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Disclaimer

Certainstatementsmadein this presentationrelatingto the C o mp a abjgctives,projections,outlook,
expectationsegstimates,amongothersmayconstitute’ f o r-leokingd t a t e mithin thesmeaningof
applicable laws and regulations Actual results may differ from such expectations, projections etc.,
whether expressor implied. Severalfactors could make a significant difference to the Comp any
operations These include climatic conditions, economic conditions affecting demand and supply,
governmentregulationsand taxation, natural calamity,currencyrate changesamongothers over which

the Companydoesnot haveanydirect control.
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. Creation of TATA Consumer Products

TATA CONSUMER PRODUCTS



Transaction Overview
TATA GLOBAL BEVERAGES TATA CHEMICALS CONSUMER PRODUCTS BUSINESS

Lo, b 7,252 1847 |

1% (INRc) ) % |
EBITDAINRC) 838 316
V. 3 \,
Other ) i .
BUSINess India Reach 110mn | L40mn
84% (#households) ) |

TGBL FY19 Rev.: INR 7,262 TCPL FY19 Rev.: INR 9,095 @

Others Others Categories
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Beverages | Staples Products

Coffee Salt TATA
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Tea Coffee QRA'ND %

71% 13% |
A TCL to demerge its Consumer Product Business (CPB) into TGBL through a NCLT approved Scheme of Arrangement
A TCL shareholders will be entitled to receive 1.14 shares of TGBL for every 1 share of TCL

A Post the Transaction, TGBL to be renamed as Tata Consumer Products Limited
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Deal Summary

Proposed A CPB to include all of its consumer businesses including salt
Transaction spices, pulses, snacks amatri-supplements

Entitlement Ratio

A Merger Completeadvef 7th Feb 2020

Note: Transaction will not impact subsidiary or associate or JV companies of TGBL — such as Tata Coffee, Tata Starbucks,
NourishCo, KDHP and APPL or its international business

TATA CONSUMER PRODUCTS

A Tata Chemicals (TCL) to-mherge its Consumer Products
Business (CPB) as a going concern into TGBLaiheaquity
transaction

Pre- Transaction

Shares O/Saf)  Holding (%)

A TGBL to enter into long term supply agreement with TCL for
supply of salt

Promoters 21.7 34.5%
Public 41.4 65.5%
Total 63.1 100.0%

A Appointed Date of Merger: 1st April 2019*

: A TCL shareholders will be entitled to receive 1.14 shares of
Valuation / TGBL for every 1 share of TCL

A TCL shareholders to own 31.4% of the combined entity

—~—gg—

Post Transaction

Shares O/Sdf)  Holding (%)

Promoters 30.5 33.2%
Public 61.5 66.8%
Total 92.1 100.0%
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Creates a sizeable Consumer player with enhanced scale and financial strength

>

a Combined revenue of over INR 9,080EBITDA of over INR 1,150
a India to contribute >60% revenues of the combined Company

Diversification into multiple product categories with high growth potential

>

i 3x increase in domestic addressable market
u Over 90% revenues from branded products

Creation of unique portfolio of strong market leading brands in India

b

i Tata Salt: #1 in branded salt

u Tata Tea: #1 by volume and #2 by value in branded tea

p>)

u Tetley is among the top 3 brands in UK and Canada

s Ei ght O’ 'Wdrgest ayer ia coffeb leagsdn the US

Q) Includes revenues from other businesses including water, pulses anj spices
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Branded Revenue by Geographies

Significant international presence with sustained leadership position in key markets

Others
Canada 5%

4%

us
18%

12%

Total Revenue by Product Type

Unbranded
9%

Branded
91%




Consolidated Revenue (Post Merger): FY2019 - 9099 INR Cr (Branded Business - 91%)

