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Safe Harbor 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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SQ 2014 — Context

Business environment remains challenging

- Market growth (volume & value) remains soft across categories

* Small / price point packs continue to lead growth

- Input costs soften towards end of quarter

- Competitive activity remains high

* Media intensity up sequentially, although lower than exceptionally high base quarter



Input costs soften towards quarter end
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SQ 2014

Competitive and profitable growth sustained

- Domestic Consumer business grows by 10%, ahead of market

* 5% underlying volume growth

- Operating Profit (PBIT) at Rs.1166 crores, up 14%; margin expands +50 bps
e COGS higher by 160 bps; impacted by higher consumption costs in quarter
« Companies Act 2014 impact of additional depreciation charge Rs. 9.6 crores (13 bps on margin)
Competitive spends maintained across segments; A&P at 12.4% of sales (lower by 175 bps)

o  Other expenditure down 30 bps, driven by operating efficiencies
- PAT (bei) at Rs. 957 crores, up 8%; Net Profit at Rs. 988 crores, up 8%

- Impact of lower fiscal benefits - topline (90 bps), margin (30 bps), ETR (520 bps yoy)

Domestic Consumer business = Domestic FMCG + Water; COGS - Cost of Goods Sold 7
A&P - Advertising & Promotion; ETR - Effective Corporate Tax Rate



Broad based growth across all segments

Sales growth %

Soaps & Detergents 11
Personal Products 10
Beverages 7
Packaged Foods 14

Domestic Consumer grows at 10%

Sales growth = Segment Turnover growth excluding Other Operational Income 8



CATEGORY HIGHLIGHTS



Winning with Brands
Continued focus on innovations
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Winning with Brands
Impactful 360 activation

Tirpertance of Grushing
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Winning with Consumers

Re-organizing to meet the needs of Many Indias (Sept 2014)

Current India = Diverse = Many Indias Proposed

4 Branches . 5 Branches, 14 Consumer Clusters

Structure | Processes | Empowerment | Micro Marketing



Skin Cleansing

Double digit growth

" N . - Price led growth driven by Lifebuoy, Lux and Dove
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Home Care

Double digit growth led by the premium segment

- Laundry
e  Surf sustains its strong volume led growth momentum
* Rin growth further accelerates, bars portfolio does particularly well
Wheel growth continues to step-up post re-launch

 Comfort does well; focused on market development

- Household Care

Growth led by Vim, driven by robust performance on liquids

14



Skin Care

Volume led double digit growth in FAL and Pond'’s

FAL = Fair and Lovely

N2 N N .\

FAL continues to build momentum post re-launch

Pond’s growth led by premium skin lightening and talc

Pond’s Men and FAL Men doing well in Men’s segment

Lakme performance driven by Perfect Radiance and CC Cream
Facial cleansing portfolio sustains strong double digit growth

Vaseline impacted by higher winter sell-in in base quarter

15



Hair Care

Volume led double digit growth

- Shampoos deliver another strong performance

Dove registers robust growth

Clinic Plus steps up on impactful activation

TRESemmé continues to gain ground; ‘Spa Rejunvenation’ variant added

Broad-based growth across formats; sachets grow faster

MASSAGEABLE
. CONDITIONER

- Focus on market development for Conditioners sustained

HAIR SPA
REJUVENATION
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Oral Care

Subdued performance in quarter

| Pepsodent CLOVE + SALT EVERY

—
p, Y
Switch to Mixm Gum Care
DAY. for Healthier Gums™ and Stronger Teeth.
EEEEEEEEEEEEEEEEEEEEE -

1

- Close Up delivers activation-led growth
=  Encouraging initial response to ‘Diamond Attraction’

=  Small packs continue to lead growth

- Pepsodent performance muted by high comparator

due to re-launch in base quarter
»  Salt and Clove variant launched

=  Gum Care re-launched under ‘Expert Protection’ range
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Color Cosmetics

Consistent double digit growth

- Lakme sustains robust innovation led growth

« Corerange, 9 to 5 and ‘eyeconic’ do well

»  Exciting launch of the Lakme 9 to 5 ‘Crease-less lip balm’

ELLE MAKE YOUR QWN .
i& Shade e  Brand buzz around another successful Lakme Fashion Week

- Elle 18 goes digital with ‘Make your own shade’ activation

Water resistant Black Out Liner and Kajal introduced
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Beverages

Volume led growth in Tea and Coffee

- Teadelivers healthy volumes, price growth fades
»  Driven by strengthened brands and sharper activation
* Performance led by Red Label and 3 Roses
*  Focus on market development for Green tea continues
*  Another quarter of sales doubling

