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We aim for steady, double-digit volume growth by leveraging our market
leadership and expanding our category reach, ultimately creating lasting
value for all stakeholders.

14

#1 brands across
4 clusters

HIGHLIGHTS

27 214,364
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Our chosen
portfolio

Our passion lies in delivering high-quality,
affordable, and beautifully designed
products with consumers at the core. As
industry leaders, we focus on innovation-
driven growth, continuously enhancing our
portfolio fo meet evolving consumer needs.
Accessibility and quality remain our priorities,
especially in emerging markets where we

have a strong presence.

India & SAARC

° Launched van distribution program
for expanding direct rural outreach

to cover ~2.5X villages

0 Scaled the GoodKnight franchise in
Bangladesh with formulation changes,

access pack and sampling program

. Improving productivity of
sales manpower by driving
in-market discipline with tech

interventions
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Our footprint spans some of the largest

and fastest growing emerging economies
globally. However, key categories like
Household Insecticides, Air Care, and Hair
Colour remain underpenetrated , presenting
significant growth potential. We view this

as an opportunity to apply our expertise in
product development, communication, and
activations to create value. Our innovations -
GoodKnight Agarbatti, Godrej AerO, Godrej

Set up new chemist and
cosmetic sales channel for

accelerated growth

E-commerce in India continued
to be the fastest growing

channel at >25% growth

© Geotagging of all general
trade outlets in India, enabling
optimal utilisation of our

resources

Fab liquid detergent have delivered strong
success in the initial years, and present

significant growth potential.

Our goal is to achieve consistent, industry
leading volume growth by leveraging our
existing market leadership and expanding
our category reach, ultimately benefiting all

stakeholders in the long term.

Indonesia

Outsourced the entire distribution

for general trade to large-scale
distributors to reduce operational
complexity, significantly increase direct
coverage, and reduce the cost of

operations.

o Launched multiple initiatives to
leverage digital technologies
and build closer connections with

different partners.



Our robust product lineup in Home and
Personal Care enables us to deliver
health and beauty benefits to consumers
in emerging markets. Our category

development initiatives have continued

Africa & USA

. Strong emphasis on e-commerce in the USA, .

which constitutes

. ~7% of the total business

to deliver strong penetration gainsin FY
2024-25. In Indonesia and Bangladesh,
Liquid Vaporizer has gained ~200 bps of
penetration in 2 years, growing at high
double digit volume growth. In India, our mini
Godrej Expert Rich Creme has contributed

to a hair color penetration increase of

~1000 bps. We will continue to invest in
category development to boost growth in our
current categories and generate long-term

economic value.

national distributor

As we innovate in emerging categories, we
will prioritize expanding the reach of our
flagship products and categories, which
boast high profitability and growth potential
as market leaders. This involves intensifying
marketing and distribution efforts tfo
significantly boost volume growth over the

next five years across all our markets.

In West Africa, we shifted to the outsourced distribution model with a
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Our globalisation
strategy
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Latin America

Sub-Saharan Africa & USA

Premium Beauty and

Hair Colour
(Argentina)*
Hair Colour
(Chile)
Professional Products

(Depilatory products | Chile) Premium Beauty and
Professional Products

(Hair styling products |

Professional Products
(Hair fixing sprays |
Argentina)**

Premium Beauty and

Argentina)*

Source: *Nielsen, **Scentia

Hair Colour
(Ethnic hair | South Africa)

Premium Beauty and
Professional Products

(Hair extensions | Sub-
Saharan Africa)

Hair Colour (Caucasian hair
colour | South Africa)
Leader in Premium Beauty
and Professional Products
(Hair care and maintenance
products | Africa & USA)
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India & SAARC

@ Household @ Personal Wash
Insecticides and Hygiene
@ Air Care @ Fabric Care
@ Hair Colour @ Deodorants
Indonesia
Household Hair Colour
Insecticides
@ Air Care
@ Baby Wipes



A broad emerging
markets portfolio

In the FY2024-25, 38% of our total revenue was

generated from international operations.