CANADA

Tetley, Taralen SCCESEEEEESERRL L 02020 Gimsmemn s e R SOUTH ASIA
EUROPE

, Tata Tea, Tata Salt
Tetley, Teapigs,
Tetley, Hmalayan

Tata Starbucks (50:50 JV),
Fruski, TataCha,
TataSampann

F———-—-=-=--

Tetley, Teapigs, W
Tata Tea, Good Earth 4 AFRICA

Eight O’ Clock
Tetley, Laager

Non-Branded Business: FY2019 1 INR 847 Cr (Tata Coffee - 86% and Others - 14%)

* Does not include inter-segmental eliminations



Our Portfolio of Products
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3rd Quarter Performance
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Executive Summary

Consolidated Revenue grew by 3% to INR 1,962Cr (Q3) and by 4% to INR 5,693Cr (YTD) with overall volun
growth of 5% in Q3 and 6% for YTD

e Consolidated EBITDA grew by 23% to INR 248Cr (Q3) and by 14% to INR 753Cr (YTD) over the last year

e Consolidated Net Profit is higher by 22% in Q3 and by 30%, excluding one off items, on a YTD basis

India Branded Business grew by 7% in Q3 and 8% for YTD in volume terms

Our Subsidiary, Tata Coffee (including Vietnam) grew 25% in Q3 and 24% for YTD

Mr. Sunil Alaric D" Souza appointed as MD and CEO

TGBL and TCL (Consumer Products Business) mergewnebrieFeb 2020, appointed date bein§ April 2019

Sale of Czech business to Dr Muller Pharma completed in January 2020
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Consolidated Revenue: Q31,962 INR Cr | 9M INR 5,693 Cr (Branded Busin&s37%)

CANADA
Tetley, EUROPE

Tata Tea
Tetley, Teapigs, i . Tata Tea, Tetley

Jemca, Vitax
Himalayan, Fruski, Tata

Cha

Tetley, Teapigs,
Tata Tea, Good Earth

9AIKEG hQ

Non-Branded Business: Q3INR 239 Cr | 9 INR‘V725 Cr (Tata Coffe®6% and Others 14%)

* Does not include inter-segmental eliminations



Market Context

25% - | 80.0 1 USD/INR | |100.0 1 GBP/INR
3 94.6 94.4
20% - | 750 - 4.0 95.0 |
16.2% 15.7% 72.5
15% - 13.4% | . : :><: 71.7 026
10.6% 10.0% RIS - . 90.0 - 91.9
10% - 7.3% | 69.6 88.8
6% | | | 87.3
6.6 | 650 85.0 :
5% - |
0ot | 60.0 80.0
" Q1FY1e Q2FYI FY19 Q4FY19 QLFY20 Q2FY2 FY2 i oct. Nov. bec. Oct Nov. Dec.
QLFY1S Q2FY19 Q3FY19 Q4FY19 QIFY20 Q2FY20 Q3FY20 § —=—Q3FY10-20 —#—Q3FY18-19 —=—Q3FY10-20 —#—Q3FY18-19
—=—FMCG growth in India ‘

India FMCG value growth continue downward trend owing o

weakening rural demand (0.5x of Urban) ‘ A In Q3FY20, Rupee has appreciated against USD byady2%
FY20 GDP growth estimated to be lower at 5% vs 6.8% (F 319 as compared to Q3FY19 (average of 71.2 vs 72) as well as

|l nfl ation on rising trend : -
appreciated against GBP by 2.2% (average of 90.6 vs 92.6
Household spending growth rate was significantly low at PP J Y b.( J )1

2.7% for Q2FY2M6Q)
TATA CONSUMER PRODUCTS Source: *Nielsen, NSO & tradingeconomics.co
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Market Context

2 years CAGR Commodity Costs#

200 Rs/kg 200 $C/|b
146 149 145
150 [ = —gi-0.1%
150 126
111 113
100 92 109 94+1% .\.__—_._5%
100
50
0 50
Q3 FY18 Q3 FY19 Q3 FY20 Q3 FY18 Q3 FY19 Q3 FY20
=@=North India Tea ==l=South India Tea == Arabica Coffee
400 $c/kg | | 2900 $IMT
1828
300 282 2000 1624
221 218 1500 -\-\13;50
200 -12% -14%
1000 °
100 500
Q3 FY18 Q3 FY19 Q3 FY20 Q3 FY18 Q3 FY19 Q3 FY20
=@-—Kenya tea == Robusta Coffee

