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Marico -

Make a
Difference

PEOPLE FIRST BUSINESS NEXT PROFIT LAST

At Marico, FY21 proved to be a validation of our
beliefs, efforts, and commitment to be able to create
value in the lives of those who matter. And together
with everyone, we were able to not just transcend

the challenges of operating in a new business
environment, but also accelerate our stride in the agile
transformation and impact creation journey.

Creating value for those who matter has been

the cornerstone of Marico’s success. The external
environment notwithstanding, we continue to validate
the trust of stakeholders led by the value drivers of
people, planet and profit. Be it the way we nurture our
people, contribute to society through ‘Kalpavriksha’
and other initiatives, or pursue target-led environmental
priorities, we are propelled by our aim of holistic value-
creation. The little steps we take enable us to transition
towards stakeholder capitalism, focused on balancing
the needs of everyone associated with us. Evidently, this
has helped us transcend the challenges of operating in
a new business environment.

We continue to foster ethics and integrity as the
strongest pillars of our purpose, to create and
safeguard value across the board, and contribute to
creating a sustainable future in the process. Starting
with our leaders, the principles of conscious capitalism
trickles down across our areas of impact, creating

a culture that nurtures and cares, augmenting our
business success.

A stakeholder-centric business

ready for the next normal

Il Responsibility

N

FY21 value-creation highlights

People

Building a diverse and
inclusive culture

Fostering a support and empathy-

INVESTORS
¥ 8,048 Crore 83%
Revenue Dividend Pay-out Ratio

1,162 Crore

Recurring Net Profit After Tax

based leadership culture. Leading
with Trust, Ownership and Innovation.

CONSUMERS

Developing capabilities to address
the next normal of business through
skill building, technical trainings and

>126 Million

households reached

58,000

villages in India reached through
stockist network

accelerated learning platforms

members through Member

¢ Assistance Program, flexi timings,
j WFH, and flexibility on leave sharing,

among others

MEMBERS

Improving quality of life for Marico

Integrating sustainability across the value chain

Transcending beyond compliance for product
quality and safety

Prioritising customer choices and aligning innovation
outcomes

Prioritising business ethics, anti-competitive behaviour,
critical and systemic risk management practices

40%

leadership hires in FY21 are
women

56%

of campus hires are women

93%

member engagement score
throughout the year

3000 workhours

devoted towards health & safety
trainings across Marico facilities in
India

Profit

Business resilience beyond the pandemic

Core portfolio growth with market share

consolidation

Customer value enhancement through

cost optimisation

Digital transformation enabling overall

business

VALUE CHAIN PARTNERS

5.3 Million

number of retail outlets reached

700+

value chain partners
associated in India

38%

critical value chain partners who
have been awarded Marico’s
Responsible Sourcing certification
(Level 1)

COMMUNITIES

T20.4 Crore

amount spent for CSR

2,40,000

students impacted through
digital literacy programmes

39,040

farmers cumulatively enrolled under
Parachute Kalpavriksha Foundation

20,00,000+

number of beneficiaries impacted
from pandemic relief efforts

ENVIRONMENT

72%

renewable energy share
of India operations

80%

reduction in GHG emissions
(Scope 1&2) as compared to
base year FY13

1,630,000 kg

quantity of post-consumer plastic waste

collected under EPR* programme

2.15 Billion litres

cumulative volume of water capacity

created in India

*Extended Producer Responsibility



About this Report

This is Marico’s third Integrated Report, reflecting our
performance and strategy aligned to the current
business context. It encompasses both qualitative

and quantitative disclosures regarding our financial
performance, critical sustainability impact and socially
inclusive endeavours conducted during the year.

The sustainability impact sections of this report builds
on the work completed since our last disclosure, and
further reinforces our commitment to sustainability as
an industry leader and global corporate citizen. The
report is aimed at fransparently communicating to our
stakeholders, our business progress as well as reflecting
our ongoing efforts to assess our most significant
environmental, social and governance (ESG) impacts,
risks and opportunities to further enhance our practices
in the future.

Reporting frameworks

The financial statements and statutory disclosures
including the Board's Report, Management Discussion
and Analysis (MDA), and Corporate Governance Report
are presented in conformance to the requirements

of the Companies Act, 2013 (and the rules made
thereunder), Indian Accounting Standards, the Securities
and Exchange Board of India (SEBI) - Listing Obligations
and Disclosure Requirements, 2015 and Secretarial
Standards issued by the Institute of Company Secretaries
of India.

The non-financial section is guided by the International
Integrated Reporting <IR> framework (including January
2021 amendments) published by the International
Integrated Reporting Council (IIRC) (now the Value
Reporting Foundation). The Key Performance Indicators
(KPIs) have been prepared in accordance with the
Global Reporting Initiative (GRI) Standards: Core
opftion. The Report also references the nine principles

of the Ministry of Corporate Affairs’ National Voluntary
Guidelines (NVGs) on the social, environmental and
economic responsibilities of business and aligns with the
relevant United Nations Sustainable Development Goals
(UN SDGs).

Reporting boundary

The financial metrics and information presented in
the FY21 Integrated Report pertains to Marico Limited,
including its domestic and international business,
subsidiaries and joint ventures. The non-financial
disclosures are limited to Marico’s India operations,
unless otherwise specified at relevant sections.

Reporting Period:

The FY21 Integrated Report covers financial and non-
financial performance of the Company from April 01,
2020 to March 31, 2021.

Management responsibility statement

The management of Marico acknowledges its responsibility
in ensuring the integrity, fransparency and accuracy

of information presented in the Integrated Report. The
management also confirms that the report addresses

all business-critical material issues pertaining to the
organisation and its stakeholders, and communicates the
organisation’s ability fo pursue prospects and mitigate risks.

Assurance of report content

Reporting Assurance status

element
Financial The financial statements
information presented in the report have

been audited by BRS &Co. LLP

Selected Verification of Energy & GHG
non-financial disclosures and Carbon Neufrality
performance of Perundurai for FY21 by DNV GL
metrics Business Assurance Pvt. Ltd.

Intfernally verified and assured
by the Management

All other non-financial
performance
information

Restatements

The reporting scope for some of the non-financial
(Sustainability and CSR) impact areas have been
expanded based on the market drivers, value enablers
and social commitments during the year. These

have been elaborated in the respective sections of
the report.

m

"

Read the full report online at
www.marico.com/page/DigitalReport2020-21

Any queries/feedback to be directed to -
investor@marico.com
sustainability@marico.com
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At a Glance

Marico Limited is one of India’s
leading consumer goods companies
operating in the global beauty and
wellness categories.

We nurture leading brands across
categories of hair care, skin care,
edible oils, immunity boosting and
healthy foods, male grooming, and
fabric care. In India, we touch the
lives of one out of every three Indians
through our portfolio of brands, such
as Parachute, Saffola, Nihar Naturals,
Saffola FITTIFY Gourmet, Saffola
Immuniveda, Saffola Arogyam, Hair &
Care, Parachute Advansed, Mediker,
Coco Soul, Revive, Set Wet, Beardo
and Livon.

Our international product portfolio
includes brands such as Parachute,
Parachute Advansed, HairCode,
Fiancée, Caivil, Hercules, Black Chic,
Code 10, Ingwe, X-Men, Mediker
Safelife, Thuan Phat and Isoplus.

Headquartered in Mumbai, we are
present in over 25 countries across
emerging markets of Asia and Africa.
We operate eight factories in India,
located at Puducherry, Perundurai,
Jalgaon, Guwahati, Baddi, Paonta
Sahib and Sanand.

8,048 Crores

Turnover

1,162 Crores

Recurring Net Profit After Tax

Corporate Value Creation Delivering Impact Statutory Financial
Overview at Marico with Stakeholders Reports Statements
Our Values

@

Consumer centric

Keeping consumer as the focus and partner, in
creating and delivering solutions

Transparency & Openness

Allowing diversity of opinion by listening
without bias, giving and receiving critique,
with mutual respect and trust for the other

Q

K2
7 Q

Opportunity Seeking

Identifying early opportunity signals in the
environment to generate growth options

Bias for Action

Preference for quick thoughtful action as
opposed to delayed action through analysis

%3]

Q7O

Excellence

Continuous improvement of performance
standards and capability building, for sustained
long-term success

Boundarylessness

Seeking support and influencing others beyond
the function and organisation o achieve a
better outcome/decision without diluting one's
accountability

(®
N

i
N7

Innovation

Experimentation and calculated risk taking
fo increase success probability of radical/
pioneering ideas to get quantum results

Global Outlook

Sensitivity and adaptability to cultural
diversity and learning from different
cultures

Marico Limited Integrated Report 2020-21



Geographical Presence

Spreading wings in India and beyond
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Depots enabling reach
across the country 25

10
11
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National Markets

DEPOTS REDISTRIBUTION CENTRES

Sonipat
Ghaziabad
Lucknow
Zirakpur
Jammu

Indore (A
Pune (5 )
Bhiwandi (C)
Nagpur (D)
Solapur

Jaipur
Kolkata Hyderabad
Vijayawada
Hubli
Bengaluru

RI
Siiquri

iliguri pe
Guwahati
R3

R4

Patna
Chennai

Ranchi
Cuttack
Agartala

TT =y Je

Coimbatore

2006000000000
000006066 N

4

Kolkata Pl
Bhiwandi P2
Hyderabad P3
Sonipat P4

P5

Ahmedabad REGIONAL OFFICES Pé

New Delhi %
Kolkata P8
Mumbai

Hyderabad

PLANT LOCATIONS

Perundurai, Tamil Nadu
Sanand, Gujarat
Puducherry

Baddi, Himachal Pradesh
Jalgaon, Maharashtra
NER 1, Guwahati, Assam
NER 2, Guwahati, Assam

Paonta Sahib, Himachal
Pradesh

Corporate Value Creation Delivering Impact Statutory Financial
Overview at Marico with Stakeholders Reports Statements

With a primary presence in India, and select markets across
emerging countries of Asia and Africa, Marico intends o
develop scale in the businesses in South East Asia, the Middle
East, Egypt and South Africa.

