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FY2024: Strong growth with improved profitability

-

Rs 12,446 Crs

GMV

28% 50%

YoY 5-yr CAGR

-

Rs 6,386 Crs

Revenue

24% 42%

YoY 5-yr CAGR

~N

5.4%

EBITDA Margin

44 bps 330 bps

YoY 5-yr




Qo

~17 mn
Social Followers

Ny k.,

Your Beauty. Our Passion.

Figures as of March 31, 2024
Store count as on July 31, 2024
Market size data as per Redseer Estimates

588 <
33 mn 15 mn+
Cumulative Annual Transacting
Customer Base Customers
A
o
200 6,700+
Beauty Stores Brands

$ 1.6 bn

Consolidated GMV in FY24

N AR

FASHION

N KA/

MAN

30%+
Online Market Share
In Beauty

A B V.7 i N

15-18%

Online Premium

Market Share In
Fashion

~ Conversionrate: 1USD =80 INR



Nykaa has been at the heart of
millions of beauty journeys



Diversification to address larger TAM in India

FY2018 FY2021 FY2024

Consolidated GMV mix @ Beauty Fashion

TAM B  $12bn $60 bn $114 bn
| |
v v v v
$13 bn $47 bn $21 bn $93 bn
[Beauty] [Fashion] [Beauty] [Fashion]

Total addressable market (TAM) reaching over $200 bn+ by 2028

Beauty includes Nykaa.com, Nykaa Physical Retail, Nykaa Beauty Owned Brands, eB2B: Superstore by Nykaa, and Nykaa Man Grooming
Fashion includes NykaaFashion.com, Fashion owned brands, Nykaa Man Lifestyle and LBB






Beauty crosses $1 bn GMV

% YoY growth

GMV (Rs Crs) 11 bn'l'

Visits in the year**
24% 36% 91% 38% 28%

9,054

25 mn

7,058
5-year GMV CAGR

Cumulative customer base*
41%
5,100
2 380 12 mn+
Annual unique transacting customers **
2,490
1,621 .
FY19 FY20 Fy21 Fy22 FY23 FY24 ~44 m n

Nykaa’s IPO .
Omnichannel orders**

* As on March 31, 2024 8
** for FY2024



Key Exclusive Global brand Launches in the year

Fenty Beauty Urban Decay
#1 Global Celebrity brand '

Iconic Cosmetic brand from US

Colourpop
LA Based global makeup bestseller

(OLOVRFOr

NOWAINIINDIA
[BIEUUSIVEEL? CNAZ

Elemis — — Redken — — Uriage — — CeraVe —
UK’s #1 skincare brand Global Hair care International dermat | US based derma skincare
bestseller ~

g oamlng

Cleanser

cera “““““
ar ating

5 V\\ce\\a‘

nifies

o |




... more key launches in the year

Lancome Novology Foxtale Virtue

, FACE THIEE
FORWARI T||V E : .
& DAILY FOAMIN - OTALLY
CLEANSENEI§HB "f‘E e AN =

DAILY MOISTURIZER SIS YN el MY

WITH SPF 15

FORMULA1006

f YOOW VHSVLIVN

" MOOW VHSVIVN

] In

Natasha Moor

[




India’s largest specialized beauty retail network

Achieved 200 stores milestone in Jul’24

Store Count

o @ 9 9 8 ¢ : st aunen I
Q Q Q W @ FY15 FY20

QQ Strong presence across
0 ¢ o° 72 cities

(as on Jul’24)

% °
Q 8%

of Omnichannel Beauty GMV*

* FY2024 Omnichannel Beauty GMV includes Nykaa.com, Nykaa Physical Stores, and Beauty owned brands

187
145
104
72 I
FY21 FY22 FY23 FY24
1.9L sq. ft

Total Area (as on Jul’24)
[doubled in last 2 years]

50%+

GMV CAGR [FY21 - FY24]

11



Launch of new flagship luxury
format

Destination store for
Immersive beauty experience

Launched in Linking road and
Breach Candy, Mumbal

Many more to come...

12



200 beauty retail in 72 cities

Nutriplenish Mask
4X Instant Hydration at 850

.‘ .