A Tea prices in India continue to be benign
A Kenyan tea prices continue to see decline

A Coffee prices downward trend continues -
#Source: North India and South India tea auction (Tea Board of India) | Mombasa tea au tloh
(EATTA) | International Coffee Exchange -
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Category Growth Trends (Quarter)*

US UK

India
5%

Canada

5%

1%

(1.1%)

(3.6%) (4%)

(5%)

m US Regular Black m US Coffee
m UK Fruit & Herbals m Canada Regular BlaziCanada Speciality

m UK Regular Black

® India Regular Black

A
A

Regular Black tea category declining or flat across key International
markets. Growth led by NeBlack teas

In India, both Black and Nedslack tea are growing categories, however
the growth has slowed down to ~5% in last quarter

Source: *NielsenQuarter basis



Performance at a Glance (Q3)

nINR Cr < & . B N
INDIA US Coffee Other International Tata Coffee CONSOLIDATED
(TGBL Standalone) (UK, Canada and
Others)

Revenue 933 290 529 210 1962
Revenue Growth 3% A% 3%
[Underlying Growth] 6% [-2%] [-2%] 25% [+4%)]
Branded Volume 7% 2% -1% 14% 5%
Growth
Key Brands

Notes: a) Tata Coffee incl. Vietnam and excl. US Coffee (EOC)

TATA CONSUMER PRODUCTS b) Does not include inter-segmental eliminations *Branded Revenue growth
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_______________

GROWTH DRIVERS OTHER UPDATES

i . A India branded tea sales grew 6% in Q3 and 7% for YA DTata Tea Premiurkickstarted itsW5 S & K oampaigrk |

- +69% led by both National and Regional brands with the launch of multregional marketing across UP, Delh

l A Branded volumes grew by 7% in Q3 and 8% for YTD  punjab & Haryana

Brag?gvc\llt?]/alue A National brands are gaining market share A Chakra Goldhew TVC rolled out in Tamil Nadu. Campaign &
A Agni and Spice mix continues the grow on high double to celebrate thdocal culture and restablish its blend as
A Siglit(gh 42 (L) well © and delver specially crafted for regional taste

al Ghoda well integrated and delivering as per
+7% plans
Volume
Growth !

T P% AR Gold S8 YL . ' FESTIVE FLAVOUR
PREMIUM : ¢ 3 :

PREMIUM | [ n i o+ , STRONG TASTE

e s 3 & RICH AROMA

13.7%

(PY: 12.8%)

EBITDA
Margin

TataTeaPremiumrestage— New Packaging an
Key visuals capturing the key elements of pri
for each region.

____________________________________________
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CPB

Business of TATA Chemicals*

_______________

Revenue
Growth

+13%§

+3%
Salt Volume
Growth

15.4%

GROWTH DRIVERS

A Salt Revenue grew by 10% in Q3

FINANCIAL HIGHLIGHTS

Q3 FY20 Change % 9M FY20 Change %

A Pulses and spices revenue grew by 22% in Q3 Revenue 531 13% 1,539 12%
A Nutri-mixes grew steadily PBT 82 45% 233 6%
A Poha has had a steady performance since launch, LPBT% 15.4% 15.1%

___________________________________________________________________________________

TATA O/

PRESENTS

‘BAPU

' Reminder

#BapuRemindecampaign on Gandhi
! Jayanti got ~5mn views in 3 days .
i Webink: https://youtu.be/tOGuKAb 58

____________________________________________

#LautAayiDiwaldigital campaign by Tata
Sampannmproved engagement. |
\Webrlink: https://youtu.be/zUIZnsxy7aw:

PBT *CPBFinancialsare asdisclosedoy TataChemicald.td. in its publishedstatementof Standalond-inanciaResultor Q3F20 asa discontinuedoperation
Margln* Theacquisitionof the CPBpn the schemebecomingeffective,is expectedto be accountedin the booksof the Companyduring the fourth quarter of this financial
year, with effect from the appointeddate of 15t April 2019, as per the provisionsof the Scheme Accordinglythe abovefigureswould be subjectto changeupon
accountingfor the acquisitionof CPBoy the Company
TATA CONSUMER PRODUCTS




_______________

GROWTH DRIVERS OTHER UPDATES

A Revenue almost flat, growth in Discounters parth/A Tet | ey’ s #NowWer eTal king canm
| offset by decline in Grocery channel response on TV, Social media and Digital media platforms
i ﬁ Tetley Black tea 12week and 4 week shares grows Focus is on margin expansion with cost optimization.

Strong SOV for Tetley at 35% driven by Cold | A Green tea category faces headwinds
Infusions & Masterbrand campaign activity

17%*

TATA GLOBAL BEVERAGES

’a‘;ﬁ‘ Experience the authentic taste
’ of Chai in the UK

Introducing the ‘Ethnic’ range of tea bags

@ @ e

\etgf) (g

(Volume)

ELAICHI

- A!\‘;; A’\ A’
o e o &

'Tetl ey Tea ‘' Now We'
T\ backed effective ad list for 20109.

| 1 WHlink: https://www.youtube.com/watch?v=PE8gVb6DrAw 1

R L L L L L

Market sharé:

TATA CONSUMER PRODUCTS Source: *NielsenMoving Annual Total (MAT) basi


https://www.youtube.com/watch?v=PE8gVb6DrAw

“““““““ ‘ GROWTH DRIVERS OTHER UPDATES

A EOC ¥ups and Private labels Coffee segments volumes| A Masterbrand Tetleyb 2 6 2 S Q N&npdign hak A
grew in Q3, along with some decline in Bags coffee segmentnow been extended to USA. It has received very stron

' However, on a YTD basis, Overall Coffee Volumes grew py online engagement and outperforming industry norms.
US Coffee  5qy A Good Earth Ayurveda Launches ecofnmerce.

GOOD GOOD GOOD

A Good Earth tea grew by double digits in Q3 A EOC Coffee continue to face headwinds due to increa:
-290 competitive intensity
Volume
Growth !

EARTH g EARTH EARTH

DARK ROAST MEDIUM ROAST
nnnnnnnnnnnnnnnnnnnnnnn

13.7% = & _
i we i @’

AYURVEDA AYURVEDA AYURVEDA
N

Tetley “Flavors

d with'a raﬁge of 3 caffeine free teas
flavors on ECommerce.

1
1
1
1
1
1
1
1
1
& 1
' ® & |
(PY: 8%) i e c .\} MOMILE PEPPEREI:TL-:BISCUS L\.’Tﬂtl:;‘i!f‘TLL:I :
PANCE PEEL LEMON BALM SPEARMINT 1
1 cee g Fre ‘ I
EBIT | :
. ! 1
Margin | .4 |
: = o » B»R!‘)i‘ﬂcmt » g y R:UIIIEM’FEE _— :
1 [ e— - r— — |
! Good earth has launched Ayurveda tea:
I
I
I
I
I

TATA CONSUMER PRODUCTS rsource: Nielsen
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GROWTH DRIVERS OTHER UPDATES

+50/ « Revenue is up by +5% driven by higher black tea sales * 3 new flavors launched in the Supers range Matcha, Antio
0

Revenue Market share of Specialty tea category * Integrated marketing campaign for Super Tea being run

e Super teas continue to grow and has achieved 3.2% Boost
Growth .* Continued improvement in profitability led by new Canada TV, Social media Influencers together wigtdre
innovations shelf advertisement supported by wellness contest

40%*

e

Tetleyhaswonthe most trusted hot tea
brand inCanadédor the 61 yearin arow.

