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TATA CONSUMER PRODUCTS

Disclaimer

Certain statements made in this presentation relating to the Company’s objectives, projections, outlook, expectations, estimates,
among others may constitute ‘forward-looking statements’ within the meaning of applicable laws and regulations. Actual results
may differ from such expectations, projections etc., whether express or implied. These forward-looking statements are based on
various assumptions, expectations and other factors which are not limited to, risk and uncertainties regarding fluctuations in
earnings, competitive intensity, pricing environment in the market, economic conditions affecting demand and supply, change in
input costs, ability to maintain and manage key customer relationships and supply chain sources, new or changed priorities of
trade, significant changes in political stability in India and globally, government regulations and taxation, climatic conditions,
natural calamity, commaodity price fluctuations, currency rate fluctuations, litigation among others over which the Company does
not have any direct control. These factors may affect our ability to successfully implement our business strategy. The company
cannot, therefore, guarantee that the ‘forward-looking’ statements made herein shall be realized. The Company, may alter, amend,
modify or make necessary corrective changes in any manner to any such forward looking statement contained herein or make
written or oral forward-looking statements as may be required from time to time on the basis of subsequent developments and
events.
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TATA CONSUMER PRODUCTS

June quarter recap

= During the quarter, Consolidated Revenue grew 11% YoY despite a challenging operating environment and a high base.

= Despite a severe second wave of COVID, India business performed well while International markets saw a decline owing to pantry loading in the
base quarter.

= Qverall, India business’ grew 25% led by
o India Beverages? business growth of 28%, with 3% volume growth
o India Foods business growth of 20%, with 17% volume growth
= International business declined 13%, with an underlying (constant currency) decline of 16%3, cycling an elevated base driven by pantry loading.

= EBITDA margin for the quarter was 13.4%, up 300 bps QoQ, but down 452bps YoY, driven by higher A&P investments in the India business in the
current quarter and low-cost tea inventory that benefitted the base quarter.

= Group net profit declined 42% YoY, however, adjusted for exceptional items, it declined 27%.

= We continued to invest behind our brands to drive long term growth and we gained market share in both the core categories of tea and salt in India.
= We now have a harmonized Pan-India distribution system and have substantially completed the integration of Soulfull.

= We continue streamline operations & driving synergies, including network optimization in India & simplification of International business.

TIncludes India beverages & India Foods business, including NourishCo.

2 Including NourishCo, but volume doesn’t include Nourishco volumes
3 Like to like, adjusted for the impact of exit from International Foodservice business, the decline was 9% (12% in constant currency terms)
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TATA CONSUMER PRODUCTS

Key Businesses snapshot — Q1FY22

AN 124

International Beverages

InX Cr India Beverages India Foods International Tea Tata Coffee
(unless specified) (incl. Vietnam)

Revenue 1,267 705 296 472 241 3,008
Revenue Growth 28% 20% -18% -3% 5% 11%
Constant currency growth -15% -10% 6% 10%
Volume Growth 3% 17% -16% -9% -6%

.
teapigs,
N4 airs. no graces. just fine tea.

WGOOD EARTH

Key Brands

Note:
a) India Beverages revenue includes India Packaged Beverages + NourishCo (subsidiary effective May’2020), but volume doesn’t include Nourishco volumes

b) International tea business includes UK, Canada, USA, Australia, Europe and Middle East (Middle East has been regrouped from India Beverages in FY21 to International tea from FY22).
c) Tata Coffee incl. Vietnam and excl. US Coffee (EOC)

d) Consolidated revenue includes other non-branded business and Inter-segment eliminations

e) # We exited Foodservice (International) business, adjusted for that, Consolidated Revenue grew 12% on a like-to-like basis (11% constant currency)




TATA CONSUMER PRODUCTS

Group Performance at a glance — Q1FY22

@ @, @ @ @) @
ul]ﬂﬂ ul]ﬂn ul]ﬂﬂ ul]ﬂﬂ ul]ﬂﬂ Uﬂﬂﬂ
< 3,008 Cr. T403Cr. T340 Cr. T200Cr. ¥203Cr. ~¥2,169 Cr.