Nykaa Luxe: Delivering a truly luxury omnichannel retail experience

Online Luxe Store

160 brands serviced

' \ :/.\VED/.\:
“benefit || Dior
:S°;BGESAM: :ELEMISZ
St i
ij L'OCCITANE
ouarLex | | TomFoRrD




Paving the way for the future of beauty retail in India

Elevated Brand Expression

Experiential zones

Education through
Events

K3 _,o‘o '
ASRTMNE

o]

': FARMACY y! Murad =
=
i
L e

£ 4
newt Al }5 ;
mm.ssslflsrnnlﬁg i B 32

WEAR IT BLURRED! E
a2 OL D! t

* Shop-in-shops and personalized spaces
for brands to curate and display their
assortment

Services-in-store: Skin Analyzer Tool, Aveda Dry Bar and
Dyson Hairstyling, offered through expert beauty advisors.

Experiential events across fragrances and skin care to
engage customers and drive conversion

@ mynykaa ©

w* Hyderabad, you've set the BEAUTY BAR high

Beauty Bars and
Masterclasses to build
product education and
increase category penetration

14




Nykaaland 2023: India’s Biggest Beauty Festival

Overwhelming response from
brands and customers alike

+
80 15.000+
Global & local
Attendees
brands

— 12 Masterclasses —

5,000 Packed

participants Audience

— Celebrities Attendee =

Katrina Kaif, Jahnvi Kapoor, Masaba, Kriti
Sanon, Jim Sarbh, Nushrratt Bharuccha
and more...

800+ Influencers & KOLs

— Significant online reach post event =

» 5.5 bn+
Innovative 15 of its kind event to accelerate growth of beauty market Impressions

15




Getting closer to the customers to drive delight in delivery

Warehouses* (#)

44
Orders (mn)

18

Order to delivery (days)

Fy21 FY24
Increased to 2.4x in 3 years '
17 Capacity (mn sq. ft.)
FY21 FY24 FY21 FY24
0.6
Increased to 2.6x in 3 years - Reduced by 45% in 3 years
Fy21 FY24
Increased to 2.5x in 3 years 16

* includes 3P managed warehouses and FDA




Introducing Same day/Next day delivery proposition

Same Day Delivery (SDD) Next Day Delivery (NDD)

Applicable for orders placed by Applicable for orders placed by

customers before 12 PM on the customers after 12 PM, order
same day fulfilled by next day

% of order volume covered
through SDD/NDD

Current Coverage

Top 12 cities 65%

Top 110 cities ~60%

We will continue to expand proposition through the year

17



House of Brands

FASHION

18



Consumer brands portfolio — across categories and scale

~Rs 600 Crs*

Nascent brands

* Annualized GMV run rate
** Acquired brands

BEAUTY FASHION

DOT (G KEY™

N KA/

Cosmetics

NKAR *k *k %
.«m WANDERLYST @:’Fﬁ?th KICA w@

\(: *% [
/’g Zﬁf— vigo R MIXT. pipa-bela” &4

&g
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Cosmetics




Beauty Owned Brands: Nykaa cosmetics

LTE E

g
WAk

Cosmetics

CULT FAVOURITES

MAKEUP THAT WENT VIRAL
®

o O Sort by . v Filter
Popularity No filter applied

— Trend leading innovations

BACK ON '
POPULAR DEMAND!

4

-

SOLD OUT in 1 week — big hype on
trendy products

HYDRATE
BRIGHTEN

Strwobe! +

"One swipe and your
lips look so pink and smooth!"

Innovative formats — PH lip oil and Blush
sticks that bring excitement &
convenience

P

High performance

Functionality meets

layfulness

SOLD
“evsnv )
Héosecs/

High quality
makeup curated for
the Indian
consumer

Award winning makeup —
voted #1 by consumers

) o

p. , | CONTROL
. FORMULA

| e

= @
ll"l?l.m

makeup that lives

beyond trends

21
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Beauty Owned Brands: Kay Beauty