(Value)
Tetley Super Teas awarded the 2019 Besit
New Product by Brand Spark International

Tetley Canada promoting Supers with
‘“Wel |l ness Con;t

ik S Ry a ;

Market share ! * SESERORERE  OT YOUR AVERAGE o |
(Volume) ' , =¥ 0{66() Iy o e ! i
P TETLEY IS VOTED CANADA’S . )/ o A A .

! MOST TRUSTED BRAND™ OF . | | o WATRIETOA .

L . L IN TOFINO, BC !

0/* i E S FOR 6 CONSECUTIVE E E ﬁ' * v RS i E E

29 A) o YEARS! o . :
Market share ! L . :

TATA CONSUMER PRODUCTS Source: *NielseaMoving Annual Total (MAT) basi



Ta.ta COffee* (inc Vietnam)

Coffee awarded
llly International Coffee Awards

2 10Cr A Topline grew by 25% driven by Vietnam sales, partly A Profitability improved mainly due to higher volumes and
| evenue offset by lower TCL performance one time credit partly offset by lower realisation

A Instant Coffee [IC] volumes at 2052 MT; 5th quartel' A Tata Coffee launched AMA Trails with Taj Hotel€(

i +250/ In succession with over 2000 MT volumes signed a management contract for nine heritage

| 0 | bungalows in Coorg ardhikmagaluyr

. Revenue

. Growth

- +149%:

. Volume

. growth

_________________

TATA CONSUMER PRODUCTS » Standalone including Vietnam. Does not include EOC fi



JV- Tata Starbucks

Revenue engagement and sales.

Growth

27%

GROWTH DRIVERS

program continues to drive customer

A Food 3.0 continue to perform very well

OTHER UPDATES

A 28 new stores opened this quarter. A Barista Pride campaign-istroduced. A unique campaign wher
A New city addedVadodra. 174 stores across India serve a specially curated beverage
A Strong focus on social media and loyalty A Achieved 100% pay equity, approach8@§6 gender diversity

milestone
A Received the Most Admired International Brand Retailer of t
Year by MAPIC India.

Stores

174
11

STARBUCKS COFFEE

= -

(-
3 'i -
— " -~
RY 7 S T . |y
> — ‘ — S »
;

i\ ¢ T G

ﬁ'
Sl

MumbatrNashik Highway

TATA CONSUMER PRODUCTS

New Stores



JV - NourishCo

& Himalayan Top 50 Restaurant
Awards 2019 held in Mumbai

getting good response

! GROWTH DRIVERS OTHER UPDATES

| 4(y * A Himalayan grew in Q3, both in value and volume terms |A TGP volume decline, mainly in the states of Odisha
- 0 i A Himalayan continues to leverage its partnership with Conde and AP, impacted by adverse weather.

' Volume | Nast to build connect with the F&B world. A Company has started the collection and re cycling
i growth (excl. A Tata water Plus (TWP) PET continue to grow with distributionof plastic waste and has met the committed 30%

' TWP Pouch!  expansion. volume target for the year 2019.

i . A Focus on better product mix and hence descaling low price

| i pouch business

| 5% I !

| Himalayan 1

. Revenue !

. Growth 1! |

- 3% | i

. TWP PET ! N Y

| Revenue i Thi it ; !

' orowth | Third edition of Condé NaStaveller i New Product TGP Lychee flavor

________________

TATA CONSUMER PRODUCTS * \Jolume growth excluding dscaling Tata Water Plus pouch business



Marketing Campaigns/Initiatives

=== Tata Tea Premium Delhi Campaign:

A An interesting route to evokBilli'sregional pride by wrapping the Delhi metro, with
visuals of its rich heritage. Thestageis backed by a complete pack change.

A 1'n Digit alWwaliVde dfdiil nny ’deen adisliosl piatfarms likéoutube
Facebook and OTTs liketstarand Sony Liv.
Web-Link of film:https://www.youtube.com/watch?v=iJx_KY6YsmA

. o 1 A\ Tata Tea Premium Uttar Pradesh Campaign:

5[)(;;///?/’/(1(1// ST A New TVC launched witBumdaarUR) O Y wliciiSajfed on regional and geo
s et ‘ targeted channels. TVCs to be activated on other channels like Cinema theatres|
B —— Web-Link of TVChttps://www.youtube.com/watch?v=nv_9fOHbfcE

3 %ﬁﬁﬁ‘?ﬁﬁ”m e | TetU (T ] Our perfect blends

r | | |
') P — N | g will get anyone
C@m L o) | (o] o FISEC0 Salking..