. Green tea bag ‘Honey & Lemon’ and ‘Tulsi’ flavours launched

- Bru Coffee registers double digit growth, core steps up
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Packaged Foods

Double digit growth in Kissan, Knorr & Kwality Walls

- Kissan sustains its strong activation led growth momentum

- Knorr delivers broad based growth; Instant Soups double

- Kwality Walls and Magnum register another robust quarter
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Packaged Foods
Fourth successive quarter of double digit growth
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Unlocking everyday relevance Driving adoption and trials Sharper in-market execution




Pureit

Double digit growth

- Premium innovations lead growth

e Pureit Ultima (RO + UV) doing well

- Focus on market development - building relevance

s BEWARE!
L Your clean looki
- water could havsng
Lead & Rust.

Den't Take A Chance.
Get Pureit.

'ib Hinsliastan, Lnifiver
2150~ purcg
onwards

Mcﬂ 1860 180 1000
= wwm puraitwirtar. com

- Modern Trade and Pureit Perfect Stores drive growth
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UV: Ultra Violet; RO: Reverse Osmosis



SQ 2014

Results summary

Rs Crores

Particulars Growth %
Net Sales* 6,747 7,466 11
PBIT 1,021 1,166 14
PBIT margin (%) 15.1 15.6 50bps
PAT bei 883 957 8

Net Profit 914 988 8

* Domestic Consumer grows at 10%
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SQ 2014

PBIT to Net Profit

Rs Crores
Particulars Growth %
PBIT 1021 1166 14
Add : Other Income 151 198
Less : Finance Costs 6 6
Exceptional Items — Credit / (Charge) 33 49
PBT 1200 1406 17
Less : Tax (286) (418)
Net Profit 914 988 8

Other income includes

* Interest, dividend and net gain on sale of other non trade current investments of Rs. 98 crores (SQ'13: Rs. 96 crores)
« Dividend income from trade non current investments Rs. 100 crores (SQ'13 : Rs. 55 crores)

« Additional depreciation charge of Rs. 9.6 Crores (including JQ’14: Rs 4.8 crores) taken pursuant to the adoption of the provisions

of the new Companies Act 2013
« Exceptional items include profit on sale of surplus properties of Rs. 49 crores (SQ'13: Rs. 38 crores)

» Effective tax rate for the quarter is 29.5% (SQ'13: 24.3%)
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SQ 2014

Results summary

Competitive and profitable growth sustained

 10% Domestic Consumer growth, ahead of market
0 5% underlying volume growth
 Competitive spends maintained, albeit lower than exceptionally high base quarter
e PBIT margin expands +50 bps
o Higher consumption costs, additional depreciation and phase out of Excise benefits, offset by -

o Lower A&P spend, operating efficiencies
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FIRST HALF 2014-15



First Half 2013-14

Strategy on course

COMPETITIVE GROWTH CONSISTENT GROWTH
...ahead of market ...Steady UVG in a soft
market

M Reported UVG Intrinsic UVG

SQ'13 DQ'13 MQ'14 JQ'14 sQ'14

Market / Domestic Consumer UVG

Domestic Consumer business = Domestic FMCG + Water; UVG = Underlying Volume Growth

PROFITABLE GROWTH

...expanding margins whilst

investing competitively

PBIT +90 bps

FH 2013-14 FH 2014-15

PBIT Margin
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First Half 2014-15

Results summary

Rs Crores

Particulars FH’13-14 FH’14-15 Growth%
Net Sales 13435 15036 12
PBITDA 2171 2559 18
PBIT 2041 2415 18
PBIT margin (%) 15.2 16.1 90 bps
PAT bei 1768 1977 12

Net Profit 1933 2045 6

* Domestic consumer business grew by 12% in FH’'14-15, ahead of market

o0 Underlying volume growth of 5%

* Net profit growth FH'14-15 impacted by step up in effective tax rate and
higher exceptional items in base
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Interim Dividend

FH FH

Particulars 2013-14 2014-15

Dividend Per Share (Rs.) 5.5 6.0

Total Outflow - Dividend + Tax (Rs. Crs.) 1391 1557
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Looking ahead

- Market continues to remain soft

- Positive on the medium-long term outlook for FMCG

- Strategy unchanged

0] Manage the business for long term growth

. Consistent, Competitive, Profitable, Responsible Growth

0] Invest to strengthen the core and lead development of emerging categories

- HUL well positioned : Brands, Capabilities, Talent
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For more information & updates

VISIT OUR WEBSITE

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