HYDRATING

LIP OIL ;
. SHEER, TRANSPARENT -

LIP ELIXIR

©)

o O Sort by
Popularity

a1 LTE B

a o ®

Filter
No filter applied™

—High performance makeup

Long-wear makeup that is premiumising
the Indian beauty buyers

Makeup that Cares: Skincare infused
makeup with high performance

#MakeupThatKares

ouR
MOST HYDRATING
LIP COLOR EVER

Hyaluronic Acid
+
Lychee Extract
+
Moroccan Argan Oil

Trends that change the
beauty landscape

Liquid
Luminizer

Hydra Créeme lipstick

Record breaking
launch

Hydrating

Ful Coverage Lipstick

l INSTANT
LIP PLUMPER

Plumping gloss
Instant Lip plumper

23



Beauty Owned Brands: Wanderlust

&« NofHh Q O ®

s
WANDERIYST

DREAMING 1 ol
OF PARIS B SR

r@, & *CoLLtcrion g E=s & Berrles
) 3 £
i D LYTR S

Shop By Collection

Wanderlust
169 products

@0 Price Deals Yy TopRated <) New

FEATURED BESTSELLER FEATURED BESTSELLER

o Sort by .y Filter
Popularity No filter applied

— Premiumising body care

High quality bath & body care range

/1 BESTSELLING

(:nmlm,

HOW 10 USE @ P

< Spray on all

pulse points & hair |
&

M Dab the
~~~ scent

,-30, Small Like
¢+ You're In Paris

Transforming the positioning with
revamped packaging and offerings

CHAMPAGNE
&BERRIES

EXFOLIATING
BODY SCRUB
140g

S

Travel inspired launches —

NCPORT
TE'AU'(SENSES

WITH FRAGRAN F
H FRAGRANCES O R

Scents that
transport you
to luxurious
vacation

CHAMPAGNE
&BERRIES

EAU DE PARFUM

24
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Nykaa expands its stake in Dot & key to 90%

Brand Overview

Differentiated skincare solutions that are
effective, safe, and fun to use

Estd. in
2018 June

FSN E-commerce Ventures Limited acquired 51%
stake in Dot & Key in September 2021

Investment Update

FSN E-commerce Ventures Limited is acquiring
an additional 39% stake in the current financial

year for a total amount of Rs 265 Crs

Profitable
since
Q4FY23

GMV (Rs Crs)

51%
YoY

80%
YoY

238%
YoY

»
>

( Ox
50 75

FY21 FY22

134

FY23

454

Fy24

580

Q4FY24
Annualized

26
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S thm®

®@arth \

rhythm™

Hydrating Face fluid

Hydrating Face Fluid

'ATTE SET G( 1
ATTESETOC W copsg o [lVATTE SET G
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L
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Nykaa to acquire majority stake in Earth Rhythm

Brand Overview

D2C new age brand specializing in skincare,
makeup, haircare and bath and body products

Well Being, Beyond
Beauty!

- Investment Update o

Acquired 18.57% stake in Earth Rhythm in April
2022

FSN E-commerce Ventures Limited is now making
further investment in Earth Rhythm leading to a
majority stake

GMV (Rs Crs)

v

8X
{ 55
37

8.5

Fy21 FY22 FY23 FY24 Q4FY24
Annualized

28
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National brand "Nykd”, with strong consumer connect and innovation

GMV (Rs Crs
— Simplifying lingerie for Indian women S

166
5x > 147
85
30

FY22 FY23 FY24 Q4FY24 Annualized

Achieved the scale of Rs 100 Crs+ in less than 3 years, which
took other national brands 7 -10 years

Profitable since »7 #1 TOp 3 | 17 | 1’400+

_ in Lingerie category on EBOs* Selective doors*
Mar-23 NykaaFashion.com | bra category on Amazon [Added 13 EBOs in FY24] [added 600+ in FY24]

*as on March 31, 2024 30



Owned brands offering across categories - Indianwear




Owned brands offering across categories — Western wear and Accessories

@TVENTY RSW MIXT: pIpa-bella

32



Brand/
Manufacturer

Focus on BPC &
Wellness

S l'( P F R Get all your Favourite Brands
S T() R E at SuperStore

India’s trusted B2B platform
for beauty and personal
care products.

All In One
Store

Super
Earnings
Featured brands

= wet # wild VLCC
uper

Flexibility

Upto 25% Margn o 18% Margin

VEGA

Door Step
Delivery

m
caffeine

Serving the Underserved via Technology

Retailer

Focus on Underserved
Retailers i.e. Beauty
centre, pharmacy

33



Helping grow the entire Beauty ecosystem