. 6 ‘
1o 6 \ﬁ #NowWereTalking CMZJD

Now we're tdlking

. . Integrated #MotYourAverageCupofTezampaign for| [Tet | e UD 2lga W rsQiN&dpaibnt
Chakra Gold New TVC rolled out in Tamil Nadu 9 9 P p_ 9 . y 4 onli palgrt | 1
Web-Link www.youtube.com/watch?v=SABbrLME5m4 Tetley Supers Tea, Can&Haross TV and Digital receiving very good online engagement.

: : . Web-Link-https://www.youtube.com/watch?v=WBp0ze2wNV8 Web-link-https://www.youtube.com/watch?v=2Fp74fvbMpD

TATA CONSUMER PRODUCTS



https://www.youtube.com/watch?v=iJx_KY6YsmA
https://www.youtube.com/watch?v=nv_9fOHbfcE
http://www.youtube.com/watch?v=SABbr1MF5m4
https://www.youtube.com/watch?v=-2Fp74fvbM0
https://www.youtube.com/watch?v=WBp0ze2wNV8
https://www.youtube.com/watch?v=WBp0ze2wNV8

M&A Update

Tata Chemicals LimitedConsumer Products Business

A Theschemefor acquiringthe ConsumerProductsBusinesf TataChemicals
Limitedis on track

A The merger has been approved by the H o n * NCLTeKolkata Bench and
MumbaiBench

A Merger consummatedin record time, 7" Feb being the effective date,
appointeddate— 15t April 2019

Sale ofTata Global Beverages Czech Republic Business

A In January2020, 100% stake in TGBCzechbusinesshas been sold to Dr.
Mduller Pharmafor Eur4.5mn., an establishedCzechcompanyin the fields of
medicine,cosmeticsandfood supplements

A Thesaleis in line with our global strategyto focus on marketswhich have
greaterpotentialand scopefor growth.

TATA CONSUMER PRODUCTS

W

TATA
TATA CHEMICALS LIMITED




Management Updates

Appointmentof Mr.{ dzy Af ! € I NAO 5 Q{w284Apr200a a5 YR / 9h 0

Mr. SunilAlaricD * S ohasbeen appointedas ManagingDirectorand CECof TGBlLwith
effect from 4th April 2020 Sunilhas25+ yearsof rich experiencein the consumergoods
industry, and in-depth understandingof the foods and beveragescategories He is
currently the MD of Whirlpool India Prior to Whirlpool, he has served in several
leadershiproles in Pepsico He brings to bear strong focus on strategy, growth and
execution, including inorganic growth. Sunil is an Alumnus of [IM, Calcutta and an
Engineeringgraduatefrom the Universityof Madras

Appointment of Mr. Ajit Krishnakumar asChief Operating Officer

Mr. Ajit Krishnakumajoined as ChiefOperatingOfficerin January2020 He has20 years
of globalwork experiencewhichincludedresponsibilitiesfor strategy,corporatefinance
& M&A acrossvariousindustries Asone of his key responsibilitiesat TGBLhe will lead
the integration of the foods businessof Tata Chemicalsand the beveragesusinessof
TataGlobalBeverageslin his previousrole, he was SeniorVicePresident,TataSonsn the
GroupC h a i r offizenléadingstrategyfor consumerbusinessesPriorto TataSonshe
had worked with Bankof AmericaMerrill Lynchand Rothschild& Ca, amongothers He
is an Alumnusof the Universityof Michigan,Ann Arbor and the Universityof Harford,
Connecticut

TATA CONSUMER PRODUCTS
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ng h ||g NtS — For the Quarter ending Dec 19

