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Rohit Jawa:

March Quarter and Financial Year 2025 Earnings call of Hindustan Unilever Limited

Ladles and gentlemen, good day, and welcome to Hindustan Unilever
Limited Conference Call for the Results of March Quarter and Financial Year
ended 31stMarch 2025, As arerinder, all participant lines will be in the listen-
only mode and there will be an opportunity for you to ask questions after the
presentation cancludes. Should you need ussistance duting this conferenhce
call, please signal an operator by pressing ™" then “0° on your touch-tone
phane, Plaase nota that this confarence Is belng recorded.

I now hand the conference over to Ms. Shilpa Kedia, Group Financial
Confreller and Head of Investor Reiations. Thank you, and over to you, Ms.
Shilpa Kedia.

Thank you, Neerav. Good evening, everyone. Welcome to the conference call
of Hindustan Unllever Umited. This evenling, we will be covering the results of
March guarter and financlal year ended 31st March 2025, On the call with me
I2 Rohlit Jawa, CEQ and Managlng Diractor and Ritash Tiwarl, CFO,

We will start with the prepared remarks from Rohlt and Ritesh. We expect this
to take around 30 minutes, leaving us with approximately an hour for the Q&A
sasslon. We will look to end tha call by 5:30 PM. Bafore we get started with the
presantation, | would like ta draw yourattention to the safe harbor statement
Included In the presentation for good order sake. With that, over to you, Rohlt

Good evenlhyg, everyane. Thank you far Jelning us on the call today., I'll begin
with an update on the operating context for financlol year '24-'25, followed
by an overview of our perfarmance and k=y highlights for the year.
Subsequently, Ritesh will proceed to detall our quarterty and financial year
performance, concluding with the mid to near term outlook.

FMCG matket witnessed subdued demand trends In the financlal year '24~'25,
Rural demand continued te Improve gradually while urban demand
moderated over the year. While syndicated data is available only for general
and medern trade, we nlso incorporate e-commerce data from our partners
for internal tracking. Including e-commerce data, urban demand continues
to moderate during the year, reflecting a trend similar to that observed in the
shared chart
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Commadity movements displayed divergent trends thls year. Signfflcant
inflation was observed In palm cil, tea and coffee, whereas crude ail, soda
ash and skimmed milk powder were deflationary. Palm viland tea prices have
eased sequentially, while rupee has further depreciated against the dallar.
Gliven the cunrent geopolitical climate, we will continue to closely watch this
space for any volatility.

In this backdrop, we focussed on our prioriies of driving volume growth and
strengthening compétitiveness. We delivered a turnover of Rs. 60,630 crores
with an underying sales growth of 2%, driven by an underlying volume growth
of 2%,

Cur pricing actions are guided by net material inflation. For full yedar 2024 -
2025, NM| remalned flat, Indicating that inflation Ih some parts of the
business was offset by buying efficlency, savings and deflation In the other
parts of the business. Subsequently, our underlying price growth for the year
was near zero. Gross margln at 503% was dewn 50 bps year-on-year,
primarily on account of business mix and increased investments across

distribution channels.

EBITDA remalnad healthy at 235% albelt lower by 30 basls polnts year-on-
yedr. PAT before exceptional ltems grew 1% while PAT Incrensed by 5% year-
on-year after Including the profit recelved from the disposal of Purelt. While
our absolute volume tonnoge grew competitively, in the mid-single digit, it
was partially offset by negative mix, resulting in 2% UVG for the year.

We continued to deliver competitive growth, further strengthening our
market leadership during the year. Dur ability to win competitively in the
market is deeply entrenched in the strength of cur brands. We have continued
to invest in the drivers of preference, taking our brands from strength to
strength. This is reflected in our unmissable brand superiority scores or LUBS,
with mare than 280% of our business being superior to eveball competition.

We spoke to you about our evolved strategy during Capital Markets Day, last
year. We remain steadfast in our commitment to it, transforming our portfolio
with pace, pivating investments towards drivers of demand and cccelerating
futura preofing of our distinctive capabilities while upholding aur
foundational plilars of sustalnabllity and culture.
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Qur segmented portfolio appraach facilitates better prioritizotion of
resources and crafting of tallored strategies to maximize each portfolio's
contribution to overall srguanizational growth.

We Intenhd to kéep our core contemporaty and hedlthy as these brands are
the source of our deep penetration and distributlon might. Future Core entalls
brands that are at the sweet spot of premlumization. Gur goal hers Is to
unleck access of thasa brands to a larger number of consumears and as a
result, grow faster than the market. Market Makers Is where we are bullding
new segments of the future. While itis currently a smaoller part of our business,
it will continue to grow rapidly in the years to come. We are very focused on
increasing the pie by driving acceleroted growth.

In full year 2024 - 2025, we made progress towards ambition for each of the
partfolia segments. We ralaunched two of our large Core brands, Lifebuoy
and Glow & Lovely during the vear, modemlzing them to meet the evolving
neads of consumers. Our Future Core portfollc has dellvered compatitve
value and velume growth. In our Market Makers portfolla, where our focus Is
to accelerate portfollo expansion, we have dellvered double-dight growth.
Consequently, we have driven o 200 basls points portfollo shift from Core to
Future Core and Market Makers in the year. This porifolio shift aligns with our
mid-to-long-term strategic objective of achieving over 80% of our growth
delta from latter two portfolios.

Thera are three brands in our Core portfolic where we need te improve
parfarmance - Lifabuoy, Glow & Lovaly and Nutrition Drinks. Both LIfebucy and
Glow & Lovely have undergone a comprehensive 6P relaunch [n response to
changlng consumer needs. We have more work to do [n Nutrition Drinks and
we will cover some more detall on it later In the presentation.

Lifebuoy hos been dedicated to preventing Infections and promoting health
for over o century, continually evolving with the changing consumer
preferences. After enhancing the product with Stratos technology, the brand
has now elevated its proposition from illness protection to advanced skin
protection benefits. De<ply Intertwined with culture and tradition In Indla, the
Maha Kumbh Mela provided the perfect backdrop to Intreduce the signiflcant
transformation at the largest rellgious gothering In the world, The relaunch
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was strategically reinforced through elevated media Investments, which
included the onboarding of one of the nation's biggest celebrites as our
brand ambassador und extensive digital advertising during the IPL. We also
stepped up our investment behind on trend demand spaces by relaunching
Lifebucy Lemen, Aloe Fresh within the freshhess segment

Wa Introduced Glow & Lovely with an elevated proposition of ‘Newer Brghter
Skin Every Day and modem packaging. We plvoted cur madia spends
towards digltal media and saclal first Initiotives, achieving higher reach and
seeing a marked Improvement in digltal awareness, During the year, we
focused on building a complete portfolio with Glow & Lovely, having
previously launched the Glass Bright Gel créme and expanded into new future

facing formats of sunscreens and senims.

We are confldant that these actions will Improva our perfformance of these
brands over the next few quarters,

Moving on to Future Core aind Market Makers. Let me share two examples of
rapid portfolio transformations driven in the year,

Ponds has had a strong vear of competitive growth driven by double-digit
USG In Its Future Core and Market Maker portfallos, This Is an outcome of our
transformatlon strategy that comprised three actlons: elevating the brand,

transfarming the portfolic and rewiring our deployment.

We elevated the brand to a science and ingredlent-first expert master brand
with a significant upgrade to the visuol [demtity and desirability.
Conseguently, we saw a significart uptick in our Unmissable Brand
Superiority scores.

Sharpening the brand archiecture of Ponds, we |dentiflad four distinct
demand spaces whara we will drive transformation. In this vear ltsalf, clrea
2/3" af our portfollo In Future Cora and Market Makers was ravamped to drive
acceleroted growth.

Given the rising relevance of Channels of the Future, we invested to win in
specialized channels with sharp shopper acquisition playbooks. We pivoted
our media spends towards digital channels; including Others Say and
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performance marketing. Cansequently, the brand has delivered even higher
growth in the Channels ef the Future.

As market lenders in Home Care, we have been ploneers of developing liquids
market in the country. In the lost 1 year, we further accelerated
transformation in this space. We elevated functionality of the existing brands.
amplified market development activities by expanding into Tier 2 price
segments, expanded into adjocent white spoces and boosted
prermiumization through innovations. We invested in strengthening our
brands, dilocated disproportionate media spend and Intensified dasign for
channal pack launcheas to further craote momentum in the Channels of tha
Future. Consaquently, this portfollo dallverad strong double-diglt grawth In
the yedar.

Movihg on, let me give you an update onh actlons taken under the Excel pillar
during the year.

Bullding unmiszably suparior brands Is crucial to drive competitive brand and
category growth as well as market shara. As | mehtloned eariler, more than
8% of cur tumover Is suparlor to ayeball competition. Lat me take an
sxample of Surf Excel, a brand with the highest LBS score. In full yaar 24-25,
the brand has crossed a milestone tumover of Rs. 10,000 crores, growing
volumes In near double diglt and further strengthening s market leadership

position,

We [dentified slx sizable segments where we are Investing disproportionately
to drive growth. These segments delivered double-digit USG In full year 24-25
and the part of this portfollo selling on e-commerce deliverad circa 45%
growth in gross sales value. in this quarter, we strengthened our presence in
the wellbeing segment by introducing Liguid IV., Unilever's biggest wellness
brand.