Brand Partners

A Democratize access to
8-®-8 distribution for
&8 D2C/independent brands

& Ability to distribute

PREMIUM premium and evolved
— products

to

Nykaa can provide one stop-

SOT'*C')'E::, solutions for global brands
SHOP across e-com, retail and eB2B

2

4

670+

Expanding reach

300+

cities

FY22

Retailers

Access to wider
assortment and
premium/D2C brands

Help build high margin
beauty business for
retailers

cities

n
<
N
w

1,000+
cities

FY24

34



Proven product market fit with rapid scale

Transacting Retailers (‘000)

79%
{ 2 yr CAGR: 222% —> 195 GMV (Rs Crs)
109 84%
19 — 2 yr CAGR: 366% > 597
FY22 FY23 FY24

+ » 325

Orders (‘000)

71%
2yr CAGR: 406% — > 1244 28
I
729 FY22 FY23 FY24
49
FY22 FY23 FY24

%  YoY growth 35



Sales mix, scale and efficiencies leading to margin and unit economics improvement

Fulfilment expense* S&D expense* Other expenses**

566 bps
‘676 bps ‘ . ‘1,291 bps
— - ]

FY23 FY24 FY23 FY24 FY23 FY24
Driven by scale-based efficiency, . . . _ o _

regionalization strategy, and several Driven by higher BDE productivity Driven by scale efficiencies
initiatives to reduce packaging cost in employee expenses

EBITDA Margin* improvement of 2,200 bps YoY
* As % of Superstore NSV 36

** Other expenses include Employee and G&A expenses



NRAR

FASHION

37



Fashion business has scaled rapidly in the last 5 years

06 Yoy growth

GMV (Rs Crs) 570 mn+

Visits in the year**

563% 256% 175% 46% 26%
3,385

5-year GMV CAGR 6 m n

161% » 681 Cumulative customer base*
1,832
3 mn
Annual unique transacting customers**
666
s 187 Rs 4,300+

**
FY19 FY20 FYy21 FY22 FY23 FY24 AOV

* as on March 31, 2024 38
** for FY2024



Nykaa Fashion - 2nd platform of choice among India consumer within 4 yrs of launch

2"d platform of choice among consumer for online fashion #1 platform of choice for latest trends/style

47%

( .

! |

! i

! i

! i

| :

30% i }

| i

! i

! i

! i

s N : I 22%

! i : !

L 23% | : |

| | . |

i i 20% ! i

! i ! i

l i ! i
i | | i 12%

i j | i

| i 10% | |

! i ! I

! i ! i

! i ! i

! i ! i

| i | |

| | } |

| | . I

Competition A | Nykaa Fashion | Competition B Others Competition A : Nykaa Fashion | Competition B Others
. / L ]
Best AOVs i New Season Sales
++  2x Industry Average 2x Industry Average

*Source: BofA Apr’24 survey of 1,000 consumers 39



Strengthening assortment across key propositions

(él(())'izl\ Latest and the hottest
-~ trend in western wear

31%

GMV YoY

[FY24]

650+

Brands*

54%

GMV YoY

[FY24]

300+

Brands*

Niche
homegrown
labels

Hi DDE!}GEMS
AZAAN

Brands*

Latest and
curated
fashion

collections

* Total brand count as of March’24
Data is for NykaaFashion.com

51%

GMV YoY

650+ NEW ITEMS
NEW IN

We've pinned all the
new drops here!

24%

GMV contribution

¥
SPRING SUMMER’'24

FIRST

EASTTION



Nykaa Fashion will serve as the
exclusive e-commerce partner

Plan to launch Foot Locker's
India website and Foot Locker
Shop-in-Shop on Nykaa

Offering will include Footwearr,
Apparel, and Accessories

@ﬁ& X ” Strengthens Nykaa'’s position as a destination for

FASHION premium curated assortment

Foot Locker



Operating leverage driving significant expansion of ~650 bps in profitability

Fulfilment expenses*
11.9%

Marketing expenses*
28.1%

Other expenses**

19.2%

11.1% 25.8% 16.6%
Fy23 Fy24 FY23 FY24 FY23 FY24

Reduction in leakages Better mix of repeat customers, and Scale efficiencies

improved order to visitor conversion

EBITDA Margin improvement of 646 bps YoY
-16.7%), -10.3%

FY23 EBITDA FY24 EBITDA

* As % of Fashion NSV margin* margin* 42
** Other expenses include Employee and G&A expenses
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Ad-tech service for every Brand objective

Awareness Consideration Conversion

Homepage
Display Ads

«  Maximize Visibility
& Frequency

- Build Brand
Recall, Launch
New Ranges &
Campaigns

<  Makeup

The Makeup Store

Explore All Makeup Products -