Share of International
FMCG Business

International Markets

NORTH AFRICA AND THE MIDDLE EAST SOUTH EAST ASIA

© Eoypt 5 Vietnam
@ Middle East & Myanmar

SOUTH ASIA SOUTH AND SUB-SAHARAN AFRICA

® India P South Africa
©® Bangladesh



Key Performance Indicators

Metrics of progress

EBITDA MARGINS (%)
Profit and loss metrics
FY21
A robust topline and margins similar to year-ago FY20 | 201 |
levels ensured that we continue to deliver on the .
business front, delivering enhanced net profit. FY19 | 18.1 |
FY18 | 18.0 |
Y17 [19.5 |
NET PROFIT (zCrores)  EARNINGS PER SHARE ®)
w W
FY20 (1,043 | FY20 |8.1 |
FY19 [ 926 | FY19 | 7.2 |
FY1s  |814 | FY18 [ 6.3 |
Y17 (799 | FY17 [6.2 |
CASH PROFITS (ZCrores) EVA (% Crores)
FY20 [ 1,167 | FY20 |704 |
FY19  [1,057 | FY19 | 589 |
FY18 | 922 | FY18 | 550 |
FY17 |947 | FY17 |610 |

Operational metrics

With new product innovations and a strong base of established brands, we were able to increase our sales
volume and value during the year, while maintaining the share of international business in our portfolio.

SALES & SERVICES (zCrores)  SHARE OF INTERNATIONAL FMCG BUSINESS (%)
FY20 [7315 | FY20 |23 |

Y19 (7334 | FY19 |22 |

FY18  [6,333 | FY18 |22 |

Y17 (5936 | FY17 |23 |

Corporate Value Creation Delivering Impact Statutory Financial
Overview at Marico with Stakeholders Reports Statements

. SURPLUS ON BOOKS (Z Crores)
Balance sheet metrics
FY21

|

We operate our business with minimal debt on

our books, and fund our capital expenditure FY20 | 607
and operations through internal accruals and Y19 | 013 |
cash flows.
FY18 338
DEBT / EQUITY LOAN ON BOOKS (Z Crores)
FY21 FY21
FY20 |01 | FY20 [335 |
FY19 |01 | FY19 | 349 |
FY18 |01 | FY18 | 309 |
Y17 |01 | Y17 [ 239 |
RETURN ON NET WORTH (%)

Shareholder metrics

FY21

We continue to create increased shareholder

value, led by wealth appreciation, dividend FY20 | 34.8 |
distribution and enhanced returns. 19 [337 |

FY18 [33.5 |

17 [368 |
RETURN ON CAPITAL EMPLOYED (%) DIVIDEND DECLARED (% of face value)
FY20 [42.4 | FY20 | 475 |
FY19 42,0 | FY19 | 475 |
FY1g (413 | FY18 | 425 |
FY17 [ 46.8 | FY17 [ 350 |

FY19, FY20 and FY21 Net Profit excludes the impact of one-offs and extraordinary items.

P&L for FY19, FY20 and FY21 and Balance Sheet for FY18, FY19, FY20 and FY21 are as per Ind-AS 116 and hence not
comparable with earlier years.

Marico Limited Integrated Report 2020-21 9



Innovation - Our Driving Force

Resilient portfolio of trusted brands

Coconut Oil

Parachute Nihar Naturals Nihar Naturals
Coconut Qil Uttam Coconut Oil Coconut Qil

Super Premium Refined Edible Oils

Saffola Active Saffola Tasty

Healthy Foods

Saffola Saffola Saffola Meal Saffola
Oats Masala Oats Maker Soya Masala
Chunks Oodles

10

Saffola
Honey

Saffola Gold

Saffola Arogyam Saffola
Chyawanamrut Immuniveda
Awaleha

Marico Limited Integrated Report 2020-21

Corporate
Overview

Value Creation Delivering Impact Statutory
at Marico with Stakeholders Reports

Financial
Statements

Saffola Total

Saffola Aura Refined  Saffola Aura Extra Virgin
Olive Oil Olive Oil

Coco Soul Virgin Saffola FITTIFY Gourmet

Coconut Oil

Range




Innovation - Our Driving Force

12

Value-Added Hair Oils

Parachute Advansed

Hot Oil Gold Coconut Aloe Vera Enriched
Hair Oil Coconut Hair Oil

Premium Personal Care

Hair Nourishment

Livon Serums Hair & Care Silk n
Range Shine Leave-In Hair
Conditioner

Hygiene

Veggie Mediker Hand
Clean Sanitizer

Jasmine Coconut Ayurvedic
Hair Oil Hair Oil

Male Grooming & Styling

Set Wet Hair (Gels and Waxes,
Deodorants and Studio X Range)

Protect Surface
Disinfectant Spray

Shanti Badam
Amla Hair Oil

Corporate Value Creation Delivering Impact Statutory Financial
Overview at Marico with Stakeholders Reports Statements
Nihar Naturals Hair & Care

-

%

2

i
1
B

-
e

Shanti Sarson Shanti Jasmine Perfumed Coconut  Gold Coconut Aloe Vera, Dry
Hair Oil Coconut Hair Oil Hair Oil Hair Oil Olive Oil & Fruit Oil
Green Tea
Skin Care

(<}

LAY WA
ey

[T ' . ¥
SO TEHER : [ o

Parachute Advansed
Body care range

Beardo Parachute Advansed Men
Aftershower Hair Cream

Kaya Youth Range

KeepSafe Range

Marico Limited Integrated Report 2020-21 13



Innovation - Our Driving Force

Bangladesh

Coconut Oil, Hair Care, Skincare, Babycare,
Male Grooming & Styling, Edible Oils and Hygiene

Parachute Value-Added Hair Oils
Coconut Oil
L
Parachute  Parachute  Parachute Nihar Naturals Nihar
Advansed  Advansed  Advansed ShanfiBadam Naturals
Beliphool Extra Care  Aloe Vera Amla Joba Amla

Male Grooming

3 !

o & Studio X No Studio X Studio X Studio X Studio X Studio X Power
Gas Perfume Hair Gel Face Wash Styling Soap Brightening
Spray Shampoo cream
Baby Care
1) ] [ =
. ",
- ) L] ™
x =, E
-
Lo 1l 2 by
e =
£y | : ; £
IRLF
Parachute Parachute Parachute Parachute Parachute Parachute
Just for Baby Just for Baby Just for Just for Just for Baby Just for Baby
Qil Lotion Baby Wash Baby Soap Powder Toothpaste

Vietnam

Eénde 4
[ |

B

X-Men X-Men for Thuan
Boss Phat

14

Corporate Value Creation Delivering Impact Statutory Financial
Overview at Marico with Stakeholders Reports Statements

Hair Care Hair Dye Hair Serum

ety
4 -,
é o
&= ¥
Nihar Nihar Parachute Naturale Parachute Hair Code Powder Livon
Naturals Lovely Shampoo Naturale
5Seeds Conditioner
Skin Care

gf =2
= - «in
@E | § == ]
! Ly, Sy
- el = F
Parachute SkinPure Parachute SkinPure Parachute SkinPure Parachute SkinPure Parachute SkinPure
Body Lotion Petroleum Jelly Aloe Vera Gel Beauty Olive Oil Coco Olive Soap

Hygiene Edible Oil & foods

= m
& £
. - '
Parachute Parachute Mediker Mediker Mediker Safelife
Just forBaby  Just for Baby Safelife Hand Safelife Veggie Wash Saffola Saffola
Rash Cream Face Cream Sanitizer Hand Wash  Vegetable Cleanser Active Honey
Myanmar

. Hair Care and Male Grooming

Parachute Advansed silk n Shine Code

Coconut Hair Oil Serum 10

Marico Limited Integrated Report 2020-21 15



Innovation - Our Driving Force

MENA

South Africa

16

Coconut Oil, Hair Care, Male Grooming & Styling

Parachute Parachute Gold Parachute Advansed Hair
Coconut Oil Range Qils

Hair Care, Healthcare and Skincare

Caivil Black Chic

Coconut Hair Food, Oil Sheen Spray
With Avocado Oil, Natural Kids
Detangler and Hair Colour

Hair Colour, Mend n Grow Hair Foods,
QOil Moisturiser and Fusion Oil

g == Iy

Oil Sheen Spray, Holding & Edge Control Gel, Designing & Holding
Spritz, Styling Gel and Dreadlocks Moulding Gel

e

Parachute Parachute Virgin
Sampoorna Hair Oil Coconut Oil

Just For Baby

=
&
L—

w— e

Petroleum Jelly, Aqueous Cream, Talc
Powder and Baby Oil

Just For Kids

Relaxers, Hair Food, Detangler and
Pink Oil Moisturiser

Marico Limited Integrated Report 2020-21

Corporate Value Creation Delivering Impact Statutory Financial
Overview at Marico with Stakeholders Reports Statements

Parachute HairCode Fiancée
SkinPure Baby Oil

Hercules
: —
L pu & 51 JEL

Coconut Oil, Calamine Lotion, Castor Qil,
Eucalyptus Oil and Beauty Butter

a

Stamina mixture, Tokoloshe Salts and

Vusa Um Zimba



Chairman’s Message

Our fortitude and values

come to the fore

Dear Shareholders,

| am pleased to write to you and present the third
Integrated Report of your Company, but the backdrop is
unfortunately not as ideal as we would like it to be. The
ongoing COVID-19 pandemic has clouded over most
of FY21, and | take this opportunity to send thoughts and
prayers to all stakeholders affected by this crisis, including
the families, friends and relatives of the valued members
of your Company. We have not suffered a global health
crisis of this magnitude in generations, and are more than
grateful to all those frontline workers who have worked
tirelessly to help keep others safe and provide essential
goods and services to all.

At Marico, our members come first and we are focusing on
their well-being by taking all possible steps to provide the
support required to cope with these difficult times. Despite
the widespread disruption during the year under review,
your Company demonstrated both resilience and agility
and delivered impressive results. This has only reinforced our
faith in the lasting strength of the strategic building blocks
of your Company, namely brand, people and culture. It
is the trusted equity of our brands that consumers seek
solace in, especially during such uncertainty. The fortitude
of our members and the values ingrained in our culture
have truly come to the fore in these unprecedented times.
| firmly believe that it is only when you're empowered with
freedom and opportunity that you rise above the task at
hand and take complete ownership to make a difference.