Revenue EBITDA PBT (bei)® Group Net Profit Group Net Profit Net Cash®

(bei)”

Growth (Y-on-Y) 11% “17% -22% -42% -27%

Margin% 13.4% 11.3% 6.7% 6.8%

Margin expansion

(Y-on-Y) -452 bps -476 bps -608 bps -345 bps

EPS 2.01 (EPS)

EPS Growth (Y-on-Y) -43% (EPS)

" before exceptional items

$ Cash and Cash equivalents (net of total borrowings) as at Jun 30, 2021
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TATA CONSUMER PRODUCTS

Key Businesses snhapshot — FY21
(v 7 ey 24

International Beverages

InXCr India Beverages US Coffee International Foodservice Tata Coffee onsolidated
(unless specified) Tea (International) (incl. Vietham)
Revenue 4,601 2,441 1,293 1,983 193 964 11,602
Revenue Growth 36% 18% 15% 10% -35% 15% 20%
Constant currency growth 9% 3% -39% 14% 18%
) -
Key Brands m % @ teafng? WGOOD EARTH

QRAND Hirhdan SOULFUL

Note:

a) India Beverages includes Middle East and NourishCo (subsidiary effective May’20)

b) India Foods includes Soulfull (subsidiary effective Feb’21) but the impact is not significant.
c) International tea business includes UK, Canada, US, Aus and Europe.

d) Tata Coffee incl. Vietnam and excludes US Coffee (EOC)

e) Consolidated revenue includes other non-branded business and Inter-segment eliminations

f) Foodservice (International) was divested w.e.f. 1 Apr21.

*



Group Performance at a glance — FY21

TATA CONSUMER PRODUCTS

@
uﬂﬂﬂ
¥ 1,342 Cr.

@
uﬂﬂﬂ
¥ 1,569 Cr.

@
uﬂﬂﬂ
Z 11,602 Cr.

Revenue EBITDA PBT (bei)*

Growth (Y-on-Y) 20% 20% 24%
Margin% 13.5% 11.6%
Margin expansion

(Y-on-Y) -10 bps +40 bps
EPS

EPS Growth (Y-on-Y)

"PBT before exceptional items

$ Cash and Cash equivalents (net of total borrowings) as at Mar 31, 2021

Group Net Profit

@
uﬂﬂﬂ
~% 2,421 Cr.

@
uﬂﬂﬂ
T 930 Cr.

et Cash®

102%

8.0%
+320 bps

9.30 (EPS)

+86% (EPS)

—



Progress agains
Strategic Priorities




TATA CONSUMER PRODUCTS

Strategic Priorities

0000

Strengthen & Drive Digital Unlock Create Future Explore new Embed
accelerate core & Innovation synergies Ready Org opportunities sustainability
business
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TATA CONSUMER PRODUCTS

Strengthen & accelerate core business
Fuelling our brands

Tata Tea Chakra Gold Care Driving

India business! A&P

awareness & trials of value added variant,
\g o Chakra Gold Care in TN
KADAK
\JHIISHA Q1FY22
GOODNESS'IN
E_ VERY CUP
+53% YoY

Scale up and expansion in southern markets
of AP, Telangana and Karnataka.

Market share

230

Tea +170 bps'

Ongoing hyperlocal campaigns across all core
markets for Tata Tea Premium.
| — |

| m

Let’s
preserve the
goodness
oj mmorrow today.