In INR Cr

REVENUE FRO
OPERATIONS

STANDALONE

CONSOLIDATED

el
+5%
390 K 933

s
+3%
L~
1,964

Q3FY19 Q3FY20
o
+23%
g 248
201
Q3FY19 Q3FY20

Q3FY19 Q3FY20
~
+12%
- 128
Q3FY19 Q3FY20
TATA CONSUMER PRODUCTS

REVENUE:
Group Revenugrew by 3% (4% in constant
currency terms)

India Branded Businesgrows (Vol +7%; Value
+6%)

Tata Coffeaencl. Vietham +25% higher volumes
and commencement of Vietham sales

International Businessleclined by 2%
mainly US coffee and Europe (incl. UK)

EBITDA
Group EBITDAyrew by 23 %

International Businesgrofitability improves-
mainly due to US partly offset by UK and Australi

India Business- profitability improves with
favorable commodity prices and higher volumes
partly offset by higher spend on brands

Tata Coffeancl. Vietnam- Improved profits with

higher volumes.




ng h ||g NtS — For nine months ending Dec 19

P 4
+6%
~ 2815
2646

9MFY19 9MFY20 9MFY19 9MFY20

REVENUE:
Group Revenugrew by 4%

India Businesgrows (Vol +8%; Value +7%)

Tata Coffeancl. Vietnam higher volumes and
commencement of Vietham sales

REVENUE FRO
OPERATIONS

International Businessleclined-

mainly due to US coffee (higher volumes impacte
by value deflation) and Australia, partly offset by
improved performance in Canada and Teapigs.

EBITDA
Group EBITDAexcluding ondime income in
previous year, grew by 21%

International Businesgrofitability improves

EBITDA mainly in US and Canada

404
India Business- Profitability improved (excluding
one-time income in PY) with favorable commodity
despite higher investment behind brands

9MFY19 9MFY20 9MFY19 9MFY20

Tata Coffee; Profits improved, excluding one time

' le of inl :
TATA CONSUMER PRODUCTS gain on sale of property in last year.



Financlals: Standalone

Quarter Ended December PARTICULARS YTD December Full year
Q3FY20 Q3FY19 Change% Q2FY20 INR Cr OMFY20 9MFY19 Change% FY19

933 890 5% 914 Revenudrom operations 2,815 2,646 6% 3,430
128 114 12% 125 EBITDA 401 404 (1%) 464
13.7% 12.8% 13.7% % 14.2% 15.3% 13.5%
(1) 0 (2) Exceptionaltems (10) - -

22 22 1% 33 Other Income 93 156 (40%) 183
126 124 2% 134 PBT 418 502 (17%) 576

94 90 5% 100 PAT 300 358 (16%) 411
10.1% 10.1% 10.9% % 10.7% 13.5% 12.0%

Standalone Net Profits :

Profit before taxes (PBT) is higher by 2% for the quarter led by volume increase and benefit of lower commodity costtspaliy

increased spends behind brands.

Profit after taxes (PAT) higher by 5% for the quarter on account of lower taxes due to reduction in effective rate onagptication of lower rate

TATA CONSUMER PRODUCTS




Financilals: Consolidated

Quarter Ended December PARTICULARS YTD December Full year
Q3FY20 Q3FY19 Change% Q2FY20 INR Cr O9M FY20 9M FY19 Change% FY19
1,962 1,913 3% 1,834 Revenudrom operations 5,693 5,476 4% 7,252
248 201 23% 237 EBITDA 753 661 14% 837
12.6% 10.5% 129% | % 13.2% 12.1% 11.5%
Q) - (1) Exceptionaltems (10) (25) (58%) (33)
26 23 15% 25 Otherincome 82 121 (33%) 157
196 176 11% 192 PBT 611 582 5% 735
140 121 16% 143 PAT 433 380 14% 474
7.8% % 7.6% 6.9% 6.5%
136 109 25% 152 Group Net Profit (incl. JVs & Associates) 430 421 2% 457
Group Consolidated Net Profits :
Hi gher by +25% or the quarter mainly on account of | ower taxes

On a YTD basis, Group Net Profit, excluding one time impact of taxes, is higher by +30%.