18

A visible silver lining

Ayearsince the onset of the pandemic, the globaleconomy
remains under pressure, accompanied by sustained
fatalities and widespread unemployment. However, despite
the uncertainties, the way out of this health and economic
crisis is increasingly visible. Vaccination is picking up pace
and the workforce around the world is adapting to ways of
working with reduced mobility. The International Monetary
Fund (IMF), in its latest report, has projected a stronger
recovery for the global economy compared to its earlier
forecast, with growth projected at 6% in 2021, moderating
to 4.4% in 2022, after a historic contraction of an estimated
3.3% in 2020.

The Indian economy contracted by 7.3% in FY21. In view of
the severity and spread of the second COVID-19 wave in
India, accompanied by the overwhelming pressure on the
healthcare system, the IMF is likely to lower its most recent
growth rate projection of 12.5% for FY22. With the human
and economic toll on the rise, | hope that we overcome
this crisis through a coordinated policy response to fight the
virus, including acceleration of the vaccination campaign
along with allocation of more fiscal resources to the health
sector and social support for the vulnerable.

Sustainable value creation
at Marico

Our commitment to responsible growth has always been
the focal point of everything we do at Marico. It has been
our long-standing belief that sustainable and purposeful
businesses will stand the fest of time and drive superior long-
term performance stands more validated now than ever
before. The severe human crisis that we are facing today
has further necessitated a stakeholder approach to growth,
which relies on compassion, collaboration and inclusivity.

Our commitment to responsible growth has always

been the focal point of everything we do at Marico. It
has been our long-standing belief that sustainable and
purposeful businesses will stand the test of time and drive
superior long-term performance stands more validated
now than ever before.

Harsh Mariwala
Chairman

Corporate Value Creation Delivering Impact Statutory Financial

Overview at Marico

with Stakeholders Reports Statements

In FY21, your Company continued to make concerted efforts to
reduce operationalrisks, enhance environmental stewardship,
garner eco-consciousness amongst consumers, maintain
best-in-class governance standards and most importantly,
safeguard lives to thrive in the next normal of business.

As part of our climate action goals, our aim is to transition
the operations of all facilities to carbon neutral status and
mitigate our value chain climate impact. Over 72% of your
Company's energy needs are met from renewable energy
sources. Our Perundurai (Tamil Nadu) manufacturing facility
has been certified as ‘Carbon Neutral’ and has received
platinum-level certification from Cll Green Company Rating
System (GreenCo) and Indian Green Building Council (IGBC)
- all three notable achievements.

Water conservation is a core thrust area of our sustainability
agenda and your Company aims to become a water steward,
thereby creating sufficient quantities for community usage
and agricultural purposes. Under the ‘Jalaashay’ programme,
your Company has continually replenished 100% of the
water consumed in its operations and has built a cumulative
conservation potential of approximately 2.15 Billion litres so
far. We have also ensured that 100% of your Company'’s liquid
waste is freated and reused within the plant boundaries.

Towards plastic waste management, the ‘UpCycle’
programme has resulted in 95% of your Company’s product
packaging (by weight) being recyclable. Additionally, in
conformance with our Extended Producer Responsibility
(EPR) commitment, we have completed collection, energy
recovery and environmentally safe disposal of about 1,630 MT
(equivalentinweight) of post-consumer multi-layer packaging
usedin our products. We have also completed a collaborative
circular packaging initiative with Dow and Lucro Plastecycle
towards the usage of post-consumer recycled (PCR) shrink
films for the brand Parachute.

Through our Parachute Kalpavriksha programme, we are
striving to empower coconut farmers in India to leverage
scientific techniques, advanced agricultural trainings and
a range of farm-support resources that improve the quality
of yields as well as boost socio-economic livelihoods. The
Company has enrolled 17,997 farmers this year (cumulative
number stands at 39,040 farmers), covering 54,931 acres
of coconut farms (cumulative number stands at 1.8 Lakh
acres) and effecting an overall year-on-year improvement in
productivity of 15%.

Enabling socially inclusive
development

This year, your Company continued its efforts towards
enabling responsible and socially-inclusive growth for the
community through a variety of educational outreach
initiatives, livelihood sustenance programmes and innovation-
led value-creation campaigns.

Marico Limited Integrated Report 2020-21

During the ongoing pandemic, your Company has been able
to distribute 1.4 Million masks, 6.7 Lakh PPE kits and 633 ventilators
to help safeguard lives of primary healthcare workers, the police
and emergency services staff, among others.

Since its inception in 2003, the Marico Innovation Foundation
(MIF) has played a catalytic role in the innovation ecosystem
to help start-ups scale-up. In collaboration with other
organisations, the Foundation helped fund nine scale-up
innovation challenges to recognise winning solutions. Of
these, the most impactful has been the Innovate2Beat COVID
Grand Challenge, which was launched to find affordable and
scalable affordable and scalable healthcare solutions in India.
The five winning solutions received a grant of ¥ 24 Million.

Looking ahead

In any crisis, it isimportant to move quickly to reset objectives
in line with changing market realities. However, our strategic
priorities, which have always been guided by our credo -
‘Making a Difference’ — remain unaltered and gain even
more relevance in this evolving context. Your Company will
continue to focus on nurturing and building responsible,
safe, authentic and trusted products for our consumers and
making them more accessible through agile and resilient
execution. We will maintain a collaborative approach
with all our partners in the value chain and stay true to our
commitment fo the community and the planet in a bid to
create sustainable value for all.

| continue to act as the Non-Executive Chairman of the
Board, while Saugata continues to lead your Company'’s
strategic growth inifiatives. While the Board remains the
guide and mentor of the top management, keeping in mind
the right balance in composition relative to Director tenure,
your Company will undertake a Board rejuvenation exercise
over the next few years. | also lead efforts to improve the
collective functioning of the Board while remaining actively
involved in our CSR initiatives.

| would once again like to express my gratitude to all our
team members for valiantly fighting through the challenges
posed by this unprecedented crisis and extend my sincere
gratitude to the Board for its continued guidance and
support. | also convey heartfelt appreciation for all our
business partners, vendors and other business associates
who have firmly stood by your Company amidst adversity.
We deeply value the faith, guidance and support of all our
shareholders and would continue to do so as we attempt
to emerge stronger from the challenges and look ahead to
brighter times.

Warm regards,

Harsh Mariwala
Chairman
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MD & CEO’s Message

Bouncing back with

strong growth prospects

Dear Shareholders,

Itis a pleasure to write to you and put forth your Company’s
Integrated Report for the year ended March 31, 2021.

We are in the midst of unusually difficult times as successive
waves of the COVID-19 pandemic continue to impact
countries across the globe. As vaccination drives are
underway in most nations, we are certainly moving closer
towards effectively tackling the crisis. Your Company has
remained committed to the well-being, health and safety
of all its members and taken all possible measures in line
with the government directions and advisories. We believe
vaccination is the only way to defeat the virus. We have
been able to organise vaccination drives for our members
and their families and have now extended the same to
our business associates and third-party service providers
as well. Unfortunately, the pandemic has directly affected
some of our members and their families and | send my
thoughts and prayers to all of them.

Coming to the year under review, the national lockdown in
India at the start caused severe supply-chain led disruption
for little over a month. As restrictions eased subsequently,
there was a swift recovery in overall sentiment through the
rest of the year. Your Company’s performance followed a
similar trajectory, with a progressive recovery in volume
growth after the dip in the first quarter. We recorded
double-digit growth in both revenues and profits, despite

20

steep inflation in input costs in the second half of the
year, as our portfolio of trusted brands continued to log
market share gains over last year and exhibit fremendous
pricing power in an uncertain environment. Notably, the
results reflect the resilience, agility and never-say-die
spirit of your Company’s members and associates. | take
this opportunity to convey my sincere gratitude to the
entire team, especially the frontline and manufacturing
personnel, for braving such challenging circumstances.

FY21 Overview

While the Management Discussion and Analysis (MD&A)
chapter in this Report provides a detailed account of our
performance, | would like to cover the key facets of the year
gone by. After asharp drop in the first quarter, the domestic
business quickly bounced back in the following quarters to
exceed pre-COVID levels as more than 90% of our portfolio
comprises daily-use items under the aegis of strong market
leader brands. We witnessed robust growth across each
of our core portfolios of Coconut Oil, Saffola Edible Oils,
Value Added Hair Oils and Saffola Oats. Understandably,
discretionary portfolios of Premium Personal Care were
not much in favour with very limited occasions of use as
mobility restrictions prevailed in varying degrees through
the year. The pandemic, however, has driven structural
shifts in consumption patterns towards hygiene, immunity

After a sharp drop in the first quarter, the domestic
business quickly bounced back in the following quarters
to exceed pre-COVID levels as more than 90% of our
portfolio comprises daily-use items under the aegis

of strong market leader brands. We witnessed robust
growth across each of our core portfolios of Coconut
Oil, Saffola Edible Oils, Value Added Hair Oils and
Saffola Oats.

Saugata Gupta

Managing Director & Chief Executive Officer
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and nutrition categories. While your Company made
tactical plays into hygiene categories during the year,
it also made some enduring forays into immunity and
nutrition categories. Extending the strong health equity of
its brand Saffola, your Company introduced Saffola Honey,
Saffola Arogyam Chyawanamrut Awaleha, Saffola Oodles,
Saffola Mealmaker Soya Chunks and traditional immunity
boosters under Saffola Immuniveda. As a result, we have
materially scaled up the total addressable market (TAM) of
our Foods portfolio fo ~35,000 Crores and are targeting a
topline of ¥850-1,000 Crores in this franchise by FY24. While
Modern Trade footfalls receded, traditional frade mounted
a comeback led by strong growth in rural, more effective
social distancing and retail stores delivering goods at home
in urban. Growth in E-Commerce accelerated further with
its share of domestic business rising from 5% in the previous
yearto 8% in this year. We witnessed sharp input cost pressure
in the second half of the year as copra prices were up due
to temporary supply constraints, while prices of edible oils
and crude-related inputs rose in line with the surge in global
commodity prices. However, the business delivered healthy
earnings growth as we countered a part of the cost-push
through pricing interventions, aggressive cost management
and rationalisation of ad spends in discretionary categories.
In view of the transient nature of the cost-push, your
Company prioritised volume growth and market share gain
momentum over short term margins.

The International business also recovered well to post
high single digit constant currency growth after the
initial impact of the pandemic. Bangladesh consistently
delivered double-digit constant currency growth in each
of the four quarters. Vietnam gradually recovered to end
the year on a positive note. MENA had a flattish year and
South Africa grew healthily on the back of buoyancy in the
health care categories. The New Country Development &
Exports business also came back well in the second half of
the year after pandemic related disruptions in the first half.
Profitability of the overall business improved due to higher
share of business from Bangladesh.