—||[o
—||[o

Salt + 370 bps’

Tata Sampann Spices #SpiceUpYourHealth in priority markets —
with multimedia extensions in OOH / Print
Tata Sampann Continues to be contextual on social media with
participation in relevant occasions
[ — |
12

1 Standalone Financials
2Source: Nielsen — Value share, JQ'21 vs JQ'20




Strengthen & accelerate core business

TATA CONSUMER PRODUCTS

Making consistent gains on reach & premiumization

Direct coverage

On track for

1M

as of Jun’21 by Sep’21

Value growth in premium salts portfolio

1 total number of rural distributions as of June'21.
2 % of India business (excl Nourishco) in Q1FY22

*

+3,000

# Rural distributors

Pan-India Harmonized Distribution System

®

Ecommerce +153% YoY
7.3% of Sales?

O,

Institutional channel
+144% YoY
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Strengthen & accelerate core business

TATA CONSUMER PRODUCTS

Strong momentum post second wave of COVID

Urban direct outlets billed

1.12

MAR'21 APR'21 MAY'21 JUN'21

Indexed to Mar'21 levels

India F&B revenue growth (%)

41

APR'21 MAY'21  JUNE'21

Q4FY21

QL

India F&B Volume growth (%)

India Foods
30

21

Q4FY21  APR21  MAY'21

JUNE'21

India Packaged Beverages
23

16

-7

Q4FY21 APR’21 MAY’21

BNYES

JUNE’21
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Drive Digital & Innovation

TATA CONSUMER PRODUCTS

Embedding Digital across the value chain

Digital strategy
and vision

Enterprise data platform
set-up initiated

J

\_

N\

Continued focus on
key business initiatives

J
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Drive Digital & Innovation

TATA CONSUMER PRODUCTS

Continuing the momentum on innovation - India

Tata Salt
Super Lite

¥ Soqium

b il
SuperLite™

India's 1st and only salt
with 30% low sodium than
regular iodized salt

Tata Tea
Chakra Gold Care

New dust blend that packs
the traditionally known
benefits of 5 natural
ingredients

Eight O’Clock Tata Sampann
Dal Tadka Masala

-

TATA | TATA
sampann sampann

Panch Phoran 3 Sindhi
DALTADKA .. 7 J

CENTRAL HIGHLANDS
THE ORIGINAL
E D

™
NET WI. 11 02 100% ARABICA COFFEE @

Range of Dal Tadka
Masalas to enhance the
taste of everyday dals

A range of Premium International
Coffee offerings; with its Single
origin and flavored Roast &
Ground coffees
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Drive Digital & Innovation

TATA CONSUMER PRODUCTS

Continuing the momentum on innovation — Intl.

Himalayan - UK

= 1
.' . BALANCED '

‘ BY NATURE
*g | WATER FROM THE
@ HIMALAYAS

£ N

NVAVIVIIH

e

o o
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.

Z o HIMALAYAN' |

3nCed by natyre
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Himalayan Natural Water —
Launch of our premium
mineral water in the UK.

e teapigs, |
teapigs,  fOMBUCHA  teapigs.

koMBUCHA

Teapigs Kombucha

UK

o

Launch of 3 variants of Teapigs
kombucha in cans

c
L

KOMBUCHA

Teapigs Cold Brew
UK

BLACKCURRANT

teapigs, | tea.pigs,
COLD COLD
BREYSN§ BREW

° o
WATERMELON

PIN
GRAPEFRUIT illl & HIBISCUS I
teapigs. teapigs.

COLD COLD

vcree

& ROSE TEA

Launch of 6 variants of Teapigs
cold brew in the UK.
These all-natural infusions
have been specially made to
brew easily in cold water

Good Energy -
UK

{070 THE MIND, BODY & ygyy

(070 THE HIND, BODY & ygy,

GOOD

ORGANIC GUAYUSA ORGANIC GUAYUSA

_— —

Organic Natural Energy Drink
with natural caffeine from
Guayusa leaf.