We accelerated our digital media Investments to drive soclal first demand
generation through automated medla planning. We amplified our Influencer
spands by circa 40% to Increass Impact generated by sngagemant and digital
awarsnass of our brands. We have steppad up aur axecution and dasign for
channel capabilities, customized ta channel nuances durlng the vear.
Cansequently, our on-shelf and online avallabllity have gone up by 200 and
500 baosis points respectively. Recognizing the incregsing consumer
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preference for g-commerce, we have glso almost doubled our assortment to

fully meet their diverse needs.

Underthe WiM| 2.0 structure, we are looking at the opportunity within affluent
dgglamerations, to serve consumers with different needs dnd customize our
mixesfor them. There Is a growlng trehd among consumers to utilize speclalty
channals to address their Increasing diverse and specific requiramants. Our
spaclalty channels (nclude health and wellness stores, pramium bequty
outlets and gourmet food retailers. By understanding the specific shopper
behavior and channel requirements, we have been able to deliver solutions
that resonate with the retailers and thelr shoppers. This targeted approach
will help us strengthen our brand presence in these segments and cater to

our consumers and brands.

As we build for the future, we ane also looking to widen the compethive gap

within aur distinctive moats.

Our R&AD function leverages Unilevers global R&D prowess for HUL
Differentiated and inimitable technologles form competltive moats for our
business and we have ident(fied three strategic next-generaton sclence and
technology platforms for the same. While these are multiyear research
platfarms for our business, they have already begun powering our recent
Core and Market Making innovations such as the Vim UltraPro floor cleaner,
Stratos soup bars in Luxand Lifebusy and Dove Scalp+ Hair therapy range to

name just a few.

We are facusing on creating a leaner, more digital and highly autsnomous
supply chain systermn to drive value in our operations. During the year, our
Doom Dooma factory was recognized as dn End-to-End value chaln
Lighthouse by the Warld Economic Farum. With this addition, HUL now holds
tha highast number of World Ecanomic Forum racognized End-to-End value
chaln Lighthousas In Indla. This showcasas our strong commitmeant to drive
sustained improvements in productivity, guaollty, service, cost, and
envirenmental impact by adopting fourth industrial revolution technolagles
at scale.
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We are creating a kirana-centric, distributor Inclusive model in our traditional
trade that gives the power of onytime ordering and transparancy to the
retailer while increasing our assortrnent and service. With a direct value-
weighted distribution of 62%, we are now servicing stores that cumulatively
sell over 69% value of oul relevant categores. This Is 4 signiflcant 400 basls
paint step-up In direct value-welghtad distibution over a perlod of 18
months.

We have amplified our commitment to generating fuel for arowth across our
value chaln by hamessing the power of Al, data and analytics to arive at big,
disruptive |daas across the value chalh. During thes year, we dalivered robust
het savings to tha tuna of 3,5% of our turnovear.

We have executed several strateglc porifolio declslons over the past few
years to sharpen our where-to-play chelces, notably accelerating this vear.

OZiva, our Health and Wellbeing brand in which we aoquired a majority stake
In January 2023, has since scaled up 1ts annual revenue run rate from Rs. 100
croras to Rs. 400 croras,

Last quarter, we announced the acquisition of 90.5% stake in Minimalist. As of
215t Aprl, the closing formaliies have beén tompleted. The business
deliverad a turnover exceeding Rs, 500 crores Ih full year 24 - 25, and we are
leoking forward to unlacking the next phase of growth with Minimallst now
becoming a part of the larger HUL family.

Divestiment of Puralt was campleted this year, unlocking value of ¢irca Rz, 600
croras, The demearger of lce cream business Is prograssing on track with
ragulatory requirements, and wa expact It to be complatad by tha &nd of
financlal y2ar 2026.

In line with our stratagy to strengthsn businass resllisncs, we announced the
acquisition of a palm undertaking from Vishwats] OIl Industries Private
Limited and announced our Investment In Lucro Plostecycle Private Limited.
The former will aid our palm lecalization strategy, while the latter Is o step
forward towards developing flexible plastic clrcularity. These value chaln
Integrations are long-term strateglc declsions, deslgned to strengthen our
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business and partoke in our firm belief of "What is good for Indla is good for
HLUL",

Before | canclude my prepared remarks, let me remind you of the strateglc
positioning of each of our business units. This here is the essence of our
company and our approach towards driving future growth. We are organized
into Tour integrated business units, each with a significant scale and deep
expertise, effectively balancing focus ond scale to ensure sustained
superiarity and winning.

With this, | will now hrand over to Ritesh.

Thank yau, Rohit, and good evening everyone: | will walk you through our In-
guarter and financial year performance In more detall before closing with our
outlook.

Rohit spoke to you about FMEG consumption trends and commedtty price
shifts witnessed in the year. Similar eonsumption trends have persisted [n the
guarter as well.

As far as commadity prices go for the quarter, Tea, Coffee and Palm oll have
wltnessed a high Inflatienary trend year-on-year, while Crude cll cantinued
to remain deflationary. In this context, we delivered a competitive
performance with an underlying sales growth of 3%, driven by an underlying
volume growth of 2%. Calibrated price increases taken in Skin Cleansing and
Beverages were largely offset by price reduction taken In Home Care,

Gross margin at 49,8% was lower by 160 bps year-on-year. This contraction in
gross margin was driven by commodity inflation in Palm oil. Tea and Coffee
that wasn't fully priced for, EBITDA margin remained healthy at 23.1%, clbeit
lower by 30 bps year-on year. Profit after Tax before exceptional items and
Profit after Tax, both grew at 4% lad out of Interast iIncoma oh prior pariod tax
adjustment beanaflting the other Income Line.

Coming to our segment-wise performdance for the quarter. Home Care
dellverad another quarter of robust volume growth. Mid-single dight volume
growth [n tha segmarnt translated to g 3% USG as we continued to pass on the
banefits of lowet commodity pHcesz to our consumers and ensured
competitive pricing. Fabric Wash grew volumes in mid-single digit, led by
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outperformance [n Surf Excel and Comfort In our journey of centinuous
consumer upgradation ta higher erder benefits, we relaunched our Surf Excel
Smart shots, With proprietary formulation and advanced stain removal
benefit, we aim to deliver delightful experiences to Indian consumers.
Housshold Cara dellivered high single-diglt volume growth. This was driven by
strong double-digit growth In the Ugqulds portfolio.

Consistent market development actions and strategic expansion acress price
tiers and demand spaces in Horme Care liquids resulted in this partfolio’s UVG
growlng 5 imes faster than the rest of the portfolio.

Beauty & Wellbeing delivered u USG of 3% in the quarter. Hair Care grew in
double digits, led by high single-digit UVG. Clinic Plus, Sunsilk and TRESernmé
delivered doublediglt growth. We continue to strengthen our market
leadership, widening our gap to the nearest competitor. Channels of the
Future sustalnad Its strong dauble-diglt growth trajectory.

Skin Care and Colour Casmetics declined In low single diglt primarily led out
of mass skih cara performance. Rohlt spoke to you abiout the Inputs that have
gana Into Glow & Lovaly during the year. Wa are already sealng sequantlal
Improvement In the brand's performance and are confident that thess

actlons will further Improve performance.

Investiments [h the Channels of the Future, Including assortment, targetad
digital media deployment and collaborative category developiment have
yielded positive returns. We delivered strong compet(tive growth In Channels
of the Future with circo 40% gross sales value growth an e-commerce.
Backed by early success of our Vitamin € makeup range, we launched
Lakmé's Hya Matte range, another product extension on the skinification
trend. We also extended our Ponds Hydra Miracle range with two new
variants that include active ingradients of Vitamin € and Salicylic acid,

with the onset of summer seasan, we strengthened our sun care range with
multipla launchas In Lakmé and Vaseline, As plonaars [n baauty, Lakmé (s
taking a proactive stance to drive awarehess, encolragas transparency and
accountabillty In the SPF space. Through the recently launched consumer

awareness campalgn, independent clinlcal research showcases the efficacy
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of aur SPF 50 clalms. Lakmé has been conductng SPF tests for over a decade,
grounded in globally accepted sclentific protacols.

Personal Care grew 3% USG led by pricing. on a soft base. Skin cleansing
dellvered low single-digit growth. Lost year, we spoke tc you nbout four
actions that we initinted to improve category performance. We are pleased
to observe growth momentum come back in this category. Non-hygiene
segment saw an acceleration in perfarmance with high single-digit growth
and body wash continued it double-digit competitive growth trajectory. We
have relaunched Lifebuoy In the quartar and are confident of seeing gradual
racovaety ovar the naxt few quartars,

Oral Care grew in low single digits, led by Closeup. Bpanding our play in the
premiuim segment, we launched the White Now Closeup range that works on
patented technology to provide 100% staln-free teeth, The launch was a 360-
degraa soclal-first medla daployment and our foray Into the pramium plus

segment

Foods turnower declinad by 1% [n the quarter. Low single-diglt pricihg was
offset by volume decline. Tea witnessed an Improvement in salss trajactory,
led by pricing. As market leaders, we remalh commitied to our journey of
premiumizing this category and have launched cur herbal Infusion brand,
Pukka In three flavors dudng the guarter.