Geography Salience Category Salience

10% ©

FY 2024-25
62%*
India B Personal Care
[ Indonesia % Home Care
B Africa, USA, and Middle East

Others

*Comprises inter-company eliminations and miscellaneous products
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Portfolio of our
power brands

—— 1,000 crore +
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Strengthened brand positions
across key markets and geographies
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Renewed global category structure

In FY 2021-22, we introduced a refreshed global category framework to drive innovation and

strengthen brand equity across our core segments: Household Insecticides, Air Care, Hair Colour, and

Hygiene. This structure is designed to enhance product development (innovation and renovation) and

brand strategy (positioning and communication), anchored in three key value drivers:

Coherent global strategy and cross-geography synergies

Scaling up products across our
categories and geographies

Expanding Flagship Products:
Goodknight Liquid Vaporizer, a
longstanding market leader in India, is
scaling its presence across Indonesia,
Bangladesh, and Nigeria.

Localized Adaptations: Godrej
Shampoo Hair Colour, originally
launched in India, has successfully
entered Indonesia with customized
product formulations, packaging, and
positioning while retaining its core

technology.

Ll SRR T

Natural Black 2.00

HENNA

SHAMPOO
HAIR COLOUR
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Cross-Market Product Expansion: We
have successfully introduced Aer Matic
from Indonesia to India, while Aer
Power Pocket is now expanding from
India to Indonesia, Bangladesh, Middle
East and Latin America.

These three Indian products have
emerged as global blockbusters,
registering a 60% year on year growth

in international markets.
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Deeper capability on product and
communication development

We are strengthening our global innovation
and renovation pipeline through a structured
stage-gate process, ensuring a robust and
future-ready product portfolio. Our focus

is on revitalizing core offerings while driving

category growth.

To enhance communication effectiveness,
we have centralized creative development

through in-house teams:

Better alignment across product development and brand equity

We have streamlined our Product and
Equity teams, ensuring close collaboration
under the direct leadership of the Head of
Global Category and Innovation. These
teams undergo cross-training in decision-
making and functional expertise, fostering

a holistic marketing approach.

Brand leaders play a crucial role in driving
consistency while adapting to regional
market dynamics. By integrating deep
consumer insights with global expertise,
we create products tailored to evolving

preferences across diverse geographies.
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Our global presence is a strategic
advantage, allowing us to address shared
challenges across markets while capitalizing
on regional expertise. As part of our
commitment to sustainable growth, we

are expanding local operations and talent
acquisition in emerging markets, leveraging
regional knowledge to drive market

leadership.

Creative Lab - Our dedicated media
development studio.

Design Studio - A hub for pioneering
design thinking, innovation, and
development of new products and

solutions across geographies.

We are also standardizing our advertising
strategy globally. In Air Care, for example,
we leveraged the consumer insight that

air fresheners are commonly used during
home visits. This inspired our “talking rooms”
concept in advertisements, successfully
implemented for Aer in India and Stella in

Indonesia.



Enhanced, digitally enabled

consumer insights

By adopting a comprehensive perspective
on the market landscape and evaluating
current performance, emerging trends,
and shifts in consumer behaviour, we gain
valuable insights into potential future
developments for both categories and

brands to fulfil customer needs. This

Consumer obsession:
A sustainability lens

Long-term brand tracking is a vital tool

for assessing the alignment of our brand
values with consumer sentiment, reflected

in awareness, preference, and loyalty. We
conduct brand perception surveys to identify
key consumer segments, understand their
priorities and shopping behaviours, and
determine the most effective engagement
strategies. These insights deepen our
understanding of evolving consumer trends.
Traditional brand perception tracking
involves the scientific selection of a relevant
target audience, typically category users,
and conducting in-home surveys to assess
brand awareness, perception, and usage, as

well as the effectiveness of advertising.

Long 78.008378*
10/11/23 02:18 PM GMT +05:30

approach enables us to identify opportunities
that create mutual benefits for consumers,
brands, and the broader category. From

a technological standpoint, we prioritize
investments in consumer research and data
analytics to anticipate trends and drive

category growth.

In response to the rapidly changing market
landscape, we have embraced a more
agile approach. We leverage advanced
technologies to continuously monitor
brand performance and consumer
sentiment, enabling timely adaptations.
This includes tracking various metrics, such
as awareness, product feedback, usage

behaviour, and openness to new ideas.

During the FY 2024-25, we engaged with
over 50,000 consumers to assess their
perception of our brands. We gathered
these insights through multiple channels,
both online and offline, including random
in-home visits and central-location surveys.
This study covered nearly 90% of our

brands by revenue.