Best Of Makeup

Brands In The Spotlight

100%\7
VEGAN
0% JUNK

Lipstick Foundation Compact Concealer

Brands You Will Love

Your Makeup Faves

Eyd
d

Category Display
Ads

- Target “In Market”
Customers

- Enhance Category
Share For Brands,
Introduce New
Products

Product Listing
Ads

wilac @

Cam

b ‘ - Drive
Glamour Galore Consideration
BUY 2 GET 1 .

to Conversion

serum .

4,954 products . Drive Sales for
Specific
Products in
Search &
Discovery

Estee Lauder Advanced
Night Repair Synchronized

COSRX Advanced Snail 96
Mucin Power Essence
= 5Sizes 100ml
%1450 1450
Buy 2 at MRP, Get 1 Free *hkRd (15147)
*R kR (12521)

44



Machine Learning driven developed Ad selection capabilities

Self Service for

Brand Partners

Ad Setup
Content Management

Audience & Keyword
Targeting

Budget Management &
Bidding

Reporting & Insights

NYKAA
ADTECH

Ad Optimization ML Models

Relevance Optimized Ad Selection
Models
Based on User & Keyword Targeting

ROAS Optimized Ad Ranking Models
Based on Bids & Conversion

Using Real time data such as -
User Persona, Intent
Engagement, Click Behaviour,
Revenue Data and more

serums ]

OIS

STSELLER u BESTSELLER ]

!

Estee Lauder Advanced COSRX Advanced Snail 96
Night Repair Synchronized Mucin Power Essence

= 5Sizes 100ml

1450 1450

Buy 2 at MRP, Get 1 Free R 18IAT]
*k Rk (13821)

QL Select Size Q Add To Bag

45



Improving power of discovery through Generative Al

Reviews & Ratings

Latest Trend

1427 B D@ NS .64%m 1427 B - 0@ N 64%m
<« :{Q{?a' Falelelion.. . @ @ < Ratings & Reviews write New
4.4 « 3766 |35% o
Overall Rating L'Oreal Paris Hyaluron Moisture Shampoo With ... 1
4,4/5 25932 ratings Rate 44 ek kW g
I 3 Customer Reviews Reset Filter
¥ { i e
o ! 1
3 I= Sort Images Ratings
— e — — — — — I
I Read reviews that mention T e
Smoothness Frizz Control Quality Monika Bhadana 09/02/2023
I I  Verified Buyer
Price Packaging Shiny Look Size
L ’ [z 18 Reviews K3 17 Photos

Most Useful Review

Tarannum Shahrukh 21/01/2023 " . N
‘Amazing product
PRO Verified Professional

| have dry scalp and dry hair. It makes my hair so
shiner and my hair look healthier than before.

(2 26 Reviews E 13 Photos

Wavy Hair Oily Skintype Medium Skin tone

& Bnee

"Best Shampoo and Conditioner by Loreal Paris " o5 Helpful 26 people found this helpful
Must Try worth money Best Shampoo till date | ever
e Toved Raksha Kemmur 21/11/2023
I NI -NLEl © vertd Buyer
& ) Add to Bag < Y Select Size
1 @] < [

@] <

Filtering reviews on the basis
of different product aspects

Leveraging Generative Al (text
and image) to identify products to
go with an anchor product

L

<

Pairing Suggestions

Identification
Analyse latest trends from

Instagram, vlogs, magazines
etc to extract fashion trends

& e Q O ®

Ciger Cider
Alora Satin Tle Co-Ord... Tilly Cofiarless Blazer

4,795 W0 43% Off ¥4,795 100 a3% Off

Trending now in dresses

L L.

46






Nykaa Values

“Be the
customer’s
champion




Strong relationship with the lifestyle ecosystem

Deep relationship with 6,700+ global and domestic brands

% Widespread supply chain with 17,500+ suppliers

Direct employment generation of 11,500+

Network of 6,000+ influencers

SME

ﬁ Fostering symbiotic alliance with 3,800+ MSME vendors

N/AAPRO | Supporting 93K+ beauty professionals across the country

Widespread offline distribution network with ~2.6 Lacs retailers through Superstore

All data for FY2024 49



Nykaa 10x10 initiatives

© 0 @ ©

Zero Paper 85% Sustainable 100% Reuse of 407 tonnes
Ut|||zat|on paCkaglng Corrugated boxes Plastic waste recycled

for order processing [Shift to paper packaging, corrugated

. across all PL - Warehouses [Achieved our EPR target for
boxes, recyclable plastic]

the year]

Nykaa received assurance certificate from TUV India for BRSR 50



Nykaa 10x10 Initiatives

Sustainable Packaging Practices

> Reuse of Brand Boxes for packing orders

1 Mn+
brand boxes reused

in FY24