Coffee continues to deliver double-dight growth driven by strong performance
In Channels of the Future. Bullding on the success of our Bru cold coffes can,
we recently intraduced cold coffee in tetra pack in South with plans for further
expansion to drive accessibllity for this format

Nutrtion Drinks has declined In the quarter led out of category headwinds
and transitionary Impact of pack price architecture changes landing with
consumers. The next slide will cover the performance of Nutrition Drinks in
more detail.

Packaged Foods delivered mid-single-digit volume-led growth. Driven by
market development activities, our Market Makers portfollo continued to
dellver strong double-digit volume growth.
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lce eream had a quarter of double-digit volume-led growth. We had exciting
launches in ice cream this guarier to leverage the upcoming season,
including Magnum Mini, Magnurmi Pistachio and Kwality Wall's Twister. We've
also revamped our in-horme business with a tiered portfolio structure, each
with  different rolé to play.

Let me cover Nutrition Drinks performance in o bit more detail. Over the last
few years, we hove been able to increase penetration by unlocking access
while also strengthening market leadership. However, we have been unable
to drive consumption as overall category whnessed a drop In average
housshold consumption. As a resuit, the category and aur pottfollo, both
hava daclinad, We are taking actions to nddrass this catagory haadwind and
Improve performance.

As highlighted In our Capital Markets Day, driving consumptlon Is key focus
for us [n this category. We discussad the pack price architactura adjustments
we are Implementing to incentivize consumption. We are reducing the price
gap between sachets and big packs In order to accelerate the pack
upgradation Journey of consumers. While all the changes have landed In the
market, this was the first full quarter where consumers experlenced the
change. As the process of consumer price discovery is gradual, we are seeing
some impact on account of this transition. As we gain a better understanding
of consumer pifce and purchase Intent, we will further reflne the price

Incentive curve, If neaded.

Going forward, we will deploy three broad vectors to step up consumption
and premiumize the cotegory. Number one, modemizing the core by
enhancing nutritional benefits and relevance, to adapt to evolving consumer
hablts:. Number two, Intansifying our afforts In speciallst nutritlon by
Incransing condidon awareness, strengthening preduct claims and
expanding our medical marketing coverage. Number three, expanding the
strong equity of Beost to other regions and Inte high-growth demand arens
such as ready-to-drink formats. We antlcipate that these combined octions

will enhance consumption within this category.

Moving on to a summary of our financial perforrnance for this quarter. | have

taken you through top line numbers, margins and explained the impact of
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Interest on PPA an our other income line. Effective tox rate for the quarter was
25.7% ufter taking inte consideration prier period tox adjustments.

Coming to flnanclal year results. Rohlt has already shared the headline
perfarmance at the beginning of the presentation. Let me guickly recap the
numbers. Underlying sales growth for the year wus 2% EBITDA margin
remained healthy at 23.5%. Profit after Tax at Rs. 10,644 crores grew 5% year-
on-yedar, led out of profit from divestment of Pureit business, Effective tax mte
for the yéar was 25.6% after taking into consideration prior period tox
adjustmants and impact of captial gains tax oh profit recelved from disposal
of Purelt. Excluding this, ETR would be 26.4%.

Moving to segmental performance for the financial year. Home Care
deliverad high single-digit UVG for the yedr, which translated to a USG of 5%
as we continued to pass on the benefits of deflationary cammodhty prices to

Our consumatrs,

Beauty & Wellbelng grew USG af 2%, driven by valumes, While Halr Care had
a strong year, delivering compelitive high-single digh growth, Skin Cate
parformance was Impactad by mass skin cars and delaysd winter.,

Personal Care, specifically Skin Cleansing, witnessed commodity prices
transition from deflation to Inflation aver the course of the yedr. This, dleng
with the subdued hyglenhe segment has resutted In a USG of -3% with a law-
single diglt decline In U¥G. We have seen a gradual Improvement In growth
momentum for non-hyglena segment of Skin Cleansing over the last quarter.
QOral Care delivered price-led growth.

Foods tumover was flat for tha year with a low-single diglt declina In volume,
Robust performance In Coffee, Ice Cream and Packaged Foods was Impacted
by performance in Nutrition Drinks. Tea continued to maintain 1ts market
leadership.

Margins in all four segments remained healthy with Home Care at 19%,
Beauty & Wellbeing at 32%, Personal Care at 18% and Foods at 18%.

Considering our performance for the year, the Board of Directors have
proposed a final dividend of Rs. 24 per share. Together with interim dividend
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of Rs. 19 per share and a special dividend of Rs. 10 per share declared In
Ccrober ‘24, the total dividend for this year Is Rs. 53 per share, which [s a 26%
year-on-year increase inclusive of special dividend. Cur balance sheet gives
us the flexibility of rewarding our shareholders with a steady stream of
dividends reflected [h our consistent dividend payourt ratlo of over 50% |1 the
leist decade.

Moving to our near to midterm outlook We expect growth trends to gradually
imprave as 4 result of our accelerated portfolio transfarmation actions and
Improving underlying macro conditians. Macra conditions will benefit from
monetary stimulus, tax relisf, lower food and crude Inflation and higher
agricultural eutput. In this contaxt, we axpact first half of flnancial year "26 to
be better than second half of financial year '25.

K commodities remaln where they are, we expect price growth ta be In low-
single diglt range. Commadity deflation In parts of the portfalla will largely
offset Inflation In others. Gross margin s expected to modernate further due to
commodity Inflation and our continued commitment to provide consumers

with the right price value equetion.

We will stap up Investmants bahind our multlysar market making platforms,
Channels for the Future and strategic capabilities to successfully land our
portfello transformation. As o result, we expect EBITDA to be maintained In
the range of 22% to 23%. We believe this is the right time to step up
investments os we chart the future course of growth for the company in the
bockdrop of portfolio transformation actions and improving macro
environment. With this, we conclude our prepared remarks, and we will now
hand it back to Shilpa to commence the Q&A session..

Thank you, Rohit and Ritesh. With this, we will now move to the Q&A sassion,
We request you to kindly restrict the number of questions to a matimum of
two at a time. In case you have any further guestions, please Joln the queye
agaln, In addition to the audlo, cur particlpants have an aptlan to post the
guastions through tha wab option on your scrasn, If there ara any

unanswarad questions, we will taks them at the and.

With that, | would Uks to hand the call back to you Nesrav to manage the next

sesslon for us.
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Kitash TiwaiT:

Avis

Thank you very much. First question Is frem the line of Avi from Macquarle.
Please go ahead.

See, | just wanted te understand this EBITDA margin guidance a ttle betiter.
We've moderated it by almost about 100 basis points despite moderaticn In
key commodities like crude, palm oil. which suggests there is a shamp
adjustment in the price value equation versus, say, what you were discussing
last quarter. Could you A. explain if that understanding is comect? And B.
which are the segments where this adjustment is done because your strategic
position does not suggest any particular ségment., So, | would love to hear
your thoughts on this, please.

Yes, Thanks, Avi. 50, the entire EBITDA charnge that we intend to de, whith is
baslcally moving from the lower 2nd of the 23% - 24% range, which we had
mentioned In the pravious quarter to 22% - 23%, [s essentlally not pHce versus
cost adjustment. The Intantion bahlnd this change 1s to dial up Investments
across all the lines of the PAL We have mentioned that ot this poink in time,
there are two things which are happening. A there are improving
macroeconomic condltlons, which will augur well for demand cendiilons. And
B. the amount of portfolio transformation that we are ready with, to put
investments behind, both put together, in our view, now is the right time to
dial-up investments.

S0, this 100 bps of EBITDA, let me say, from 23.1% that we have, if at all you go
back to the range of 22% to 23%, will mean more investments in trade
channels, it will mean more investments for product quality investments, it
will mean meorg investments in A&P, it will also mean more investments in the
‘other expenses’ line of the expense line of the P&L, which is where we end up
accounting for innovation costs ke brand development, ke market
reszarch. So, It is acress all the lines of the PAL, where we'll end up Investing
for this EBITDA to end up dialing up growth. In terms of product segment, Avl,
this is again bread-based, but between all the segmenis more dialed up ta
Beauty & Wellbeling.

Okay. Mora In Baauty & Wellbalng, but tha grass margin and the product
quallty is going to be primarily over there as well? Or Is it the other segments
as well, especiolly — so okay, et me be direct Is there any increase In price-
based competition in laundry, something that we sow o few decodes back,
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Ritash Tiwat:

which we should be werried nbout, and that could be the reason for this
comrection?

Okuy. So let me clarify. This EBITDA murgin guidance change has nothing to
do with Home Care pricing and price value equation. 5o that's number ene.
Number two, the reason we coimmented AVl that gross margln will see
moderation becouse of the price value equation difference - this 1s normal to
happen. Remamber, the pricing loglc that we clways follow - Whenever we
see Inflation, In this case, read Inflatdon of Tea, Coffae and CPO, which s
Crude palm oll impacting Skin Cleansing and Beauty & Wellbeing. We always
take price Increase In smaller chunks, so that we're able to test the levels of
price inflaton we need to do in correlation to commodity inflation. So you
always end up having a deficit of price versus cost in inflationary categories
for inflationary commodities. Parallelly, on the other side where commodities
have a deflationary trend like Crude oil, there we take larger chunks of price
decrease so that we're abls to pass on bulk of the benefit In a quick manner
to the consumers because we know that when you decrease prica In a smaller
chunk, you do have an Impact of trada stock gstting stuck when you and up
making multiple price downs. Price-ups are sasy to flow Into the trade, price
downs are not easy to flow Inio the trade.