Strategic Overview and Outlook

The second COVID surge has caused much more distress to
the community and affected even the rural pockets of the
country. As a result, the momentum in consumption slowed
downin the first quarter of the new fiscal year but the impact
was much lower as compared to the first lockdown as supply
chains are far more stress-tested, lockdowns are staggered
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and localised, and retfail stores are operating, albeit, for
limited number of hours during the day. While the situation
evolves, your Company will stay focused on delivering
sustained profitable volume growth and market share gains
by growing and premiumising the core portfolio, scaling
new engines of growth in Foods and Premium Personal
Care categories, while consistently moving along the path
of creating shared value. Consumer centric innovation,
adaptive business and GTM models, leveraging digital and
technology, cost management, nurturing talent and culture
and mainstreaming sustainability will remain key enablers in
this journey.

Rural has continued its good run through the year driven by
good harvests and government stimulus. We believe direct
reach in rural serves as a competitive advantage and aim
to expand our stockist network by another 25% over the next
2 years. In urban, we will maintain focus on augmenting
our reach in chemist and cosmetic outlets. Given the
challenges faced during the lockdown, your Company
stepped up its efforts to ensure availability of its products
through a number of innovative GTM models including
tie-ups with food-service aggregators and other logistics
partners, launch of a direct to consumer portal, tele-caller
facility for direct reach to the top retail outlets and a retailer
and consumer-ordering app, among others. We continue
to invest in these initiatives to stay ahead of the curve in the
event that any of these models present an opportunity to
scale up over the medium term.

The pandemic also reinforced the importance of driving
process simplification across our value chain and reducing
the hidden cost of complexity to the extent possible. The
rationalisation of more than 25% inefficient SKUs across our
portfolio has been one of key steps in this direction.

Given the speedier rise in digital media consumption, your
Company is ramping up its digital fransformation journey
to enhance consumer engagement, improve the digital
quotient (DQ) of its brands and build capabilities in data
analytics for faster and efficient decision-making across
the value chain. We have carved a separate business unit
within the Company to handle digital brands that operates
independently in terms of processes and systems. Beardo,
now fully integrated into our fold, should touch a run rate of
about100 Croresin FY22. We aim to replicate this success by
adding two to three more digital brands, either organically
or inorganically, over the next three years.
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MD & CEO’s Message

We have recently concluded a Net Revenue Management
(NRM) exercise in consultation with a global management
consulting firm. NRM is an approach for maximising the
revenues and profits from a company’s brand and product
portfolio over time, with harmonious growth across channels.
We believe it will enable the Company to reinvest these
pricing gains fowards accelerating innovation, building
brand equity, and strengthening brand relevance fo
consumers. The Company has begun operationalising the
recommendations stemming from this approach in FY22.

In the International business, having invested in requisite
leadership and organisational capabilities, we aim fo
chart a predictable and sustained growth trajectory over
the medium term. However, macroeconomic challenges
stemming from the resurgence of COVID-19 or any geo-
political instability in our key markets pose downside risks to
our outlook forthe near term. In Bangladesh, we will leverage
our distributive strength to further consolidate market shares
in the core portfolios and scale up the multiple new portfolios
launched recently. In Vietnam, we will continue to leverage
our market leadership position and invest in the male
grooming category as well as drive excellence in sales and
distribution systems. The Company has also been aggressive
cost management programmes, which will enable resource
generation for brand building. In the MENA region, the
Company will focus on getting the basics right by judiciously
investing behind brands and Go-to-Market initiatives. We
will be aggressive on cost management in Egypt to enable
the business fo fide over the macro headwinds. We remain
cautious on the near-term outlook of the South Africa
business but expect to protect the core franchise of ethnic
hair care and health care over the medium term. We will
also continue to invest towards developing new export
markets and scaling this business profitably.

Your Company holds its medium-term aspiration of
delivering 13-15% revenue growth, backed by 8-10% volume
growth in the India business and broad based double-digit
constant currency growth in the International business. Your
Company will continue to invest behind brand building
to support market growth initiatives in core categories as
well aggressively scale up new products. Having accrued
%150 Crores in cost savings in this year, your Company will
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confinue to drive ambitious cost savings tfargets each year.
The Company would be comfortable maintaining operating
margin at 19% plus over the medium term.

Responsible Marico

Sustainability is an inseparable part of our ethos, which we
believe will empower us to lead with excellence, agility and
innovation and in turn, create value for all stakeholders
throughout our journey. To this effect, our sustainability
agenda was framed along key focus areas namely,
responsible resource consumption, climate change, circular
economy, sustainable supply chain, product responsibility
and community development. As part of Marico's continual
focus towards shaping a safe and sustainable future, we
are prioritising our Decade of Action goals towards climate
action, restoration of natural assets, promoting eco-
conscious consumerism and delivering socially inclusive
growth.

While our Chairman has apprised you of our progress in
other areas in his message, | would like to shed light on
our initiatives in the areas of sustainable supply chain and
product responsibility. We aim to integrate environmental
conservation principles, ethical standards, and socially
responsible practices throughout the value chain by
capacitating suppliers to commit to sustainability goals.
| am pleased to report that 38% of our critical value-
chain partners have been certified with SAMYUT (Marico's
Responsible Sourcing Framework) — Level 1 and 93% of our
raw materials are indigenous and sourced locally.

We aim to reduce the overall environmental and social
footprint of our products across its lifecycle, ensure 100%
compliance on product quality, ingredient safety and
disclosure on product formulations, and accelerate
consumer-centric product innovation to improve its health
and nutritional benefits. We have created a Product
Sustainability Index (PSI) framework for estimatfing the
environmental and social footprint of our products’
across their lifecycle stages. Currently this study has been
completed for our flagship brand, Parachute Coconut Qil.

Corporate Value Creation

Delivering Impact Statutory Financial
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Our brands confinue to grow their franchise and stay firmly
tied to their purpose. Nihar Naturals Shanti Badam Amla and
Saffola, have been committed to their purpose of education
of underprivileged children and spreading awareness
about heart health, respectively. In response to our efforts,
Indiac  CSR Awards recognised Nihar Shanti Pathshala
Funwala’s Teacher Empowerment Programme under the
Best Education Project in Madhya Pradesh [Large Impact]
category. The Safe and Nutritious Food (SNF) school contact
programme supported by Saffolalife, covered 16 schools
across Maharashtra, Gujarat and Chandigarh and certified
their canteens as ‘eatright canteens’ and spread awareness
about the habit of safe and healthy eafing among more
than 60,000 students.

The Triple Bottom Line

People, Planet, Profit have never been more relevant.
Businesses are expected to play a positive role in society
and when it comes to driving positive change, brands
bear a great deal of responsibility too. It is evidently clear
that consumers want to adopt brands with a relevant
purpose; millennials want fo work in organisations that make
sustainable choices and investors across the globe are
increasingly allocating capital in businesses that deliver on
all three fronts. By clearly outlining the responsibilities, rights,
stakeholders’ expectations and the ethos of the organisation,
good governance provides a structural framework for
your Company to stay focused on our purpose of shaping
a sustainable future. It helps us to futureproof excellence,
safeguard value creation and steer agile transformation
within the organisational ecosystem.

For millennials, who represent the workforce of tomorrow,
we believe value-based transformational goals will act as
catalyst to improve productivity, enhance engagement and
provide job satisfaction. There is greater representation of
younger minds in driving sustainability initiatives at Marico
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and they confinue to exceed the level of partficipation
& commitment expected from them. Your Company is
proposing to add ESG-linked performance goals in the
remuneration structure of its senior management as we are
moving towards defining our talent value proposition across
all levels of the organisation such that each member is a
brand ambassador of sustainability.

| am pleased to share that your Company ranked éth among
India’s Most Sustainable Companies with an A+ rating, in the
rankings released by Sustain Labs Paris in association with
BW Businessworld. Marico was also amongst India’s Top 30
Best Workplaces in Manufacturing 2021 and amongst India’s
50 Best Workplaces for Women - 2020 by the Great Place
to Work® Institute (India). Your Company was also conferred
the ‘Best D&l Award for Inclusion of Millennials’ by The
Women Leadership Forum of Asia.

Traversing in the VUCA world that we live in and making
a difference in every life we touch is not possible without
the vote of confidence of all our stakeholders. Therefore, |
would like to take this opportunity to express my sincere
gratitude to all of them - our shareholders, Board of Directors,
management team, consumers, suppliers, bankers, investors
and partners, for their unwavering faith in Marico.

Warm regards,

Saugata Gupta
Managing Director & Chief Executive Officer
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Our Value-Creation Paradigm

Designed to deliver
responsible growth

At Marico, we remain committed towards sustainable value creation through a

consumer and community-centric strategy.
Increase in revenues as

Our value creation framework is based on three strategic pillars, which outline compared to FY20

our overall purpose, vision and goals towards responsible growth. These strategic

pillars of growth are pivoted on a set of six value-based enablers that accelerate

the pace of agile transformation for us. PAT CAGR since inception

Sustainability is an integral part of Marico’s mainstream business approach
to create shared value. With a comprehensive policy, management system
and governance structure, our sustainability strategy is set to create value
differentiation for the business as well as our multi-stakeholder ecosystem.

Corporate Value Creation Delivering Impact Statutory Financial
Overview at Marico with Stakeholders Reports Statements

Our Strategic Goals

Consumer and Community centric, Sustainable value creation

A4

o ~ g8
;10 S1p

GROW AND PREMIUMISE NEW GROWTH CREATE SHARED VALUE
THE CORE ENGINES

A4

Strategic Enablers

@ ()
5B REE 8

Business and Product Digital and Cost Talent and Mainstreaming
Go-to-Market Innovations Technology Management Culture Sustainability
Models

How we create Value

Investors

Transcending the boundaries of sustainable growth

and profits, Marico's business DNA has been configured
Farmers to deliver ‘responsible growth'. The pandemic has
infroduced a business environment that needs
organisations to reimagine their growth stories through

Community

the lens of resilience, agility and risk mitigation.

At Marico, we have considered this ‘next normal’ of
business environment as an opportunity to strengthen our
impact creation strategies and efforts while pursuing an
agile growth journey.