Gathering consumer insights
across various channels
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We have integrated a sustainability lens into our existing surveys to gain deeper insights into

how sustainability influences consumer preferences and perceptions.

We engaged our consumers to:

V7 g

Assess Attitudes Identify Opportunities
Toward Sustainability for Innovation
We sought to understand how sustainability We identified opportunities for brand
aligns with consumer priorities and values, as differentiation and competitive advantage,
well as its influence on brand perception. by exploring consumer values and
preferences.

Our brand perception survey among By adopting an agile approach to brand
individuals aged 21-45 in India included perception tracking, we strive to keep our
targeted sustainability metrics. Our findings brands relevant and appealing. Our objective
revealed that over 65% of respondents is to make well-informed decisions that drive

valued ‘reusability,” while over 30% prioritized  long-term growth, enhance our reputation,
‘reducing plastic waste.” Consequently, and contribute to a more sustainable future.
approximately two-thirds of consumers

perceived our product as eco-friendly, and

we aim to get to 75%.
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Democratising
our brands

QOur core purpose has always been to prioritize
consumer needs above all else. To enhance
accessibility, we continuously innovate by
offering our products in various sizes and
price points, ensuring they cater to a wide

consumer base.

Smaller value-pack offerings, such as
Godrej Expert Rich Mini Créme and Godrej
Selfie Shampoo Hair Colour in India, Godrej
Magic Handwash in India, and HIT Aerosol in
Indonesia, have transformed the market by
making our products more affordable and

accessible.
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Godrej Expert Rich Créme (India)

Godrej Magic Handwash (India)

Godrej Magic Handwash is our revolutionary
hand wash and the world’s first powder-to-
liquid handwash. Born out of the need to
democratise sanitation and handwashing in
Indiq, it's a sustainable product and available
at a very affordable price point starting at just
INR10.

With Godrej Fab, we are leveraging our
expertise in the liquid detergent category and
making it accessible to everyone, thereby
democratising access to quality laundry care.
It caters to consumers who seek an enhanced
laundry experience at a competitive price
point of INR 99 for a litre.
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Goodknight Agarbatti (India)

Our Goodknight Agarbatti, priced at an
affordable INR 10, is the only government-
registered, safe, and effective alternative
toillegal incense sticks, helping to formalize
the category. By tailoring products to meet
specific consumer needs, we strengthen brand
loyalty and reinforce our commitment to

providing trusted, high-quality solutions.

LIQUID DETERGENT

== 2
S 4

colours

miE

Godrej Fab (India)



Revitalizing market

reach

Making sure that customers can regularly
access our products is essential to our
objective of attaining more penetration as
we expand into emerging areas. In order to
reach more consumers, we are constantly
growing our distribution networks, paying
more attention to underserved or unserved

rural and remote markets. In FY 2024-25, we

Expanding rural outreach through
van disitrbution program.

-
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were able to reach 2X villages directly thanks
to our van distribution program “Vistaar,”
which also allowed us to rapidly grow our

direct distribution in rural markets.

We are rapidly increasing our presence
across multiple platforms, such as traditional

and modern retail channels, e-commerce

including quick commerce, and digital
marketplaces, to ensure our products are
always available to serve our consumers,

regardless of where they are located.




Channels of
the future

New technologies are reshaping the sales
and distribution landscape, with digital
channels growing at more than twice the rate
of traditional ones in India. Quick commerce
is gaining significant traction, while
e-commerce continues to expand across
India, Indonesia, and the USA. Additionally,
modern trade, Cash and Carry, and the
emerging eB2B segment are experiencing

steady growth.

In India, we have renewed our focus on
kirana stores and neighborhood convenience
shops, recognizing their enduring relevance.
Similarly, in Africa, the acceleration of
proximity shopping has underscored the
critical role of last-mile distribution. Future
distribution models will be omnichannel,

integrating both online and offline sales.

Our leadership engages with
our partners on ground

In Bangladesh, efforts remain centred on
strengthening the traditional kirana (modir
dukaan) network, as modern trade and
e-commerce are largely confined to urban
areas. Meanwhile, in Sri Lanka, we continue
to invest across all key channels, including
traditional retail, modern trade, and

e-commerce.
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