50, this mechanism of Infloton - deflation, whenever i happans In any
quarter, will always lead te a price versus cost Impact, and which Is why we
mentioned that gross margln will end up seeing moderation. But will the
entlre amount of EBITDA change ga Into price versus cost and grass margin

line? The answer is no.

| did mention there are other elements of costs which get Incumred In the line
of gross margin, be it trade investments, which are above the line, which
ultimately comes in gress margin, or product quality investrnent, which oiso
comes in gross margin. So those investments will happen in the line of gross
margin as well, which is one more reason why we mentioned that there will

be moderation in gross margin.

Take an example, Avi We have increcsed 400 bps of welghted value
distribution. And this is in general trade, basically largely. Ared when you
increase weighted value distribution, you increase your effart, which you do
in distribution and of course, there's a cost to incur this effort. The cost gets

Page 16 of 40



 mk

Bt i_’."":"i
s

Misdeadom Lislonon Lisssled

Kohit Jawea:

March Quarter and Financial Year 2025 Earnings call of Hindustan Unilever Limited

channeled through trade spends to our customers, and ulimately gets
reflected 1nh top line and In grass margin. So that's one of the examples why
there are elements beyond price versus cost that happens.

And last, to conclude your starting question an Home Care, aur pricing always
has been - we react to commodity and we da our price changes to maintain

competitdve price value equation responding to change in commodity.

As market leaders, we always lead commodity trend-led price Increase. When
we see slgnals in the market on pricing, which are net linked ta commedity

moavements, we follow.

if | may — Avi, if | may zeom out a little bt to give another perspective to this
discussion, We feel two things quite strongly. We think that cn macre, the
triggers are tending/ biasing towards positive now. For instance, all of the
manetary changes on interest rates, the tox relief, the crude oil and,
therefore, Impacting cost of (Ving, generally speaking, coming down, the
sirong robust monsoon, Including projected monsocon, the agrculture
output, tha rasiliant growth [n rural whara we have a highear market share as
It happens, are all giving uUs a sense of a prognosis of a stronger market
demand In the next few guarters ta come.

We also feel very confident Interndlly on what wa've dane around our cote
business. We have revamped mest of our core brands, that's on the half of our
business, including the ones that we had some work to be done like Glow &
Lovely and Lifebuoy. We have very materally transformed our portiolio
towards Future Core. We are now innovating guite intensively. We've also
ensured that the price, quality and margin equation of our price-sensitive
categories and brands are optimized and are absolutely in the sweet spot.

So, we feel that our business is very much investable. We have got the right
capabilities, the business unit structure, we have got the right leadership. So,
we feel this is the time for us to lean in. So, we want to not be defensive. We
want to be offensive. So, we want to play to win. And therefore, for the next
few quarters, one or two at least we want to lean in with investments in the

Channels of the Future, In all of thess Innovations, many of the new brands
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that we're lounching and all of this means we want to basically look ot growth
first and EBITDA secondarily Tor ot least the near term.

And given that our EBITDA, even at 22% to 23% levels is still very much healthy.
it's In the very much top quartile of the CPG industry in India, and we feel very
confident that with leverage, assuming we're able to do more than we expect
in growth, this could easily flow back and we'd be bock in a viruous cycle.

Sothlzisourleanin. it's eur position to play to win. And that's the spirt of what
we're rying fa do. |s there a price versus cost battle in o certain category? Yes.
And that, by the way, is not — it's still not a very large part of our Home Care
business, and we are, of course, they're going to unblinkingly defend and, in
fart, go a step further.

Eo; | think that's just to give you the mood and temperature of how we lcok at
the business today, which is in a stronger optimistic lens. And we do see the
future § months are gradually improving, and therefore, we want to actually
play to win,

Next question is from the line of Abneesh Roy from Nuvaemo Wealth
Management. Please go ahead,

I have two quick guestiens. First is on the Horlicks portfolie. You did mentien
on the pricing structure rejig. 5o, could this lead to a lower gross margin and
lewer EBITDA margin in this part of the business? And is that alse linked to
your slightly lower EBITDA margin outlook? And second will be on the
sunscresh categary where | think cleary, with heat waves recurting In Ihdld
now evety year on the highar side, K's a good catagoty to play.

if you could rmention the last few years, hew has been your performance
versus the overall market in sunscreen and your aggression and the recent
spat with the D2C playsr, how do you saa tha benefits coming far HUL from
this? That's the question.

On Nutritian Drinks, ho, | dont think, and Ritesh can valldate this. The pldn
that we have, Th fact, on Nutrtlon, Justto zoom out fitst before zooming Ihon
tha question oh EBITDA. The catagory [s quite profitable. We are, as you khow,
gulta larga In that category, particularly anchorad In South and East.
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5 years now since we owned the brand, frem 2020, we have done well on
penetration growth, In certainly the reglons where we are the leadars. We
have done very well in market shares. We've gained distribution expansion.
We've driven immense amount of cost synérgies. Profitability is strong as a
percentage. What we havent done well Is In driving the category
consumption. There dre reasons for that

We have addressed them through proposition, pack and other actions. But
what we now have done with exhaustive deép analysis is that we now need
to facus on three very specific actlons, as Ritesh mentloned. Number ane, we
hava ta ravitallre Horlcks, which Is about making It mora contampaorary, mote
modam, more relsvant ta teday's neads, altamatives that mathars and kids
have and pressing on the triggers of Nuirition and address the barrlers of
health and credibllity.

Wa are sacond, golng to also doubla down an our Adult Nutrttlan business,
It's Rs. 500 crores, big headspaoce to grow. We think we can do a better job
there by doubling medical marketing, Investing more In chemists, ravamping
and refocusing on high-growth parts of that portfalio,

And number three, assentially Is Boost, secrat of our snergy. Boost Is a great
brand, chocolate, biut alse It's more aboutan eanergy brand, And we see levers
of growth In both, formats (ke ready-to-drink format, where we have a
product that works very well, but also in geographical expansion. And what
we’re now doing is doubling down to essentialty make this happen so that we
can drive the consumption of the category because it will also benefit us
indirectly.

So that's the job we are doing. The issue is the mangins is not the problem
there, we will invest more and we've got good head space to invest. Sothat's
my response on the Nutrition Drinks. Abneesh, | hope that's clear,

Yes, that's clear.

On sunscreen. Sunscreen is a category of the future. it has got very low urban
penetration, it's only 3-odd percent. But India is a market where UV index is
high, which means that there's an underserved need. There are two kinds of
UV rays that are harmful - UVA and UVE, Particularly when it comes to UVA,
which [s baslcally causes aglng on the skin, and B Is buming. Thesa kind of
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domnges can be prevented. Most Indians need 1t And It's a category that has
gota high value per gram. It's therefore a premium category. it's very online
focused at this point, It's not that small, but also not very large. The category
is growing at 30%-10%. In fact, ast 3 years CAGR is 60%. So, it's a very attractive
category, high margln, high value to play In. But Importantly, we, as miarket
leaders In skin care, want to grow this categoty. And the flrst step for us Is to
make sure we educate the consumers, make them aware of the SPF and PA
ratings and how they must buy credible products that deliver what thay claim,
And what we're now dolng Is essentally just spreading that awarenass of
accuracy and accountabillty to the market participants and also advocating
for standards to be set in this industry and using the most gold standard
testing to essentially validate that

That is really our mission. And in that, the case that we speak to is sub-judice,
s0 | don't want ta speaak about that. Wa have got the Interim order whers we
are continuing with the campaign with some madifications. But the larger
misslon Is for us to grow the categary and to make consumers more awars of
what they're buylng, how to judge good products and eveniually products
that dellver what they claim. That's really our misslon there.

Next questlan Iz fram the Ine of Arnab Mitra fram Galdman Sachs,

My first questlon was on your comment that you expect the macro
environment to lead to a gradual Iimprovement In demand, 5o, In terms of
timing, do you think wa ore there where wa are qlreqdy saelng soms
Improvement [n demand, and therefore, this Is not Into ths fuiturs and more
here and now?

And | knew you've given the MAT Nielsan data, which [s obviously a 12-manth
average data. Is there anything In the data that Is Indleating or suggesting to
you that there Is some plckup, which is already starting to hoppen In the
overall FMCG market and also In your own business?

Thanks, Arnob, Amiab, ourcomment on macro and alsc Intamal [s more Unked
to naarto midterm outlook, which you can raad as naxt coupls of quartars. So
we are nat talking in future, we're talking basically June gquarter and
September quarter where we would see Improvement in the growth

trajectory. And let me just again recap why we say that There were twa
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elements to our Improving guidance going ferward for first half of financlal
yeaor ‘26,

Number ona, external macro. We know that there are no new headwinds that
we have io deal with at this peint in time that we're aware of. 5o that's again
o good news. Civen where the climate has been for consumption, which is
subdued, it's goed to be in o space that there are no new headwinds that
should be dealt with.

Then if 1 look at overall continued good agriculture outcome, that will support
rural growth. We know we hove o good kharif, we had o good robi as o
country, and theré's o good expectation of ananmal monsoon for this year as
well 5o that's one aréa which we are encouraged to read with.