Stakeholder Capitalism is a core driver of our business
ethos and integrity. As a responsible business, we have
prioritised our efforts to build greater trust and stronger
relationships with each of our stakeholders, so that we
Business Associates are able to deliver continuous and incremental value
fo them.

Environment Consumers
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Our Value-Creation Paradigm
Aligni itals to the triple
bottom line drifts
HUMAN SOCIAL AND RELATIONSHIP FINANCIAL
We view value creation through a holistic lens and have aligned our The organisational culture at Marico’s purpose is centred around Marico aims to efficiently use its
six capitals to the triple bottom line paradigm. We believe that the Marico encourages social inclusion, making a difference in the lives of monetary resources to create,
interdependencies and intersections of various capitals enable sustained collaboration, and equal growth all stakeholders by creating value enhance and distribute value to
value-creation across the people, planet and profit pillars. opportunities for all types of talent. that matters. We remain committed all stakeholders. In the pandemic
Our talent value proposition rests on towards driving socially-inclusive year, we leveraged our financial
continually empowering, enriching growth with our value-chain partners capital to support stakeholers in
and fulfilling the aspirations of our and well-being programmes for need - from ensuring affordability
members so that they maximise and the community, the nation, and the to granting financial aid for the
realise their true potential. world at large. community welfare and fostering

social innovation.

MANUFACTURED NATURAL INTELLECTUAL

Natural resources are indispensable Through research and development

USTAINABILITY,

Manufacturing assets and

MANUFACT

infrastructural capacity are used
fo fransform input resources info
high quality products. At Marico,
operational excellence through
resource optimisation and
efficiency is a critical parameter of
sustained growth.
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assets to Marico. We aspire fo offer
safe, and sustainable products for
our consumers while promoting

eco-conscious lifestyle preferences.

Environmental stewardship at
each stage of our products’ value
chain encompasses low-carbon
technology, responsible sourcing,
emissions reduction and circular
economy principles.

and sustainable product innovation
initiatives, we remain focused on
developing brands and new products
that add tangible value to the lives of
our consumers. We harness the power
of fechnology to create smart, safe
and sustainable product upgrades
that ensure good health and nutrition.
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Business Model

Operating a stakeholder-focused

business

Financial Capital

* Debt:3351 Crores

e Equity: 3,240 Crores
* Capex: X142 Crores

Purpose

To transform in a
sustainable manner,

Values

Strategic Pillars

* Grow the core
* New growth engines

Consumer centric
Transparency and

Portfolio: Beauty & Wellness

Coconut Ol
Nihar Naturals Uttam Coconut Oil,

Financial Capital

US$7.3 Billion Market Capitalisation
44.6% Return On Capital Employed
37.1% Return on Equity

Financial Capital

DECENT WORK AND

ECONOMICGRONTH

o

Work tal 21323 C the lives of those we openness * Create shared value Parachute Coconut Oil, Nihar Naturals * 83% Dividend Payoutin FY21 1N
* Working capital: X1, rores . . : . Coconut Oil * 38,048 Crores Turnover
touch by nurturing Qpportunlf'y seeking « %1591 Crores EBITDA
and empowering * Bias for action * 19.8% Operating Margin
- . * 1,162 Crores Profit After Tax (excl. one-offs)(CAGR
them to maximise Excellence Super Premium Refined since inception: 23%) 39.0 EPS Manufactured
' Manufactured Capital their true potential * Boundarylessness Edible Oil )

0. + 8 Domestic manufacturing * Innovation saffola Active, Saffola Tasty, Saffola Manufactured Capital Capital

facilities

e 7 International
manufacturing facilities

* 4 Regional offices

* 21 Overseas offices

25 Depots and warehouses

Business activities

Global outlook

Consumer connect
and feedback

Product development
Research and

Gold, Saffola Total, Saffola Aura Refined
Olive Oil, Saffola Aura Extra Virgin
Olive oil

Healthy Foods

Saffola Oats, Saffola Masala Oats,
Saffola Meal Maker Soya Chunks,
Saffola Masala Oodles, Saffola Honey,
Saffola Immunity Booster Range, Coco

* 1.5+ Billion packs sold every year

Natural Capital

* 1.5tCO,e/unit Crores Revenue GHG emission
intensity (80% reduction from base year FY13)

« 781 Million litres Water harvest capacity created
(Cumulative capacity creation till date: 2.15 Billion litres)

e 72% Of total energy from renewable energy sources
* 95% Of the packaging material used is recyclable

Natural Capital - ) 3 n _ . Py
Qp « 109,428 m? Water consumed innovation éooULlJr\r/lerngRgr?ggnUT Qil, Saffola FITTIFY by weight

. * 5tonnes of carbon sequestered annually by

155,594 GJ Energy cor?sumed Miyawaki forest in Perundurai facility
* 301388 MT Raw material used . oor

. . ) Human Capital

* 41,871 MT Packaging material used Premium Personal Care — - @
¢ 1,100 species of trees planted Hair Nourishment — Livon Serums Range, ‘ szz’mogr?ew hires in the Partner Grade in FY21 are

f f . Hair & Care Silk n Shine Leave-in Hair

in MlyOWOI.(' forest for carbon Conditioner * 58% Leadership talent in consumer facing functions

sequestration ) ) of technology and marketing are women

ﬁ;ﬁgélosoon;g%vifgl'Bgeggg:ggﬁ’g * 80% Of overall leadership roles in India are filled by Human Capital
End of life/recyclin Ingredients and material and Studio X Range), Beardo, nome-grown falent
. 4 9 9 Parachute Advansed Men Aftershower * Gender diversity percentage grew from 20% to 24%

Human Capital procurement Hair Cream over the year (Managers and above) L L
e 1,629 Total number of Skin Care - Kaya Youth Range * 13% Members with tenure > 10 years with Marico g =)

members in India e 200+ leaders Enhanced leadership capability

Parachute Advansed Range through our flagship leadership program LEAD in the
last two (2) years.
i i . ' A R Social & Relationship Capital i i i
@ Socnful & Relationship supply and Value-Added Hair Oils p Cap SOCI?|| & Relationship
N Capital Consumer use logistics Product manufacturing Parachute Advansed — Hot Oil, Gold « 126 Million Indian households (urban-+rural) reached Capital

* %20 Crores Investment
on CSR initiatives in FY21

e 700+ value-chain partners

¢ 5.3 Million strong retail outlets
network

* 100+ On-field agronomists
under ‘Parachute
Kalpavriksha' programme

Enablers

Capitals we
depend upon

and packing

W

Stakeholders
we rely upon

Coconut Hair Oil, Aloe Vera Enriched
Coconut Hair Oil, Jasmine Coconut
Hair Oil, Ayurvedic Hair Oil

Nihar Naturals — Shanti Badam Amla
Hair Oil, Shanti Sarson Hair Oil, Shanti
Jasmine Coconut Hair Oil, Perfumed
Coconut Hair Oil, Gold Coconut
Hair Oil

Hair & Care - Aloe Vera, Olive and

during the year
e 22% Of domestic business revenue contributed by
new age channels (modern trade and e-commerce)

* 1.83 Lakhs acreage covering 39,040 Coconut farmers
enrolled under Parachute Kalpavriksha programme
fill date. Continual productivity enhancement of 15%

* 2.4 Lakhs Students reached under ‘Nihar Shanti
Pathshala Funwala’ in FY21

* 38% of critical value-chain partners (which covers

quay
EDUCATION

DECENT WORK AND PARTNERSHPS
ECONOMICERONTH FORTHEGOALS

e Business and Go- e Financial e Shareholders Vitamin E, Dry Fruit Oil 88% of raw material and packaging material )
to-Market Models | ¢ Manufactured » Consumers ) - ‘ ?%pnggarzrfﬁggg%xg‘Y'S%’e' 1 of responsible sourcing
Intellectual Capit « Product * Intellectual * Members Mediker AnfiLice Oil . ;
pital ) ] * 2.3 Lakhs+ Cooked meals, 12 Lakhs Mini meals Intellectual Capital
« 329 Crores Investment in R&D Innovations * Human ¢ Value-chain Partners and over 1.5 Lakhs dry ration distributed to COVID
. . .« Dini . o : warriors, frontline workers and underprivileged ’
» 8.7% Of sales in FY21 invested Digital and NGTP“" Communlfy community impacted by the pandemic in FY21 9
in brand building Technology ¢ Soaql Ond. * Environment Hygiene e 6.7 Lakhs PPE kits (masks, hand sanitizers, surgical &
* Cost Management Relationship * Regulators caps and medical suits) distributed to COVID warriors

* 2new patents filed in FY21
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Talent and Culture
* Mainstreaming
Sustainability

Veggie Clean, Mediker Hand Sanitizer,
Protect Surface Disinfectant Spray,
KeepSafe Range

Marico Limited Integrated Report 2020-21

Intellectual Capital
* 15 brands owned by Marico in India
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Risks and Opportunities
itigati hall
Mitigating new-age challenges
At Marico, w.e have a weII-.estcinshed mechanism f?r risk r.nanogement that stn.'.:ddles both the ) The COVID-19 pandemic has ushered in newer dimensions of risks, pushing organisations to recalibrate their risk mitigation
.externql' enwronr:n‘eni and mtern_ol processes. The unique circumstances of the times have made it strategy. As part of this transformed business focus, it has become imperative for us at Marico to embed strategic, financial
imperative to revisit the mechanism. and non-financial risk mitigation in all aspects of our business strategies and transformation agenda.

We believe that by reimagining the risk mitigation strategy, we will be able to lead with greater

agility, efficiency and be able to deliver materially improved outcomes. Marico’s risk management process, therefore, strives to analyse all significant business processes across the value chain

keeping in mind the following types of risks:

Strategic Compliance and Financial Environmental Operational Social
risk Governance risk risk risk risk risk

Risk Management Committee (RMC)

Comprises Chairman of the Board, Assists the Board and Material risks are Manages risks both
Managing Director and CEO, and Audit Committee reviewed annually at strategic and
the Chief Financial Officer by the RMC operational level

i

i R TR R

PR e | N g Risk Management Framework

ey - -
| : :

: T R A 7 —
L 4 — /0 /23 5
Identify Quantify Plan Implement Monitor
e identification, assessment and mitigation of risks is entify top risk for ate the risks on evelop mitigation mplement the ris xamine whether
The identificati t and mitigati f risks i Identify top risk f Rate the risk: Develop mitigati Impl t the risk E i heth
a perpetual enterprise-wide process and an irreplaceable each function/ ‘impact’ and plan for each risk mifigation plan the mitigation
part of our long-term strategic thinking. Our risk management business unit level ‘vulnerability’ with relevant efforts plans are on
framework covers strategic, financial, operational and ESG factors and result metrics “'O‘.:K Periodif:c?lly
risks, as we aim to consistently create value and build a Prioritise top Recommend the rgwew the existing
sustainable future for all stakeholders. We believe that the 10 risks at the plan to the Board for risks ?‘”d related
Company level approval mefrics

importance of embedding this discipline in the business culture
of the organisation cannot be overemphasised, especially in
the VUCA world that we operate in today.