> Reuse of delivery materials received in RTO

» Conversion of damaged boxes into Hexcush

51



Promoting a Diverse and Inclusive Workforce

/8% employee 43%

Below age 35 yrs

Women employee

60% Nykaa leadership 32% Nykaa leadership

Under age 40 are women

Gender Pay Parity

across functions and levels

Recognized by The
Economic Times Edge
as a Progressive Place

to Work 2023

'~ Ranked among Top 15
workplaces to grow in
2024 Linkedin

z
O
=
=
Q
O
O
L
x

Nykaa leadership includes AVP and above employees 52



Nykaa Foundation: Our CSR arm focused on empowerment

Transforming Education

~20,000
Students benefitted

Partnered with
Rangeet, to launch
an app-based
learning program

Nykaa Chair at 1IM-
Ahmedabad

Research chair in
consumer technology to
foster innovation

Announcing
Nykaa Chair in Consumer Te( &8
e

at
Ahmedabad
M\by IIMA Endowme~ 2
/

mber 27,

7 TN

Foundation

Transforming Lives

800

Women trained

Partnered with Sambhav
Foundation for
Labournet program,
helping marginalized
young women become
skilled beauty
professionals

Empowering women

Falguni Nayar,
honored at American
India Foundation’s
(AIF) Annual Gala

2024
Announced 3-year

association between
Nykaa and AlF to
promote STEM
education for girls in
India

53



Nykaa Foundation: Our CSR arm focused on empowerment

Focus on children’s health

Collaborated with
Anushkaa
Foundation, to
enable the skilling of
doctors in treating
clubfoot

Uplifting

N KA/

Foundation

: three tournaments in

Uplifting women

KM Kay Beauty partnered
with Daniel Bauer
Academy to provide
young women training
to become professional
makeup artists and
begin their own
entrepreneurial journey

Community

Nykaa supported

FY24 to deepen our
partnership with
IDCA (Indian Deaf

Cricket Association)

54
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Significant headroom for E-commerce penetration in comparison to China

—

800 mn
Active internet users

350 mn+

Digital payment users

230 mn

E-commerce penetration headroom (2023)

as % of total retail

15-19%

India

35% - 37%

China

Online shoppers

Online shoppers (2023) — as % of internet users Ii

70%+

30%

India USA, China

Source: Bain Report

56



Nykaa leading with market creation - India BPC, a $90 bn opportunity in the next decade

India BPC Market Size ($ bn) I

India Consumer consumption shift

11% CAGR—  QQ from personal care to Beauty

2022 — 2037 CAGR (%)
OX 19 - 20% e |
Onli : . |
15 yr CAGR - sancare I 20% |
Color Cosmetics [N 16%  Beauty
9% CAGR > Fragrances | 15% |
‘ 4X 1_9 $3 bn >0 India BPC 11%
online
5 16
5
o 2022 20578 India — One of the fastest

Offline M Online

growing BPC market

Source: HSBC 57



Key drivers of premiumization & ecommerce to transform the BPC industry

India is headed on China’s trajectory —
India today resembles China from 2007

Year 2007 2023 2023
Country China India China
|
GDP per capita (S) : 2,700 2,730 1 13,000
|
! ]
BPC spend per capita (S) : 15-18 15 | 40 - 45
|
] ]

China’s BPC market today gives a
glimpse into India’s possible 2037

Source: HSBC

‘ BPC e-commerce penetration - India
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25% CAGR vs. 11%
overall BPC in the
next 15 Years
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India online fashion is a $50 bn opportunity

| India Fashion Market Size ($ bn) I | India online premium fashion market ($ bn) I

~119 CAGR > 200 10.0

4.6

93
e 190 29 5%
79 CAGR 13
2023 2030 2023 2030
Offline = Online B Men  Women

Premium fashion market in India is expected to become 3.5x by 2030

Source: Redseer Estimates (CY22 and CY30),
* Overall Fashion Market Size 59
** Conversion rate: 1 USD = INR 80
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Glossary

Term

EBITDA

Existing Customers

Gross Profit

Gross Merchandise Value (GMV)

New Customers

Orders

Revenue from operations

Visits

Verticals

Description