Second, the monetary and the tax relief - it will support growth, urban and
beyond. And third, the lower food inflation, which was one of the painful area
for consumption. We know that the food inflation has improved, and it's much
lower a number now, compared to what it was at the peak. And broadly, there
It a commodity deflation of large commaodities like crude olL It will, again,

augur well In tarms of overall consumption.

So, if | add all these elements, these signals are here and now signals. And
hence, we do belleve that overthe hext 6 months’ time, this should augur well
I terms of overdll macroaconomic outiook ta lock better.

To add to that, the second conversatlon, which s why we hdve given aur
outloak, Is an Intemal corversation. This Is baslcally the Job that we have
daneg with cur portfollo and the confidence that wa have that the actions that
we have donhe for portfolla transformation, If Invasted back at this point In
time, It will augur well for growth. De it stronger core with the relaunch of
Lifebupy and GAL, or be for that matter, the portfolic transformation we have
done using oll the four vectors, expanding brands intc more segments,
launching new brands, bringing brands from the stable of Unilever or doing
bolt-on acquisitions. All four put togsther, we have g stonger portfolio
leaning in frem June quarter onwards.

We have also dialed up on our pertfalio Innovation intensity. That will mean
Investment, but that will alse mean more positive impact in terms of growth
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trajectory. Last but not the least, we spake about how 80% of our business Is
superior on the unmissable brand superiority scores compared to eyeball
compefition. So this is a véry clear case for investment and hence both
intermal and external components put together, we believe that June quarter
- September quarter should be better than what the last couple of qudrters
have been.

And my second question was, again, actually on the EBITDA margin. So |
completely get where you're coming frorm that you want to be aggressive and
get growth golng. And | think most people would agree that's a good thing
for HUL to do. But Just on the conbext that In tha past, wa have had this
aspiration of a modast margin axpansion ovar the mediurm term.

So, when we sdy we dre 22%- 23%, does ltmean — could Itbe a couple of years
or 2 - 3 years where you remdin [n this low margin range, because It's a big
company, It would requlra time to get things galng fully? Or Is this more of
shart-term 2- 3 quarter phenomenon and then we could get back to a modest
expanslon? Just wanted your thoughts on how you think about that medium-
term historical aspiration that we have had?

No, Arnab, I'm glad you asked this question, and let me spend some time
clarifying It So, the guldance that we've glven of 22% - 23% Is more near to
midierm. So please read 2 - 3 quarters. Our lang-term Intentlan of driving
modest margin improvement, that dees not change. In fact, | do believe,
again, everything else being equal, if commodity price trends in the market
are not vaguely off compared to what we seetoday, there is no reason why in
the later part of the financial year we'll start seeing margins improving. So our
guidance of investment is more here and now for the next 2 to 3 quarters.

Next question is from the line of Jitendra Arona from ICICI Prudential

Actually, I just wanted to understond the segments where the price value
equation needs to be comected. That's alrendy been answered. Thank you,

Thanks, Jitendra. So, If | Just quickly run through the four segments, Home
Care, no further corrections to be done, All price actlons that we have to do In
response to commadity price change or for that matter, 1n response to any
competitive actions, we have already deployed. You will see continued
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Impact of that in the P&L wherein, let me say, for the immediate next quarter
or two, there will be a negative UPG in Home Care segment

Beauty & Wellbeing not much of an impact. Overall, there are some
headwinds In terms of commaodity coming from Crude palm oll, but | think It's

square and there.

Foods business, Tea is a place where overall commed ity has inflated by -20%
In last financial year. We will know further in month of May and June, what [s
the new commuodity outlook for Tea looks like. For now, we did not price the
peok of inflation, neither for Ten, neither for Coffee. So, there is some element
of price versus cust hurt, which will happen in the PEL for the next couple of
quarters.

And when it comes to Personal Care, again, the same concept | was talking
to Avi earlier. We have not priced to the peak of inflation. [f commodity of
Crude pulm oil remains firm, we will appropriately do pricing actions for the
hext couple of guarters to ensure that we start bridging the gap of pHica
versus costs Iri skin claansing.

Next question is from the line of Amit Sachdeva from LIBS Group.

Just a couple of guestions. My question Is on skin care. Cleorly, this Is a
segment which has been a dmg for a while. And obviously, mass segment
where you have struggled, and there is some portfolio gaps to be bridged.
And | leamed that you have been In the past been doihg significant work on
the Glow & Lavely space, broadening the SKU range and benefit spaces adnd
also some part of the masstige as well

50, given that work is geing in right now, can you sort of give us a bit of
guidance when we start to see the impact of the work that you're deing in Skin
Carea, In tarms of real ravehus growth, Is It golng to be Q3 onwards or Q27 Do
you have any time line for that sert of revival of growth In the Skin Care? |
mean, how do we expect that actlon ta sort of translate Into, especlally on
the skin care side. If you could give some guldance, the work you have dene
and how it s gaing to sort of show It In numbers?

Yas, 5o lat ma [ust take you Into the angline of skin care, Just s6 that you get
the color on this one. First of all, in Skin Care, which [s on Hair Cave, which Is
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the other part of our Beauty & Wellbeing business, we're going from strength
to strength. And so | won't talk about that We are at the highest market
shares there, eteetera

Camling to Skin Care, which Is an egually large segment, highly profitable. We
are 4 tmes relotive market share, very attractive category for, of course,
obvious reasons, big and with lots of upside in the future. For us, the job hers
was that of transformation and to shape the beauty ecosystem of the country.

What we've done here is and let me tell you o few poinis that are essentially-
5 we're just taking a slightly zoom-out view on this one and not just 1 quarter.
So, over the last 4 quarters or so, we have managed to build a fast-growth
Market Makers portfolio of almost Rs. 2,000 crores that is growing well in
double digits. And this could be a small digital first company by ltself and

growlng even higher numbers In ecommerce.

Secondly, we are monitoring channels of the future and e-commerce where
we are already growing and galnlng shdre. Our blg drag I8 in the space of
mass skin or mass part of the portfollo. The maln heart of the Issue thera Is
Glow & Lovely, which Is In the brightenhing segmeant, whera wa have vary high

share. We are a donor In that sense te all of these upgradations.

And what we have done there Is to have revamped Glow & Lovaly by two
major moves. One Is the Cote badause that's the bulk of the busihess. That
relaunch has Just gone In now. It's a blg shift We have addressed svery
element of the mhbc We have upgraded the sensorlals, which is a huge thing
to do in our Glow & Lavely, in certaln parts of the business ta make it more
contemporary ta today’s consumer.

We have renovated the proposition, completely slevated K fo skin
brightening. We upgraded the packaging. We're Investing materfally Into the
social and modern media, which consumers are using to seek skin care
products. We see two things happening an the Core. One, our brand power is
already beginning to improve.

We have also started te sequentiolly see Improvement In Glow & Lovely
growth. So, we expect, going forward, that should strengthen And at least we
should start gaining share even though it will be in a slower growth segment.
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We also launched a Core plus varlant called Glass Bright, which 1s dolng quite
well I'd love for it 1o be Rs. 100 crores varant by liself. So, it could be like
laurching a new brand itself, even though it's only less than a year old.

S0, on Glow & Lovely, If it comes back to health and starts te grow, which we
hope, then that will be a big deal as well. Finally, on portfolio transformation
because we had a pertfolio with —we were not there in the masstige segment.

We have, af course, acquired Minimallst It's already Rs. 500 crores and
growing. On the wellbelng side, we have get OZiva, which is also Rs. 400
crores (ARR) and growing. We've got Liquid |V, just launching into the market.
So, on the masstige side, we've got three few brand entries either acquired
or newly launched, that should start clicking in growth.

We've also taken tweo of our big brands, Ponds and Lakmé and have extended
them inte cll new demand spaces and formats. Whatever is happening, latest
in the world, these brands are offering and so is Vaseline. 5o, | think what we
have done here Is, I'm Just sharing with you I3 that we are golng all In
structurally t& make this a strohg end-to-and categary.

I've not even spoken about Prestige, which we want bo enter sometime during
the year. So, we feel that we are now building a really strong beauty company.
And progressively, we'll start to see growth when the drags of the mass will
go away and the acceleration of the Future Care and the new Market Makers
and acquired brands will start to clock In on our top Une. So yeah, that's
baslcally how we're looking at this business, We're aggressive here. We want
to really keep Investing In it to grow it both structurally and materially.

Thanks sa much Rohlt, for a vary detallad plan on the =kin side, and | wish you
all the best with that My second quick question for Ritesh 18 that basically,
margin guidance of 22% - 23%, as you sald, that is for 2 - 3 quarters, it's not
like full year. But | assume that In this, you have not assumed any operating
leverage kind of play out, revenue growth continues to be lackluster in the
near term, and margins are obviously o funnel from operating leverage as
well

So as for example, if | were to assume valume growth bullds up, say, In the
second half when the base effects are also there and some drags are no
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lenger there, do you see opemting leverage then helping cut in the second
half? Should we see that 22% - 23% really first half guldance and second half
based on how operating leverage pay out, the margin trajectory could be
different? Or do you see that it is too ecrly to sort of think like that?

