Continued focus on innovations 

Fair and Lovely advanced multi vitamin with 
benefits of a skin treatment 

Axe soap bars  
Engineered for guys 

Vaseline moisture 
therapy Heel Cream 

Lakme Perfect Radiance 
range 

Pepsodent Expert 
protection range 

Pepsodent 
Mouthwashes 

Pureit Advanced with Double Protection Kissan ‘sweet and spicy’ 
ketchup 

Selection 100 ml cups in 
four international flavours 

New Vanilla Supreme 
from Kwality Walls 



11 

Winning in the marketplace 
Bushfire 2012 

6000 EMPLOYEES ACROSS INDIA STORES CONVERTED PERFECT 48000 
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Media intensity sustains  
Investing for growth 

Source: Mindshare & HUL internal estimates 

 Overall media intensity up sequentially 

 Competitive spends maintained 

• A&P spends up Rs. 187 crs to Rs. 820 crs  

o +160 bps to 13.1% of sales 

• Brand investments stepped up in all segments 

• Focus on driving 360° engagement continues 

Industry GRP – indexed chart 

360 degree engagement 
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Operating Margin expansion 
Recovering the dip in base year  

 13.9  

 12.6  
 12.1  

 13.7  

 15.0  

 13.1  
 12.7  

 14.5   14.3  

 12.6  

 13.9  

 16.5  

 13.3  

 15.6  

M
Q

'0
9 

M
Q

'1
0 

M
Q

'1
1 

M
Q

'1
2 

JQ
'0

9 

JQ
'1

0 

JQ
'1

1 

JQ
'1

2 

SQ
'0

9 

SQ
'1

0 

SQ
'1

1 

D
Q

'0
9 

D
Q

'1
0 

D
Q

'1
1 

Operating Margin % 

Benefitted from low base  



CATEGORY HIGHLIGHTS 
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Skin Cleansing 
Double digit growth across all segments 

 Growth ahead of market with strong volumes 

 All key brands grow in double digits 

• Dove and Pears drive strong premium segment growths 

• Lux growth momentum further accelerates 

 Axe Bar launched during the quarter 

 Liquids continue on high growth path 
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Home Care 
Strong broad based growth 

 Laundry: Growth ahead of market 

• All brands and formats grow in double digits 

• Strong performance in premium portfolio 

• Surf and Rin deliver double digit volume growth 

• Comfort more than doubled during the quarter 

 Magic water saver launched in a test market 

 Household Care: Vim grows in double digits 

• Vim liquid continues to grow strongly 
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Skin Care  
Sustained double digit volume-led growth 

 Double digit growth in FAL, Pond’s and Lakme 

• Broad based growth in FAL; core relaunched during the quarter 

• Pond’s performs well at the premium end led by Age Miracle 

• Lakme strengthened with the relaunch of Perfect Radiance range 

o Capsule Treatment launched with revolutionary technology 

• Vaseline Heel Cream introduced during the quarter 

 Strong momentum in Facewash sustained 
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Fair and Lovely advanced multi vitamin relaunch 
Not just a cream, it’s a Fairness Treatment! 
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Hair and Oral  
Volume led double digit growth 

 Hair - double digit growth across formats 

• Dove momentum sustained; volumes double again 

• Conditioners continue to lead market development 

 

 Oral – growth stepped up; led by Pepsodent 

• Pepsodent Expert Protection range launched in end June 2012 

• Foray into Mouthwash  
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Beverages 
Growth led by Coffee 

 Tea growth led by Modern Trade 

• Red Label delivered volume led double digit growth 

• Taj Mahal Tea Bags & Lipton Ice Tea do well 

• Taaza under pressure 

 Strong performance in Coffee sustained 

• Growth broad based; across Instant and Roast & Ground 

• Innovations continue to perform well 
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Packaged Foods 
Driven by core 

 Kissan – growth led by volumes 

• Ketchup delivers 11th consecutive quarter of double digit growth 

o Portfolio expanded with Sweet and Spicy launch 

 Knorr – mixed performance 

• Double digit growth in Soups 

• Step up needed in balance portfolio 

 Kwality Walls continues strong growth momentum 

• On the back of 18 new variants launched at onset of season 
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Pureit 
Business on track 

 Business delivers double digit growth 

• Marvella RO continues to grow volumes 

• 3000 litres germ kill kit grows strongly 

 Pureit Advanced with double protection launched 

 Leveraging IT to step up execution and efficiencies  
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JQ’12 – Results 
FMCG exports demerged – reported numbers not comparable 

Rs Cr 

Particulars JQ’11 JQ’12  Growth%  JQ’11 JQ’12  Growth%  

Net Sales 5496 6250 13.7 5233 6250 19.4 

PBITDA 754 966 28 728 966 33 

PBIT 698 909 30 677 909 34 

PBIT margin (%) 12.7 14.5 180 bps 12.9 14.5 160 bps 

PAT bei 578 855 48 562 855 52 

Net Profit 627 1331 112 611 1331 118 

 Domestic Consumer Business grows by 18.7% 

 EBIT margins up 180 bps 

 PAT (bei)  up 48% 

HUL (as reported) HUL (ex FMCG exports) 

Domestic Consumer Business = Domestic FMCG + Water  
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JQ’12 – Exceptional items 

Rs Cr 

Particulars JQ’11 JQ’12 

Assets Sale 51 607 

Others 8 (2.5) 

Total 59 605 

JQ ’12 assets sale includes sale of Gulita (Mumbai)  and Whitefield (Bangalore) 
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JQ’12 – PBIT to Net Profit 

Rs Cr 

Particulars JQ’11 JQ’12 Growth 

PBIT 698 909 30% 

Add : Other Income* 51 219 

Less : Finance Costs (0) (5) 

Exceptional Items – Credit / (Charge) 59 605 

PBT 807 1727 114% 

Less : Tax # (180) (396) 

Net Profit 627 1331 112% 

• * Other Income includes –  
o Interest income, dividend income and net gain on sale of other non-trade current 

investments Rs 112.4 Cr (JQ’11 : Rs 50.6 Cr) 

o Net long term gain on sale of other non-trade investments Rs 71.7 (JQ’11 : Nil) 

o Interest on Income Tax Refunds Rs 34.5 Cr (JQ’11 : Nil) 

• # Tax : Write back of excess tax provision of earlier years Rs 15.8 Cr (JQ’11 : Nil) 
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JQ’12 summary 

 Strong 18.7%* growth with 9% UVG in a challenging environment 

 Operating Profit up 30%; margin recovery (+180 bps) 

 PAT (bei) grows by 48% 

 Strategy on track and delivering 

* Domestic Consumer Business (Domestic FMCG + Water); UVG – Underlying Volume Growth 
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Looking ahead 

 Medium Term 

• Consumer growth drivers and market trends positive 

 Near Term Challenges  

• Monsoon 
• Currency  
• Inflation 

 Competitive intensity will sustain 
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We remain committed to our strategy 

 
Consistent Growth  
 
 
Competitive Growth 
 
 
Profitable Growth 
 
 
Responsible Growth 

Strategic framework Sustainable Living Plan Goals 
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Results JQ’12  
Investor Presentation – July 24, 2012 

For more information please visit http://www.hul.co.in  

http://www.hul.co.in/
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