Pawan Agrawal
Chief Financial Officer
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Risks and Opportunities

S

Stakeholders

1@ 285 3& 4 5@ 6

1. Consumers

4. Members
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Strategic
Risks

Changing consumer preference

Demand can be adversely
affected due fo shiftin
consumer preferences,
especially those induced by
the pandemic. Given the
potential of social media, the
speed of such a shift could be
unparalleled.

Competitive market
condifions

Increase in the number

of competing brands

in the marketplace,
counter campaigning

and aggressive pricing by
competitors could create a
disruption.

Underperformance of
new product launches

The success rate of new
product launchesin the
FMCG sector is typically low.
New products may not be
accepted by the consumer or
may fail to achieve the sales
target. This risk is even more
pronounced in cases where
industry leaders invest in
creating new categories.

Private labels

Expansion of modern trade and
e-commerce could lead to the
emergence of private labels.

2. Investor 3. Value Chain Partners

5. Community 6. Regulators

MITIGATION
STRATEGY

Investment in consumer in-sighting to
adapt fo changing consumer preferences.

Actively monitor social infelligence signals
to spot early consumer trends; quickly
respond to these trends with innovative
offerings that guarantee quality, safety and
nutritional quotient.

Frequent consumer awareness campaigns
and oufreach initiatives fo demonstrate
the nutritional value of products and the
use of safe ingredients to enhance product
responsibility with innovative offerings that
guarantee quality, safety and nutritional
quotient.

Diversification in product offerings
(entered into categories such as healthy
and nutritional foods, male grooming,
skincare, premium haircare and hygiene).

Protect volumes in preference to short-
term profitability.

Invest in brand building through
responsible marketing campaigns.

Agile response mechanism to counter
competitive moves.

Invest in a new product development
process with a funnel approach to ensure
continuous flow of new ideas coupled with
rigorous governance around scalable ideas.

Prototyping approach to new product
introductions for accelerated learning and
adjustment.

Identify and invest in big-ticket ideas in
chosen categories for driving growth.

Resilient presence in marketplace with
adequate investments in brand building.

Invest in brand building to improve
the saliency of own brandsin
consumers' mind and partner with
modern frade and e-commerce in
category management.

Capitals

1. Financial 2. Manufactured

STAKEHOLDERS = CAPITALS
IMPACTED IMPACTED

o5l
B ®
H

7]
e

1 B

i
D &
%

o
SN ©

lm 2 3% 4‘@7 5@ 6@

3. Intellectual

4. Human 5. Social& Relationship 6. Natural
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Financial MITIGATION STAKEHOLDERS = CAPITALS
Risks STRATEGY IMPACTED IMPACTED

Volatility in inferest rates

Though the FMCG sector is

not capital intensive, fund
requirements arise on account
of inventory position building,
capital expenditure undertaken
or for the funding of inorganic
growth. Changes in the interest
regime and in the terms of
borrowing could impact the
financial performance of the
Company. Further, this risk

may also impactincome on
the Company's investment
and mark-to-mark hit onits
investment portfolio.

Foreign currency exposure

Marico has significant local
presence in Bangladesh, South
East Asia, the Middle East,
Egypt and South Africa. The
Company is thus exposed to

a wide variety of currencies.
Fluctuations in these currencies
could impact the Company'’s
financial performance.

Macro-economic factors

Factors such as low GDP
growth and high food inflation
could result in down frading
from branded to non-branded
or premium to mass market
products.

Cyber and data security

Disruption in business
operations due fo non-
availability of critical IT systems
through cyber-attack and loss
of sensitive information due to
unauthorised access.
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Well-defined framework for
capital gearing.

Maintain a liquidity chest forimmediate
working capital requirements.

In case of foreign currency borrowings,
implement hedging as per policy.

Manage interest rate risk to investments
by implementing Board-approved
investment policy which focuses on safety
and liquidity, thereby mitigating short-
term inferest risks.

While the ‘translation risk’ will
contfinue to be unhedged, Marico
has a well-defined hedging
framework for managing any
foreign exchange risk in India and
Bangladesh. The Board-approved
policy in this regard is periodically
reviewed for its effectiveness.

Focus on value-added products
available to masses at affordable prices
by driving aggressive cost management.

Focus on franchise growth in preference
to short-term profitability.

Portfolio diversification, which is one of the
pivots of future growth.

Identification of business critical IT systems
and putting in place disaster recovery
plan. The plans are tested periodically
and kepft relevant.

Implementation of IT security practices in
line with ISO 27001 standard.

Implementation of latest cyber-security
technologies with preventive, detective
and reactive controls.
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Risks and Opportunities

Operational
Risks

@ Commaodiity risk

Unexpected changesin
commodity prices and supply
could impact business margins
and ability to service demand.
The past few years have
witnessed wide fluctuations
ininput prices. As a result,

the overall uncertainty in the
environment contfinues fo be.

Political instability in operating
geographies

Unrest and instability in
countries of operation could
significantly impact business
resulfs.

Underperformance of
acquisition deliverables

Acquisitions may impose a
financial burden on the parent
entity. Infegration of operations
and cultural harmonisation may
also take time, thereby deferring
benefits of synergies.

Stakeholders

1@ 2&55 3&] 4 5@ 6

1. Consumers 2. Investor

4. Members 5. Community 6. Regulators
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3. Value Chain Partners

MITIGATION
STRATEGY

STAKEHOLDERS | CAPITALS
IMPACTED IMPACTED
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Commodity procurement is driven by
comprehensive process manual for
each category which governs norms
related to price discovery, inventory
policy, supplier management,
governance mechanism.

Company policy defines purchase
of commodity in line with business
requirement in accordance with
inventory policy and does not
encourage speculative buying or
trading of said commodity eitherin
physical form or in exchanges.

Company has developed and

deployed various programmes in order

fo ensure sustainable availability of

agricultural commodities to support

future business requirements. Few of

these programmes are:

a.Sponsoring research in agriculfure
breeding technology;

b.Developing strategic sourcing
alternatives from other geographies;

c.Strategic presence in extended
backward value chain.

The Company has well-defined norms
for building strategic inventory positions
as a hedge against price volatility.

A comprehensive insurance programme
to hedge all insurable risks.

1R B

At a macro-level, our country selection
template emphasises geopolitical
stability and robust growth prospects.

A well-defined play book for selection
of targets, due diligence, value
finalisation and integration.
Well-defined performance tracking

systems for monitoring progress
periodically.

Cross-application of governance
practices of the parent organisation
soon after takeover to ensure controls.

Capitals
il 3 {ﬁ 4 &@7 sI21 s @
1. Financial 2. Manufactured 3. Intellectual
4. Human 5. Social& Relationship 6. Natural
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Compliance and MITIGATION STAKEHOLDERS CAPITALS
STRATEGY IMPACTED IMPACTED

Governance Risks

Non-compliance with
regulatory requirements

Inadequate compliance
systems and processes

can pose reputation risk for
the Company. This could
expose the Company to
legal consequences, result in
financial losses and penalties.

Enforcement of business ethics
and integrity across the value
chain

Marico considers business
ethics and integrity to be an
integral part of operating

its value chain. The value-
chain partners and business
associates are expected

to follow the Code of
Conduct with the same
rigour and responsibility as
Marico members do. Hence
spreading the awareness and
behavioural discipline across
the value chainis a critical
business issue.
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Invest in IT-enabled compliance systems
and processes.

Ensure all functions and units are aware of
the laws and regulations to comply with.

Ensure adequate monitoring mechanism
tfowards compliance.

Communicate periodically to reiterate the
importance of compliance.

Code of Conduct (CoC) and Marico
Code of Business Ethics (MCoBE) outline
the Company’s commitment to ethics
and integrity.

Robust vigil mechanism which enables
all stakeholders to report concerns about
unethical behaviour, fraud or violation of
Code and provides safeguards against
victimisation of whistle blowers.

Detailed personal orientation and
mandatory certification on CoC for
all employees, suppliers and
contractual workers.

Effective oversight by the Audit
Committee, Nomination & Remuneration
Committee and the Board of Directors.
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Risks and Opportunities
Environmental MITIGATION STAKEHOLDERS CAPITALS Social MITIGATION STAKEHOLDERS) CAPITALS
Risks STRATEGY IMPACTED IMPACTED Risks STRATEGY IMPACTED | IMPACTED
Disruption due fo climate Embrace climate change adaption and Talent acquisition and retention Marico's culture ofdivgrsify, inclusion openr\es's, a a
change events mitigation measures. Mismatch in hiring and attrition of Tronsparehcy Ohd meritocracy coupled withis ~Oo
skilled talent may adversely affect growth orientation help attract top talent. alfa

Climate change related events
that have the potential to disrupt
Marico's operations include
changes in weather patterns
such as increased temperatures
and altered rainfall patterns.
These may potentially affect
the planning and day-to-day
operation as the risk arises from
availability of agriculture input
materials, climate related
policy changes, evolving
regulations and increased
consumer concerns.

Adverse impact of energy
and water scarcity

Energy and water are crucial
to our business and day-
to-day operations. Their
non-availability will lead to
operational disruptions and
willimpact production plans
and product delivery.

Handling of plastic packaging
and waste

Consumers' and community
response fo the environmental
impact of plastic wastes and
new regulations by different
state governments on the ban of
certain plastics, require us to find
sustainable packaging solutions.

Promote scientific farming practices that are
resilient to climate related adverse impacts.

Continuous monitoring of environmental
policies and regulations.

Investment in low-carbon technologies and
equipment, renewable and clean energy
sources.