See, Amit, again, a good question, and let's spend some time talking about
it. Every 1% delta growth will end up giving 40 to 50 bps sperating leverage.
The assumption that we have made for the next couple of quarters, we will
invest back the operating levérage. So, the number which you see there is net
You did see our guldance that we expact to see Improvement Ih our growth
momentum In first half of tha flscal compated to the last half of the fiscal

And that improvement in growth momentum should give more operating
leverage, and we should be able to pleugh that back In temmns of [nvestment
In the business, So that's the financial growth model for the next couple of
quarters. And the point | was responding eadier 1o Amab that after a few
quarters once we start seelng a contnued trajectary of Impravement, then
time will come far us and we'll have space in the P&L then to start dropping
the operating leverage [nto the PAL In terms of profltabillty.

And which Is why | mentioned that this 22% - 23% positian Is more far the next
few quarters, 2 - 3 quarters. And agaln, everything else belng equal, If
commaodity prices are in the same domaln space that they are now, we should
start seeing margins to improve from this band in the later half of the fiscal

Next guestion 1s fram the line of Percy Panthakd from lIFL Securitles.
My quastions have been answerad,

The next guestion comes from the line of Juy Doshi from Kotak Mahindra
Bank.

Your sutlovk of moderation in gross margin, are you factoring in the current
RM prices of crude and palm? Or is this based on the prices that were last
quarter er a morith aga?

Jay, we are factoring the current lendscape of the pricing. So, if | look at the
cumrent spot price in the future covers of these commodity trends, they hove
been factored into the moderation éxpectation. As 1 mentioned, if that
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changes, then, of course, we'll come to new reality. But todeay, we're taking the

spot and the future covers.

In that case, you have tailwinds from lower Crude price and lower Palm price.
What would you — are you planning te sort of retnin any of that benefit? Or
would you — so on ane side, you are indicating possible increases in personal
wash prices, but with the way palm oil prices hove comected, do you still think
there is a reason to sort of increase price? Or would you consider reducing

prices there?

Yes. So, the way | mentioned to Avi, lay, earlier, first of all, wheneverthe prices
go up of commodity, we don't price to the peak of inflation. We always take
in small hike the price increases. And once we're fully convinced ot the levels
ct which commed(tles are stablizing, then we know that we can fully plan out

the price versus cost dynamics In that space.

So hence, we have some space more to go in terms of pricing to the peak of
Inflation. And to the extent this does hot happen, wa have a gap. 5o, we don't
and up pricing to that So, there's ho need for comection of the prices. So, for
axample, to make It real, Palm oll want to as high as $1,150. Wa naver priced
to £1,150. 5o now today, when we sit at $980 or $550, there’s no need for us to
adjust for that $200 because we started with $750 up and we start moving up.
So that'’s one.

Second, as | was answering earller, the gross margin moderation Is not only
on account of price versus cost. Ta some axtent, [h Tea, os we mentloned that
and Coffee, we have not priced to the peak of Inflation and there Is the price
versus cast hurt, which Is in the P&L Overall, that nets off with the amount of
changes we have done. As | mentioned that whenever prices go down, in
terms of deflation, we pass on in large chunks prices back to consumers,
because you never want ta de that in smaller chunks and then get stuck with
trade Inventory.

So you're always in a scenario when there is a net inflation or a contra
between inflation and deflation - deflation is fully priced out, inflation is not
fully priced in. And hence, you do have o momentary price versus cost gap.
But the part of gross margin (s that one reality of price versus cost, but also
tha portions | was axplaining earllar that In gross margin slts Invastmants for

Page 27 of 40



s @
acTi'E}
B

Mmoot Linilouion Lisssled

Modarater

Shesla Rathk:

Eohlt Jawa:

fheala Rathh

March Quarter and Financial Year 2025 Earnings call of Hindustan Unilever Limited

product for Innevation, for product Improvement In gross margin sits the
impact of channel investments which Impacis top line and, of course, flows
inta gross margin. So, there are those elements of investments as well, which

5its in gross margin.
Next guestion Is fram the line of Sheela Rathi from Morgan Stantey.

Thanks for taking my question. Just one questlen, good to hear about the
pursult for grewth over margins. 5o, the questien Is that what are the
signposts which we will be seeking to understand that this strategy Is
working? Will it be on the valume growth side or will it be on the market share

side?

Because | think Ritesh did call out that It's next two to three guarters where we
are guiding for these margins to be at these levels. But | don't want to go into
that conversation, but just to understand where we see this growth algo,

when does it come badk for us and what are we looking for?

Our focus is on velume-led competitive growth. And if you look bock over the
last four quarters, we have stepped up our absolute unit velume growth.
Some ofthat has got diluted by the mix. But actually, we are selling more units
to more consumers in the last four quartars. That is alse the reason why our
competitivehess has Impioved. We have now been 1 the fourth year of
competitive tumover welghted market share growth.

We walild Uk= 1o keep dolng that We would like to keep Incteasing market
share, mainly led by volume. And our Intention here Is to use the oppartunity
of a combimation of potantlally good macte or Improving macros for
consumptioh and astrongsar Intamal capabliity and a portfollo play, to Inest,
to play to win, to grow, to bulld that momentunm furthet,

And givan that wa have sa many new Innovations and new products ta Invest,
we llke to glve them the best faot forward. And that's why we would like In the
next one or two quarters to have that wherewithal And therefore, the short
answer to your question, t's volume-led, that's really going to be the rubric or

the olgo, as you mentioned,

Good to haar that, Rohlt And ona just quick follow-up. Now givan thara |= a
higher possibllity of macro coming back, and Ifwe look at the growth pattems
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for each segment last year, Home Care did very well, whereas Persanal Care
was on the weoker side. Do we expect this to turn in terms of Personul Care
coming back much faster for us because the maere tums and the growth
could be much higher?

Yes. | think firstly, | just wanted to start with EBITDA, by the way, at 22% - 23%,
which is our near-term guidanece at this point, we are still very much on the
top of the table. And as you said, if growth is higher, the operating leverage
can play back, and this is of the two sides of the equation, something we know
vary well to do. We have a full-on cost efficlency program <alled Symphony.
We are lookihg at every penny. So, wa ars vary frugal by tha way. So that Is
vary miuch out ROL So, wa are able to control that line very affactivaly. What
we llke now, as | sald, [s to be growth first, given that we feel that there could
be a resonance In return In the market in this pardcular ime. And therefore,
it's an cpportune time.

Coming te your question on ‘the portfolioc Home Care, solid as =ver, Steady
Eddie continues to grow, a big business for us under 40%. Personal Care, also,
we see signs of improvement All the work we have done around Dove, Pears,
Lux and Lifebuoy, now recently, plus the work in bodywash liguids, even our
Closeup brand, all of that, | think we feel good about that.

Beauty & Wellbeing, I just spoke to you just a moment back. Hair is growing
strength to strength. Skin Care, we're putting In a lot of structural efforts and

Investments to grow.

©On Foods also, Tea | think as our price gquality mangin egquation is optimized,
we start to see good trends, already on a good pertfolio, which is premium
heavy. Consumer Packaged Foods, Kissan, big brand, doing well. We will
stretch It |'s a brand that can serve a lot of Indlan culsine cooking as minl
meals and condiments. And on one jab challenge we have s mainly Nutrition
Drinks, Horlicks. Maybe a little bit of Boast, but moestly Horllcks, that's what we
need to really address, So generally speaking, we do see across our portfalio,
Investability is good. Teams are well settled. So, we want to go and play the
ball to win.

If | may add, Sheela, o couple of mare elements to what Rohlt mentioned.
There's also an underpinning thinking that we have shared at length that

there are two ways we see the portfolio. Of course, we see the portfolio from
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a category stroke segment lens, but we alse see the portfolle from its
evolution to Care, Future Core and Market Maker. So, if were to give another
take ta the way we are going to do this investment, investments will be more
dialed up to Future Core and Market Makers paortfolio.

Today, we have o Rs. 7,000crores portfolio which sits in Maorket Maker acress
all the four segments that we have This part of the business, which is Market
Maker, is already growing in good, strong double digits. 5o, idea would be to
invest behind Market Makers and continue to grow that business. Equally dial
up further Future Core, This [s whera we have dialed up Innovation Intensity.
Wa are competing hard. We are galhing value and voluma markat share, and
we want to further accalerate Invastments to get mors ratums fram that part
of the portfolla. So hence, undetpinning all of this alsoe Is a sharper dynamic
resource allocation as well that goes Inta the mbc

Next question Is fram line of Kunal Yora from BNP Paribas.

Yeas, thanks for the opportunity. First ohe Is the naw Unllever CEO In a recent
Intaraction mentiohed that quick commaice Th Indla 15 about 2% and could
become 10%to 15% In 3-4 years. Ha alsa hintad that quick commerce margins
might be slightly lower. So, does [t have anything to do with your margin
guldance? And can you share your thoughts on how you see quick cammerce
potentlal n the marglns?

