1 N ]S e . .. GRS W Ky

(((C//'(/(y(/((

Soerend .. { - Analyst Meet

4t February 2015



"V

Disclaimer

- This  presentation may contain  statements  which  reflect

Ma n a g e mecurterd sriews and estimates and could be construed
7
f as forward looking statements . The future involves risks and

" uncertainties that could cause actual results to differ materially

. from the current views being expressed. Potential risks and

uncertainties include factors such as general economic conditions,
 commodities and currency fluctuations, competitive product and

pricing pressures, industrial relations and regulatory developments .
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- Grow faster than market

- Strengthen GTM

- Invest in Brand Building
S
~ Acost
\ L - Focus on supply chain productivity & efficiencies
:\\ - Tight control on  capital & fixed ¢ ost

- Large and technologically  superior factories

A Capability

- Build a passionate & motivated team

- Simplify structure
- - Deliver Organoleptically superior products
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In A Challenging Economic Environment & .' S
Growth Sl owdown Of FMCG

i FMCG, Food and Biscuit Growth
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4 Standalone FY 13-14 FY 14-15

Britannia Revenue Grew Fas

1,801

1,594 1,614 1,620 1,618
1403 I l I l I

/

Rs. Crs.

Growth% 15% 14% 11% 9% 15% 13% 14%

24

pd  months 27% 24% 30% 24% 32% 29% 27%
growth%



Strengthened GTM

i Increased depth of distribution Increased width of distribution
in Urban (sales / store) in Rural (#stores)
v’
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Split Route Hub & Spoke model ﬂ
Total line sold increased ~ 25% No. of rural distributor increased ~ 50%
'1 Direct Outlet Coverage Increased ~20% ‘
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Consumer-
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Structured Channel Programs

To drive rural growth in
selected geographies a
focused brands

To drive urban extractio
in top towns which
contribute >70% of EC(

Loyalty programs for hig
throughput retail outlets -