Adoption of CDP disclosures and other
industry-recognised standards and
guidelines to minimise sustainability footprint
of products, processes and facilities.

Continuous focus on energy efficiency and
conservation measures.

Investment in energy-efficient systems that
have lower carbon footprint.

Integrating Zero Liquid Discharge principles
for optimising water consumption in
facilities. Comprehensive watershed
management programmes leading to
rainwater harvesting and ground water
recharge that augment supply and water
availability for community.

Adoption of circular approach based on 4R
—reduce, recycle, replace and recover.

Investment in R&D measures fo enable design
innovations and reduce weight of plastic used
under Marico's value enhancement approach.

Strategic partnerships, collaborations

and innovation-led programmes to drive
penetration of recyclable and enhanced use
of recycled plastics.

Honour obligations under the Extended
Producers’ Responsibility (EPR) commitments.

Continuous monitoring and tracking of plastic
waste policies and regulations.

Awareness and communication fo consumers
and community on collection, segregation
and safe disposal of plastic waste.
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the Company's ability to pursue its
growth strategies effectively.

Social license to operate

Social licence to operate refers to the level
of acceptance by local communities in
proximity fo our operations. The absence of
understanding and inability to maintain a
harmonious relationship with communities
could resultin damage to our brand,
reputation and pose risk to our operations.

Changing consumers’ expectations
due to product quality and safety
related shifts

The quality and safety of our products
are of paramount importance for our
brands and our reputation. Shifting
consumer preferences and demands
cause asurge in expectations on
product quality, safety and R&D
related efforts for the organisation.

Critical incident risks related fo workplace
health and safety

Safety and health at workplace are
critical aspects of driving operational
excellence. As per Marico’s overall
purpose and ethos, taking utmost
care of safety, health and security of
all Marico members and contractual
employees is a non-negotiable
attribute of our commitment to create
shared value for all. We strive to
reduce operational risks and mitigate

Marico's talent value proposition of building
challenging, enriching and fulfiling careersis
aimed atretaining top talent.

Investin ‘hiring right’ and ‘talent development
and engagement’ best practices.

Equal, diverse and inclusive workforce in ferms
of skills, ethnicity, nationalities and gender.

Commitment to responsible and inclusive
growth in all social outreach programmes
and initiatives with an aim to accelerate
community sustenance.

Constant engagement with local
community stakeholders to understand
their needs.

Robust system to ensure compliance to
regulatory requirements.

Assessment of quality and safety aspects of
products at each stage in the value chain.

Stringent quality and safety compliance
check for suppliers before inducting them into
the system.

Ingredients’ assessment in line with the
requirements set for their usage according fo
the law of the land.

Facilitate consumer feedback on product
safety and quality through dedicated
Consumer Service Cell (CSC).

Robust crisis management framework.

Robust Safety, Health and
Environmental (SHE) policy that
equips facility personnel with
measurable, easily implementable,
and pragmatic knowledge to
demonstrate safe behaviour at
workplace.
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o o o workplace hazards to safeguard
& '@' m lives, improve efficiency and optimise
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1. Consumers 2. Investor 3. Value Chain Partners 1. Financial 2. Manufactured 3. Intellectual
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36 Marico Limited Integrated Report 2020-21 37



Corporate Value Creation Delivering Impact Statutory Financial

Overview at Marico with Stakeholders Reports Statements
Corporate Governance
COI"pO ra I'e Drivers > Actions
Robust legal compliance Comprehensive Leveraging tech- Independent External
Framework COMPLIANCE systems to track Internal Audit systems enabled solutions for Audits
compliances of all laws governance & controls
At Marico, all our activities are led by a sense of
responsibility, underpinned by our principles of good
governance. 0”"' corporate governance "“mejwmk ‘encbles Periodic Risk mitigation Top-down review Installation of Crisis Management
us to maintain h'g.he“ standards of ethics and integrity RISK & CRISIS assessment & plans to reduce & moniforing internal controls Framework to deall
across our operations. MITIGATION prioritisation of vulnerability approach based on risk with disruptive &
risks appetite unprecedented events
Philosophy > Constructive Board Constructive Regular collaborative
separation of effectiveness & critique from Board engagements with
& ACCOUNTABILITY ownership & evaluation on strategy Board outside Board
. management meetings
Futureproofing Value Creation & O . ¢
Accelerating Excellence
() Responsible Growth plan to build resilience, agility & long- Conservative Dividend distribution
Good corporate governance has been [ 2| term value creation for all stakeholders debt & forex policy in line with business
: DISCIPLINE management growth
a cornerstone of the entire management
process, the emphasis being on professional
management, with a decision-making
model based on decentralisation, il Frequent Quarterly business | Organisationall Regular Communication
empowerment and meritocracy. Together, m TRANSPARENCY interface with & operations’ communication interactions with platforms with business
the Management and Board ensure ,<)E'7 & OPENNESS investors updates & Facetime with Senior Leadership partners
) ) P employees
that Marico remains a company of
uncompromised integrity and excellence.
My, ﬁ _ ‘ T Code of Conduct for directors, employees & business Meet sustainability goals &
) L - 5 <} RESPONSIBILITY partners to ensure ethical conduct & compliance with commitments
ql* _ g Q laws of the land.
Equalrights to Timely Enhanced Board remunerationin
FAIRNESS shareholders information to governance on commensuration with
shareholders Related Party growth in company’s
Transactions (RPT) profits
Equal, diverse & inclusive workforce No folerance Social Value
SOCIAL in terms of skills, ethnicity, nationalities fo discrimination Creation
INCLUSION & gender
[Readmore [163 |
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Strategic Pillars and Enablers

Calibrating to a dynamic environment

The last year has forced several changes in consumer behaviour, challenged traditional ways of working and reset
many norms and structures. For Marico, even during these transitional times, consumer and community-centricity
continues to be the guiding light for all actions.

As the market leader in more than 90% of our portfolio, we confinue to drive value creation for our consumers by
bringing offerings in line with their changing needs at the right price points. We are continuously expanding and
leveraging our distribution reach to ramp up the availability of our products while also reaching our consumers
through new-age channels. Our continual focus is to expand the total addressable market for our power brands
through diversification in carefully selected categories.

As the world goes through unprecedented times, Marico remains deeply committed towards helping the
community deal with the health crisis while also driving its long-term sustainability agenda.

Building upon our core strengths and our strategic pillars, we are focusing on targeted areas of transformation that
enable us to deal with emerging realities and changing consumer needs.

Here's what is helping us confront new realities
and respond to changing consumer needs:

A4
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GROW AND PREMIUMISE NEW GROWTH CREATE SHARED VALUE

THE CORE ENGINES

A4

Strategic Enablers

Business and Product Digital and Cost Talent and Mainstreaming
Go-to-Market Innovations Technology Management Culture Sustainability
Models
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GROW AND PREMIUMISE THE CORE

Marico has witnessed strong momentum and continued to log market share gains
in each of the core portfolios: coconut oil (CNO), value added hair oils (VAHO), and

super premium refined edible oils.

Domestic Market

In CNO, we continue to drive penetration through
unbranded to branded conversion, increase our
distribution reach and maintain judicious pricing
to enable sustained volume growth and market
share gains.

In VAHO, we are aggressively participating at

the bottom of the pyramid on the back of our
leadership position, as consumers are increasingly
becoming value conscious in their purchasing
behaviour and are exhibiting a heightened
preference for trusted brands. At the same time,
we are confinuing to drive higher value share

expansion with premium offerings in select
segments through format innovations, value-
added offerings with higher order beauty benefits
and ramping up in the problem solution space.

Saffola Oils continued its strong growth trajectory
on back of increase in overall penetration and

the in-home cooking failwind. We will continue

to invest in new markets and drive household
penetration by leveraging the growing relevance
of healthy living and Saffola’s trusted health equity.

International Markets

Marico continues to systematically invest in the
core infernational markets. We are confident that
the key markets are well-poised to capitalise on the
present opportunities.

In FY21, Bangladesh continued a strong growth frajectory
with double-digit constant currency growth. We will
leverage our distribution and brand strength to further
consolidate our market share in the core portfolios and
quickly scale up future growth engines.

A market leader in Vietham, we will continue to
invest in the male grooming category while also
accelerating our presence in foods. Based on a series
of turnaround measures taken in Vietnam, we expect
the business to build a sustained growth trajectory
going ahead. Myanmar and the rest of Southeast
Asia are growth engines of the future.

Marico Limited Integrated Report 2020-21

In the Middle East and North Africa (MENA) region,
we will focus on judiciously investing in brands

and Go-to-Market initiatives. In the Middle East,
we are strengthening the CNO and Hair Oils

play. In Egypt, cost management initiatives will
enable the business fo weather the persistent
macro headwinds.

The South Africa business will continue to focus on
protecting the core franchise of ethnic hair care
and healthcare over the medium term.

The New Country Development and exports
segment has been growing healthily over the years.
The Company will continue to invest in extending

its footprint to new countries and scale the business
profitably in the existing markets.
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Strategic Pillars and Enablers

NEW GROWTH ENGINES

In FY21, we significantly strengthened our position
in the Foods segment, crossing the 3300 Crores
revenue mark. The Oats portfolio continues to
see speedy growth on the back of increasing
penetration and heightened focus on healthy
snacking. Recognising the strong consumer trend

We confinue to make investments fowards enhancing
our digital capabilities to stay ahead of the curve.

We also aim to accelerate our digital transformation
journey through building a portfolio of at least three
%100 Crores-plus digital-first brands, either organically or
inorganically, within the next three years.

towards health and immunity, we launched

several new products leveraging Saffola’s strong ?300 CI' ores

Revenue mark crossed in the Foods segment in FY21

equity — Saffola Honey, Saffola Chyawanamrut,
Saffola Immuniveda, Saffola Mealmaker Soya
Chunks and Saffola Oodles. We will continue to
innovate and broaden our play in this category
with the aim of reaching the 3450-500 Crores mark
in FY22.