Lat me get margin out of the way, then | will then hand over te Rohit to talk
about overall quick commerce and growth In channel 5o no, quick commerce
growih 1s not the reason for EBITDA margin guldance, A, quick commerce Is
raughly 2% of the business, so it doesn't have that much impact In terms of
overall contribution, But also let me remind you that everall organized trade
margins for us are better than general trade. And the reason organized trade
margins are better than general trade is essentially because the portfolio
that we sell In onganized trade be It modern trade, be k e-commerce within
that qulck commaerce, these are pramium parts of the portiolle. By and large
the Future Cors, Market Makar, sits In o pretty good way In organized trads,
£o, this Is a margin-cecretive arganized frads channel Se, [t only augurs well
for us In terms of overall tallwind when we end up growing ahead of the
business, that positive mix of margin comes in. Well, let me hand over to Rohit.
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Just to toke a leaf from your ceomment on Fermando. Femando Femandez, our
new Global CEQ, Is very bullish en India. He thinks very well of operational
excellence of HUL and really wants tu build India as one of his top two anchor
marikets along with the US. in the future. 5o, | think we are really fartunate te
have him lead Unllever at this time. And his view on e-commeérce, dand It's net
surptising given that e-commerce hos been growlng faster. | think we dre ot
about 7%-8% e-commerce contribution ot thereabauts growing, of course,
fastar than the averages of our total business, And would that go to 15% In the
next few years, it's likely. So, | think K's not g-com alone that would get that
far, but it will be probably a combination of all of aur pods.

Coming down to g-com. Q-com is about 2% or one-third of our e-commerce
business at this point, is relatively small but growing extremely fast. Shoppers
shop omni-channel, they shop for different needs at different points for
different things. So, they may use quick commaerce for buylng something of
convanlence oraq last-minute theught or even g beauty preduct and may use
the kirana store to pick something up on the way or may use an a-commaerce
to buy a monthly purchase. They may walk Into o DMart or Rellance to buy
thelr monthly pantry.

S0, tha point [s that they shop In every place. We, as a company, must serve
our consumers [n all the shepping misslons, and quick commerce Is clearly a
shapping mission that eertainly In the big cities, top & citles and even beyond,
haz got a goad praduct market. fit We have a very much of a differentiated
assoriment and povtfollio design on It So, we sell a very discrete portfolic that
is elther different by way of sizing, pricing or even brands. And we are, at this
point, making sure that we win in that channel, too.

So, we hove doubled our ossortment, increased cur availability, are investing
basically to serve that consumer shopper need. But it's still, as | suid, one-third
of our ecommerce business, which is only abowut 7%-8% at this paint,
although growing fast So, this hopefully gives wu o pretty good
understanding of this particular area

Sure. That's very comprehensive: Second one was on your Capital Markets
Day, you had laid out aspiration to repart double-digit earnings growth. in FY
‘24 and '25, we did not see that. And ¢onsidering that there could be some
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margin weakness in FY ‘26, It might be challenging te report double-digit
eamnings growth In FY '26 as well. 5o, when do you expect eamings growth to
get into double digits?

Yes. Sa Kunal, when we had spoken about it in the Capital Markets Day, itwas
mare of a medium- to long-term statement that our entire ASPIRE strategy to
unlogk a billion ospirations will end up delivering double-digit EPS growth,
and that will be growth led is what we had mentioned, and there will be o
contribution of modest mamin improverment that will add to the delivery of
the EPS growth of double diglt,

it was not for a here und now lor the year, 5¢, we remain committed to that
ambition, and we da believe that once we deploy the full ASPIRE strategy, we
should be able to deliver o double-diglt EFS growth and that will be growth
led. For that ta be true, a few things have to happen, and this Is exactly the
path that wea are at. EPS growth, there are lots of ups and dewns put together
for financlal year, 24-25, we grew our EPS at 5%.

And If | hava to see a path In the hext few years far this to be true, first of all,
the FMCG market growth today, whera it Is, [t will have to Improve. And wa do
believe, given all that [s thars In terms of tallwind, low penetration, Low
consumpton levels In Indla, rising affiuence. If | just take the here and now
out, this Is what the India story Is all about. And that should augur well n
terms of FMCG growth being better than what we have seen in past decades.
So that's point number one.

Point number two, today, we are talking about low single-digit pricing. FMCG
markets have seen around 4% of pricing, which Is par far the course [n terms
of on an average. As commeodities settle, there is no reason why we should
not be seeing that level of pricing. And once that level of pricing kicks in, top
line growth further comes in and the operating leverage flows into the P&L
So, there are a few of these things that neads to be frue for that to happen.

it moy not happen now for the next few gquarters, but there's no reasen why in
medium to long term, that won't be true. And what we have done in the
process, the whole process of subdued demand growth last year, we've besn
working very hard In terms of making our porifolio mors future fit and dialing
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up in different parts of the portfolio vectors that we know will end up driving
growth in the future,

The whole segmentation of Core, Future Core, Market Maker, along with that,
sharper resource pllocatlan 1s fully pointed to make that reality come true. So,
we remain committed to our double-digit EPS growth, and we do believe that
o few of these things needs to be true for that to start kicking in.

Understood. And lastly, If you can provide a quick comment on recelvable
days, which are at an all-time high. How should we lock at them golng

forward?

Yes. 50, we mentdoned In one of the conversation | always keep talking about
is, how do you Invest for growth. Investment for growth is not only about
incrensing A&P investment. There are various lines in the P&L, we end up doing
investments to drive growth. Equaolly, at times, we end up leveraging balance
sheet to drive growth. We did see over the last couple of guarters, basically
need far us to drive mare amount of caplital avallabllity In the trade channel
to drive higher distributian,

I guoted a number earlier that 400 bps is a weighted value increase that we
have done of distribution of our products in the marketplace. Some of that
have been done with the benafit of alding cred(t growth In the market. And
hence, we have leahed In with our balance sheet resources as well to suppart
our distributors to increase assoriment and to Increase overall avallabliity In

the markeiplace and drive welghted value distribution.

S0, berauze of thatreason, we have dialed up craditin the market, And hancea,
you sea tha Impact of that coming to the balanca shest Wa ars negative
wiatking caplital. And the way | see It today across all the different lines of the
warking capital levernge, we will remaln negative working capital And there
is more than one way we end up fine-tuning and getting more efficiencies
delivered in our cash canversion. Qur cash conversicen ratio last year was near
100%. And | do believe that even for the next financial year, there is na reason
why that number should be materially away from theat.

We toke our next question from the line of Harit Kapoor from Investec,
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Just two questions from my end. Last guarter, yvou did mentlon the
phenomenon about small packs growing fuster than large packs and that
kind of affected the mix a little bit os well | was justwondenng, given that you
have a stronger outlook in térms of groawth, is that a phenomenon that you're
seelng not playing out anymore? Has that reduced < ittle bit because that
affects your mix when you put on — when you calculad= your UVG. So, | Just
wanted to geta sensa on that.

That's correct. | think that was the theme in December quarter, but we do see
an Improvemant back to the near-term norm, and pramium brands are dlso
growling faster. Although small packs are growing faster, but largs packs are
also growing. So, [t's not advarsa as [t was In tha last quarter. And we do sas
now premium brands, eg. Dove and Pears growing Taster than Lux and
Lifebuoy. B&W our business alse growing fast when compared to Home Care,.
So, we do have positive mix effects as compared to last quarter.

Premium, In the overall market, the premium end 1s growing faster than the
average of the market, although the gap between the average and the
premium end 15 smaller than it used to be. 5o that Is reflective of the little bit

of the stress In consumption.

And the small pocks also are growing foster because maybe mural
representation, rural Is also now growing faster than the urban market. Sao,
some of those effects are there. But for us, the mix has been better than it was
last quarter.

And the second question was on Lifebuoy, and | would say, slight move away
from hygiene as a platform. Just wanted te get your sense about why you
believe that that's a space or a proposition that's not picked up as much?
What promipted this move?

And especially given the fact that hygiene, one would think has a lesser
amount of competition because there are only two or three clear hygiene-
oriented personal care brands and maybe skin protection or skin benefitsis a
much higher competitive segment So just a little bit double clicking into your
thought process and also early signs of how that's panning out.
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Yes. Lifebupy stands for germ prevention or disease prevention, that Is the
herlinge of the brand. That remains ot the core of the brand's promise. What
we're now saying is that it's wider than just germ protection alone. i also
helps the skin health. We have therefore, in that sense, modemized and made
the proposition wider. It1s net to tuke away what It dees already well So, this
Is ain enhancement Journey.,

We have seen success with this in other parts of the world, also in the South
region, where we had this proposition in action for a while. Given this proof of
principle, we have then tested this and found K to be compelling, more
broadly across the country. It also gives us mores phopositloh space o launch
rangea, offarings - freshness and others. And wa ara not just only changing the
proposition, we're also Improving lts pressntation, we are adding more
range.

As | mantioned, we ara entering (n the summer frashness space with Alce
Vera. We expect that to do well. So, It's a comprehensive end-to-end re-
launeh, and the brand is inherently a very strang brand. We'll continue to play
In the basle hygiene segment but also now be offering something of an
enhanced proposition. And we do have the formulation space with Stratos to
be oble to add goodies that deliver that

So that's baslcally our position on Lifebuay. It's early days because It's just
gone in market in March. We do see sequential improvement, but we have to
watch the space in the next few quarters. And maybe when we meet next

time, we'll give you an update on how it's done through the summer.