TATA CONSUMER PRODUCTS

~

C



Segment-wise performance (or the Quarter

PARTICULARS

SEGMENT REVENUE

SEGMENT RESULTS

INR Cr Q3FY20 Q3FY19Change? Q3FY20 Q3FY19Change?

Branded Business

Tea 1,412 1,389 2% 175 168 4%

Coffee 314 326 (4%) 63 44 44%

Others 7 7 (2%) (2) (5) (53%)
Total Branded Business 1,733 1,722 1% 236 207 14%
Non Branded Business 239 199 20% 8 6 33%
Less: Inteisegment Revenu{ (10) (8)
Unallocated expense (net) (48) (37)
Total 1,962 1,913 3% 196 176 11%
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BRANDED BUSINESS RESULTS
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Shareholding Pattern

SHAREHOLDING PATTERN as 83&1 2020 STOCK DATA

BSE Ticker 500800
3.5% " Dromoter and NSE Ticker TATAGLOBAL
romoter Group
21 20 Market Capitalization (08elr2020) INR 235 Bn.
<70 m Foreign Institutional
34.5% Investos Number of Shares Outstanding 631.13 Mn.

m Insurance
Companies/ Banks

m Mutual Funds/ UTI /
Alternate Investment
Funds

m Individual
25.8% m Others
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Recognition and Awards
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Righlaroficksyeregyed gweardegt as Tor #140 Besty YTatd @offee awarde®. S& G L y RA L y
N Gampanies fopMemen in Ipdia 20L9pYAKIr ang & { / Igghesto Illy International Coffee Awards

Working Mother

PRODUCT

We Are Winners!
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] DARE School recognised as one of the Best S jzﬁat tarbucks has received the Most Admired
1 Bdubbtioftal ScrooldidBrainfed $choo(Exclilne tgrn%tional Brand Retailer of the Year by MAPIC
Awards 2018 India.

Great Taste Awarddetley is the highest awarded
'Y GSF OoN}YR G GKS W
Beverages worldl Star- delivers fantastic flavour
2 Stars above and beyond delicious
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Sustainability for Value Chain and Communities

Tata Global Beverages aims to support development programs for 1 million people
supply chain

@] Trustea spreads sustainable agricultural practices to 500,000 workers

unicef{z@UNICEF’s | mproving Lives program to reac|

ProjectJalodarto provide water & sanitation for 5000 community members in
Himachal and Assam.

e\
QI) Affordable Healthcare for 100,000 persons in Munnar and Assam

THE UK ExtendedProducerResponsibilitf{EPRJor 5000tons plasticwaste
UKPlasticPact— 100%recyclablereusable compostableby 2025

PLASTICS

DA /ST
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Sustainability for Climate & Business

DECOUPLING EMISSIO
FROM GROWTH

DISCLOSURE INSIGI ( \
We are one of the 6 i
A LIS S _ < zmy, | Carbon footprint
20 ¢ companies in India decreased 30% in
1 on CDP Alist &S 201019
< & N J
= 1 N 0@ ’ N
12% of the energy Himalayan for USA
in production cn R is certified Carbon
from solar power NEUTR Neutral®
Y, i } Y,
.:Oroduc,’c
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For More Information

www.tataconsumer.com _
W https://twitter.com/ TataConsumer Contact Us:
f https://www.linkedin.com/company/tataconsumesproducts/

Rakesh R Sony
rakesh.r.son@tataconsumer.com
+91-22-6121 8465

TATA TEA

PREMIUM- | Abhish(?k Musahib
abhishek.musahib@taconsumer.com
| n—— +91-22-6121 8452
Tanya Dere
tanya.dere@ataconsumer.com
+91-22-61218400

Satya Muniasamy
satya.muniasamy@taconsumer.com
+91-:80-6717 1200

Write to us at:
investor.relations@tataconsumer.com