Within Premium Personal Care, we observed a
gradual revival in demand in the Livon Serums
portfolio, while the male grooming and skin
care portfolios confinued a subdued run due to
a pullbackin discretionary spends. The Beardo
franchise has been gradually regaining traction.
We expect discretionary categories to remain
muted in the current context, but infend fo build
these portfolios info growth engines once the
macros stabilise. For now, we are indexing towards
digital channels to reach consumers and drive
brand engagement.

alda
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CREATE SHARED VALUE

As an organisation, Marico strives to create shared
value for all stakeholders. We believe that this is

not just our primary business driver but also a value
differentiator and social responsibility, especially in
these unprecedented times. At a fime when businesses
are being pushed to reimagine and recalibrate

their value creation paradigms, Marico is pivoting

to accelerate the impact within and beyond its
stakeholder ecosystem. Fulfillment of our environment
management goals, optimised consumption of natural
resources and propelling our social value creation
efforts while pursuing responsible growth will continue
to be our key focus area.

As part of our business imperatives, we will retain keen
focus on the Environmental, Social and Governance
(ESG) material issues across the value chain, namely
Climate Action, Water Stewardship, Circular Economy,
Responsible Sourcing, Product Responsibility, Sustainable
Coconut, Community Sustenance through digitalised
knowledge enhancement programmes, healthcare
initiatives and a structured corporate governance
framework that leads with ethics, integrity and ownership.
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Business and Go-to-Market Models

Our Go-to-Market (GTM) strategy will focus on improving the width and depth of our distribution in line with the

following ongoing measures:

* Upgrading our distribution infrastructure in urban general
trade to ensure profitability of channel partners

* Focusing on expanding rural penetration by improving direct
reach as well as driving in relevant pack and portfolio mix. In
FY20, we expanded our rural stockist network by 25%. While
we took a pause in FY21 due to COVID-19 disruptions, we have
re-started with the target of expanding our rural network by
another 25% over the next two years.

* Tapping the increased opportunity in pharma/chemist
channels in the top 10 cities across the country by
appoinfing specialist distributors. Consequent to this
initiative, our reach in pharma/chemist channels has
increased 5-6x so far, albeit on alow base.

* Focusing on specific price and SKU management measures
to ensure sustainable, harmonious and incremental growth in
General Trade, Modern Trade and E-Commerce

Product Innovations

We are continuously upgrading our innovation process and
capabilities to enable agile innovations in a fast-changing
and uncertain environment. We have significantly scaled up
product development capabilities within Foods, with specific

focus on creating appetising offerings using ingredients and
processes that are good for health. We are also leveraging
technology and digital in consumer research to minimise
disruptions in the uncertain environment and improve speed-
fo-market.
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Digital and Technology

We are focusing on digital in a big way to improve consumer
engagement, drive sales through E-Commerce for internet-
savvy consumers and build data analytics capabilities. During
FY21, we saw a visible jump in the digital quotient of our brands
and we will continue to work towards improving it. Technology
will continue fo play a huge role in our ways of working, as

we strive to carry the learnings from the lockdown period into

the future workplace. We are using technology to redefine
our business model for enhanced reach and continued
engagement with our partners, even in the absence of in-
person access. We also continue to focus on building cutting-
edge analytics and Artificial Intelligence (Al) capabilities to
enable data-driven prioritisation, resource allocation and
decision support.

Cost Management

The pervasive disruption in the business environment,
consumption patterns and working lifestyles necessitated an
aggressive and structural cost management exercise this year.
The Marico Value Enhancement (MarVal) Program exceeded
the cost savings target of 200 Crores in FY21. We will continue
its focus on driving cost efficiencies and avoiding wastages

in the coming year to enable management of inflationary
cost pressures and passing on value to our customers and
shareholders. In this direction, we have reduced our working
capital requirements and write-off risks by lowering inventory
norms across categories and optimised the number of

SKUs we are operating with through a comprehensive SKU
rationalisation exercise.

Talent and Culture

Ourmembers are the backbone of our organisation and

our businesses are built on their commitment and talent. In
keeping with our ‘People First’ philosophy, our primary focus
this year was to ensure safety and holistic well-being of our
members, their families, and our extended workforce. We will
continue to empower our members through agile people
policies and simplification and digitalisation of HR processes. To
enable our accelerated growth journey, we are contfinuously
building critical organisation capabilities, future-ready
leadership skills, and a high-performing sales force. Structured
leadership development programs and the rigour in our talent
processes have enabled a significant increase in the number
of internally groomed leaders at Marico, who are anchoring

critical leadership roles in the organisation. This, along with a

fine balance of lateral leadership falent with diverse skill sets,

is enabling us to create a future ready workplace inspired by

the strong ethos and culture of the organisation. We are also
committed to building a more socially represented and inclusive
organisation and are working towards creating a workforce with
enhanced ‘Gender’, ‘Differently Abled’ and ‘Thought’ diversity.
We are making efforts towards fostering a culture of inclusion
through focused interventions such as ensuring accessibility

of infrastructure, policies, and processes for diverse groups,
sensitisation and awareness on the right actions, behaviours
and practices for an inclusive workplace and monitoring
fransparency of talent processes to create a sense of ‘equality’,
‘openness’ and ‘belongingness’ within the organisation.

Mainstreaming Sustainability

Growth and sustainability are intertwined in our corporate
strategy, both linked to the creation of shared value.
Sustainability is embedded in almost every business decision
at Marico —-right from the architecture of our offices fo the
choice of vendors. Mainstreaming sustainability ensures that it
becomes a part of the ethos of every single member, thereby
strengthening our goal of creating shared value.

As a value differentiator, Marico’s sustainability efforts seek
comprehensive, infegrated solutions fo complex problems and
reprioritises material ESG issues that propel responsible growth
and stakeholder capitalism.
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Integration of sustainability-related outlook, values and
strategies is a leadership-driven approach at Marico. We

have instituted a robust and transparent sustainability
governance structure to ensure achievement of goals and
targets by effectively implementing action plans. Our Board

of Directors has visibility on all sustainability initiatives and ESG
risk mitigation strategies. The Chief Operating Officer — Supply
Chain &1T, supported by a Sustainability/Business Responsibility
Reporting (BRR) Committee, is responsible for the on-going
sustainability activities.
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Our Leadership

Know our Board Members

Harsh Mariwala Saugata Gupta Ananth Sankaranarayanan B.S. Nagesh Hema Ravichandar

Chairman & Non- Executive Director Managing Director & Chief Executive Officer Independent Director Independent Director Independent Director

KBS Anand Milind Barve Nikhil Khattau Rajendra Mariwala Rishabh Mariwala Sanjay Dube
Independent Director Additional Director (Independent) Independent Director Non-Executive Director Non-Executive Director Independent Director
(ceased to be director w.e.f. 30" July, 2021) (w.e.f. 279 August, 2021) (ceased fo be director w.e.f.
30 July, 2021)

Know our Management Team

”\
Saugata Gupta Amit Bhasin Amit Prakash Ashish Goupal Jitendra Mahajan Koshy George Pawan Agrawal Sanjay Mishra Sudhakar Mhaskar
Managing Director & Executive Vice- Chief Human Chief Executive Chief Operating Chief Marketing Officer Chief Financial Officer Chief Operating Officer - India Chief Technology
Chief Executive President & Head Resources Officer Officer, Marico Officer - Supply Chain, Sales & Chief Executive Officer - Officer
Officer - Legal Bangladesh IT & MENA Business New Business
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Materiality

Our priorities and commitments

We regularly review the material issues that impact our ability to create value for the long-term. Our
stakeholders’ concern for the environment, emphasis on social inclusion and transparent governance

have prompted us to apply the holistic ESG lens to assess our value drivers. Since FY18, our sustainability
impact goals have driven responsible growth and boosted capability across our business, helping each

of our operations to address business-critical issues related to environmental conservation and social
empowerment. These impact areas and goals were created as outcomes of our first materiality assessment
undertaken in 2018 and expanded thereafter, to prioritise risks, create shared imperatives and leverage on
opportunities to drive a sustainable and socially inclusive future for all. In FY21, we amalgamated the core
ESG principles with our sustainability impact goals to deepen value protection and creation of opportunities
for all our stakeholders, with due cognisance of an uncertain external environment.

Impact Areas: Integrating Sustainability & ESG Material Issues to

Create Shared Value
A4

8. Corporate Governance & Behaviour
Futureproof value-creation and

ownership, frust and integrity

acclerate excellence through ethical, a N5 Q\
fransparent and agile corporate , &D
governance practices that lead with ’

]
AW

7. Social Value Creation

To enable responsible

and socially- inclusive

through a variety of
educational outreach

growth for the community . ‘

1. Climate Change

Transitition fo carbon neutral
operations for all facilities and mitigate
our value chain impact in line with the
1.5 degrees scenario

2. Water Stewardship
@ Become a water steward
by replenshing 100%
of water consumed in
G opeartions to ensure
that sufficient quantities

@ are available for
9 community usage and

mar
inifiatives, livelihood marico '
sustenance programmes ESG Focus agricultural purposes
and innovation-led value- areas
creation campaigns o

@69 3. Circular Economy

6. Sustainable Coconut

Empower coconut farmers in India

to leverage scientific fechniques,
advanced agriculture trainings and a
range of farm-support resources that
improve quality of yields as well as
boost socio-economic livelihoods

B
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5. Product Responsibility

Reduce the overall environmental
and social footprint of products
across lifecycle, ensure 100%
compliance of product quality,
ingredient safety, fransparent
disclosure on product formulations
and accelerate consumer-centric
product innovation to improve
nutritional value of products
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Reduce overall sustainability
footprint by minimising the
environmental impacts of
) plastics across the lifecycle,
@ adopting a 100% recycled

packaging portfolio,
phasing out 100% PVC in
packaging, implementing
zero waste o landfill systems
across all operating units

4. Responsible Sourcing

Integrate environmental

conservation principles,

ethical standards and socially-

responsible practices throughout

the value-chain by capacitating

suppliers to commit sustainability

goals. By adopting this goal,

we infend fo stimulate demand

for responsible production and

consumption practices

Corporate Value Creation

Delivering Impact  Statutory Financial

Overview at Marico with Stakeholders Reports Statements
OUR SUSTAINABILITY MANIFESTO
Material Focus Goal Target Achievement
issue area year (As on March 31, 2021)
Reduce energy intensity 2022 72%
Energy (plant operations) by 50%
from FY13
Responsible
resource
consumption Offset 100% of water used Continuous 100% offset (cumulative
in own operations through capacity creation fill
Water capacity creation and date: 2.15 Billion litres)
conservation measures
. Reduce GHG emission 2022 80%
Climate GHG intensity (Scope 1 and 2) by
change emis<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>