We take the next question fram the line of Abneesh Roy from Nuvama Wealth

Management

This Is Abneash Roy. Two follow-up questions, One [s on toothpaste. You seem
to have grown a bit faster than industry in Q4, but still, it Ts lower than your
and industry's growth rate in earlier guarters. What we are picking up is there
is o. 5% higher promotiondl trade intensity on a Y-o-Y basis in toothpaste.
Could you confirm that? And do you see this as a temporary thing? And could
this extend into other categories? Why toothpaste is suddenly seeing higher
promotional Intensity?
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it Is an underpenetrated category where people dont use enough of
toothpaste. We are a challenger brand. And therefore, we respond to the
norms of the market leader triggers. In our case, to be honest, we have
actually increased pricing over the last few quarters because we were selling
below whidt we thought was stratagic price and what we could charge.

And as the brand got stronger, we've, in fact, increcsed pricing. So, while
promotion intensity, as you say, may have increased. But all in all, our net
realization has increased for Closeup as a brand, which is the main play. At
this point, we are focused on making sure that wa have the bast freshnass
proposition In the market and that wa taka the whola area of confldance that
Closeup provides as Its emoHonal promise to even new territories like
whitening, which will further expand the welghted average reallzation of the
Closeup brand and make it mare and more sallent [n the modern trade where
alsa it sells a lot

S0, 1 think we do ses apportunities for Closeup te grow by higher than what
you see this quarter because cumrently, we have white spaces In geographles.
We have a few geographles in Indla whera we are underrepresented, even
though the freshness segment Is not We hove oppartunities in ossortment
There are pack sizes that we don't have fair share in and new segments.

So, we are actually quite excited with the levers of opportunity we have on
Closeyp, and we are not really playlng the promotion game as much as
growing by way of white spaces and premiumization. Thase are our lavers.
Promotion, If at all Is tactcal, we may usa It fo Increasa distdbution or to
compets an our tangeted strateglc prics, but that's not really the haart of our

strategy.

My second and lost question is on your commments on the global CEQ and our
understanding of — based on whatever we hear in the media. So clearly, he
seems very positive -an India, and he seems more aoggressive than his
predecessor. So, this 100 bps lower EBITDA margin sutlook for néxt 2-3
gucasrters, is this something Unilever is doing in other emerging markets
bacause clearly, there, the growth potantial Is higher than the devaloped
market. And currently, thera Is o global siowdown, which [s dafinktely there
Impacting global companles. So, If you could clarify, Is there some thought
process which is linked to that also? And second Is in terms af the averall
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OZiva, If you could clarify, how is the growth from the time of acguisition till
new, how have the things shaped up in OZiva?

Look, we gave the rationale for taking that 1 - 2 quarters to create the
Investment space, to bulld momentum further In our business, [t Is a call that
we have taken along with our Board, We belleve [t's the oppartuna time to
have that headspace, the Investment space glven potentially improving
macros, both nural and urban, which you are vary well awars of,

And we also feel there's Investabllty within our portfollo given all of that we
have done over tha lost sevaral quartars. Sa, this Is mora a call to actually play
on the front foot, have the haadspacs to Invest. | dan't think this (s correlatad
with any broad emerging market strategy, and we are playing indla for Indla,
and India is so blg that we do what's right for India, for HUL, of course, and of
course, alse for Unilever, and we are now the number two mariet.

i Is true that Fernando sees Indla as a very important part of his overall
strategy. He would like Indla and U.S. to be his anchor markets. He has very
big hopes for us. And that's a long-term positien on HUL and Indla, and [t's
not a quarber-to-quarter position. And It's good for us because we've always
had the priority from our erstwhile CEQ, even Hein was the one who had said
double down in India. Alan before him had put India on his strategy.

So, we've always been on the top of the table inso far as Unilever is concerned
because whot's good for HUL is also good for Unilever. And on that, I'lL just
hand over to Ritesh.

Yes. On OZiva, Abneesh, overall, when we ncqulred the business a couple of
years ago, a litde over 2 years ago, it was a Rs. 100 crores ARR business. In last
little over 2 years, the business has gained scale. Now it's a Rs. 400 crores ARR
business. And that is also one of the reasons why you end up seeing the
Impact of basically falr market value adjustment that we have done, which
you don't sea the impact In the standalone PEL of Hindustan Unllaver, but
you'll sas the impact coming in, In the conso PAL bacause we hove ¢ more

stronger acqulsition buslnass cass now as far as OZiva 15 concamad.

The husiness has alse Improved profitabilly, When wa acquired the businassz
and thosa numbars are there In public domaln, It was o 40%-50% EBITDA loss
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business. And compared to that new, we have broken even In terms of
profitability. And with the scale coming in, we belleve this will become mare
healthier in terms of profitability as well

The innovations which we have done [n the last 12 to 18 months' time be it the
apple cider vinegar, be it the Gluta Hya, hair growth serum, they all have
complemented very well the core portfolio that we have. And we have two

amazing founders who are working with us.

And the partnership between the amazing founders and cur team have really
ensured that we're getting full value from this acquisiion. As you know, we
have acquired 51%, and we have already agreed a formula using which we'll
end up acquiring the balanceé by January “26, Soyes, in summary, all goas well
for the business. And hence, whenever you sée d falr market value adjustment
and d hitIn the PEL, one should always feel gocd about It, far this alse means
the overall acquisition businass case anly gets stranger.

Il take one question from online now. Possible to share more detalls on
competitive landscape In the detergent category. [s this largely escalated [n
liquid detergents portiolio? How large 1s the segment now? How do margins
stack here versus powders? Do you see a need to further reduce price posing

further downside risk to margin?

So, | mean It's a very broad question on Home Care, We cperate In three
sagmeants: bars, powders and ligulds. Bars are very price sensitive, commodity
price led, whers we have to offer the bast quallty for the bast prica and for the
hast brand. We canstantly cptimize. And at this point, we've basn through
many cycles of that Business |s large enough for us to make sure that [t stays
optimized, and that is the case as of now. The competitive landscape there is

not different from the past

In powders, powiders are a large part of the category, very profitable for us.
We have Surf Excel, one of the big brands there, doing very well And we have
just recently extended the assortmernt to 4 Rs. 29 pack, which is ulso doing
quite well. 5o, we offer avery price point In that And thera is a conversion from
bars to powders, which our brands basically are leveraging and that
continues to be. Agaln, the competltive Intensity thers or the landscape has
not changed much. We da have a competkive pesr group that ranges from
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local players to global players In powders. But for us, It's a very, very big and
impertant and successful sesgment

Coming to liguids. Liquids are growing quite soongly. They've had very high
double-diglt growth for us over the last 2-3 years, Actually, the Home Care
liguids on the whole, our business s already well above Rs. 3,000 croras In
scale. This Is a category that we are developing. We startad almost 8-5 years
ago, And now [t Is full bloom, K Is In tha South, particularly whera 1t's lad
growth, It's full bleom, all price tlers are active. We have three very strong
equities at play with Surf Excel, Rin and Sunlight

All the thras brands are baing promotad aggressively. And we do sas
conversion from powders ta liquid also accelerating with all of the Investment
that's coming from us, compethors and the local players because everyhody
sees opportunity In this space. Now it's a relatively small part of our business
today, but very, very high growth, and we intend to also lead in this segment,
which is why we have our supernior mixes.

We have made sure that every element of our Surf Excel brand, the Rin brond,
the Sunlight brand, are excellent We are investing behind great marquee
properdes like IPL We have invested in morket development through
sampling. And of course, we have responded to the recent price changes in
the market by being on the shelf on pretty much the same time,

We are, of course, going to, at the same time, invest in improving our business
maodel and keep optimizing it, but we do see many, many more years of liguid
growth in Home Care, not just in laundry, but alsa in fabric conditioners and
in dishwash. And this is an area that we intend to lead and build market share
In. Sa that's basically whara we ara on tha competitive landscape for Home
Care, | think gives you a pretty graphic Idea of what's gaing on In our higgest
category.

Thank you very much. Ladles and gentlemen, we'll taka that as the last
quastion, I'll now hand the confaerance over to Mr, Ritesh Tiwarl far closing

Thank you, Niray. Befora we conciudes the call, | weuld ke to take a minuts to
updata all of you of a change In aur Investor Relatlens team. Shilpa has
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Shikpa Kedia:

Rahit Jawa:

Shikpa Kedla:

Ritash Tiwarl:

declded to leave Unilever to pursue an extemnal apportunity. Shilpa goes with
our best wishes and gets added to the llustrious HUL Alumni cohort. Yogesh
Mulgoonkar, who is currently Head of Finance, Personal Cuare, will toke
additional responsibility as Head of Investor Relations.

Yogesh will meet many of you in the coming meonths as he transitions into his
role. 1 would like to take this opportunity to thank Shilpa for her leadership
and her contribution during her tenure with HUL and as Controller and IRand
I wish both Shilpa und Yogéash very best.

Thank you, Ritesh and Rohit for your unwavering suppart. | would like to
extend a warm welcome to Yogesh. | alse want to express my sincere
gratitude to al of you on the call for the incredible partnership and support
duritg my tehure In this rele, Before we conclude, | would like to remind
everyohe that a playback of this event will soon be avallable on the Investar
Relatlons sactlon of our wshsita Thank you,

Thank you, Shilpa.
Thank you so much,
Thank you.

Thank you wery much. On bBehalf of Hindustan Unllavar Limiad, that
concludes this conference. Thank you for [eining us, and you may now

disconnect your lines. Thank you.

Discialmer: 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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