2 variants launched in UK -
Blood Orange and Tangerine,
and Raspberry and
Blueberry

Good Earth -
Australia

Roomgs 1g,

ROOIBOS
CHal

Good Earth launched in
Australia in 4 flavors —
Hibiscus, Rose & Sweet
Berries, Tropical Mangos,
Rooibos Chai and Ginger,
Turmeric & Lemon.
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Unlock synergies TATA CONSUMER PRODUCTS

Soulfull integration update

Key Highlights

— Organization structure and policies harmonized

ddd
; ot - i : .
T—éf Ensured billing through TCPL within ~45 days of deal closure; 3x GT outlet expansion achieved

@ Completed critical process integration across 10 functions within 90 days of deal closure

o Completed Sales IT and related integration

[
o434

- {é’} - Preserved agility & entrepreneurial culture while integrating back-end into the TCPL India platform, including the

. « innovation process

18



Create a future ready organisation TATA CONSUMER PRODUCTS

Recent changes in the Leadership team

Ms. Deepika Bhan

Mr. Prashant Parameswaran Mr. Puneet Das

Managing Director & CEO President — Packaged President — Packaged
Tata Consumer Soulfull Pvt. Ltd. Beverages(India and South Asia) Foods (India)

[ — [ — | [ — |

\!

Mr. T.V. Swaminathan Mr. Punit Gupta
Global Chief Digital Officer Senior Vice President —Strategy and M&A
— [ —
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Embed sustainability

Enhancing ESG disclosures

TATA CONSUMER PRODUCTS

&

ESG reporting

Introduction of an interactive tool on our
website to enhance disclosures, reporting
and ease of access.

*

Environmental Social and Govern
(ESG) performance

EXPLORE MORE —>

Company Overview

Scope of the ESG Overview GRI 102: GD Reporting Practice
Profile @' SASB: Leadership and Governance
SDG 16: Peace
Justice and Strong Institutions
WEF Governance: Risk and Opportunity

Oversight
ESG a Core Pillar of Strategy GRI 102: GD Strategy CO
Strategy [ SASB: Leadership and Governance 69
SDG 17: Partnerships to achieve the
Goal

WEF Governance: Risk and Opportunity

TATA
CONSUMER
PRODUCTS
--All Categories-- v --All Sub Factors-- v --All Keywords-- ~ --ESG World Framewor v --All Frameworks-- v --TimeStamp-- ~
Last Updated: 12 Jul 2021 Public Views: 202 [ Provide Feedback Last 30 Day's Refresh
Sub Factor £ Keywords ¢ Frameworks ¢ Link§ Metric ¢ Highlights o}

Scope of this ESG Profile covers the Environmental and Social
parameters included here pertain to all Branded Food & Beverage
business of Tata Consumer Products Limited in India and
Internationally (excludes Nourischo & Soulfull (100% subsidiaries) —
recent acquisitions by Tata Consumer, Tata coffee & Associate
companies). Governance parameters pertain to the listed entity - Tata
Consumer Products Limited

TCPL ESG strategy focuses on sustainable practices that attract more
customers, allows better access to resources, lowers energy and water
consumption, and therefore also can reduce operational costs. We
value sustainable practices that lead to greater social credibility, attract
talent, boost employee morale, and build stronger community

20


https://www.tataconsumer.com/sustainability
https://esg.churchgatepartners.com/login/companyprofile?id=310034003600240024004100530048004F004B0041004E0041004E00590041004100560041004E004900410053004800570049004E00490024002400

Thank You

For more information

TATA CONSUMER PRODUCTS

Nidhi Verma

Head — Investor Relations & Corporate Communication
nidhi.verma@tataconsumer.com

Write to us at
investor.relations@tataconsumer.com

Call us at
+91-22-61218400

Last 10-year financials are available on Historical financial data

@ tataconsumer.com @ TataConsumer @ tata-consumer-products/

tataconsumerproducts/
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http://www.tataconsumer.com/
https://twitter.com/TataConsumer
https://www.linkedin.com/company/tata-consumer-products/
https://www.instagram.com/explore/tags/tataconsumerproducts/
https://www.tataconsumer.com/integrated-annual-report/pdf/10%20Year%20Highlights_TCPL%20IR%202020-21%20for%20online_.pdf
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