EBITDA is a non-GAAP financial measure. EBITDA refers to our profit/(loss) before Tax for the period, as adjusted to exclude (i) Other Income, (ii) Depreciation and
Amortization Expenses, (iii) Finance Costs. EBITDA Margin refers to the percentage margin derived by dividing EBITDA by Revenue from Operations

Existing Customers, identified by their email-id or mobile number, are Customers who placed at least one Order in any prior Financial Year on our websites or mobile
applications.

Gross Profit is a non-GAAP financial measure. Gross Profit refers to Revenue from Operations less COGS. Gross Profit Margin refers to the percentage margin derived by
dividing Gross Profit by Revenue from Operations.

Monetary value of Orders inclusive of taxes and gross of discounts, if any, across our websites, mobile applications and physical stores prior to product returns or order
cancellations and including sales to and through third party channels. GMV, with respect to BPC, denotes GMV of BPC vertical. GMV, with respect to Fashion, denotes
GMV of Fashion vertical. GMV, with respect to Others, denotes GMV of Other Verticals

New Customers, identified by their email-id or mobile number, are Customers who placed at least one Order in any current Financial Year on our websites or mobile
applications.

All orders placed on our websites, mobile applications and physical stores prior to any cancellations and returns. Orders, with respect to Beauty Vertical, includes all Orders
that placed on Nykaa websites & mobile applications and Physical Store, Nykaaman website and mobile applications, and Superstore mobile applications having at least
one BPC product. Orders, with respect to Fashion Vertical, includes all Orders that placed on Nykaa website & mobile application, and Fashion.com website & mobile
application, Nykaaman website and mobile applications having at least one fashion product . Orders, with respect to Others includes all Orders that placed on our
International business

Revenue from operations includes sale of products, marketing support revenue, income from marketplace and logistics services

Number of visits to our websites and mobile applications. A visit is considered ended when no new request has been recorded in more than 30 minutes from the same
device to the website or the mobile application. Visits, with respect to beauty and personal care, denotes Visits to the Nykaa websites and mobile applications. Visits, with
respect to Fashion, denotes Visits to the Nykaa Fashion website and the mobile application. Visits with respect to Others, denotes Visits to Nykaa Man website and mobile
application, “SuperStore by Nykaa” website and mobile application

Beauty includes Nykaa.com, Nykaa Physical Retail, Nykaa Beauty Owned Brands, eB2B: Superstore by Nykaa, and Nykaa Man Grooming

Fashion includes NykaaFashion.com, Fashion owned brands, Nykaa Man Lifestyle and LBB
Others includes GCC business and International business

62



By attending the presentation or by reading the presentation slides you agree to be bound as follows:

This Presentation is prepared by FSN E-Commerce Ventures Limited (“Company”) and is for information purposes only without regards to specific objectives, financial situations or
needs of any particular person and is not and nothing in it shall be construed as an invitation, offer, solicitation, recommendation or advertisement in respect of the purchase or sale
of any securities of the Company or any affiliates in any jurisdiction or as an inducement to enter into investment activity and no part of it shall form the basis of or be relied upon in
connection with any contract or commitment or investment decision whatsoever. This Presentation does not take into account, nor does it provide any tax, legal or investment
advice or opinion regarding the specific investment objectives or financial situation of any person. This Presentation and its contents are confidential and proprietary to the Company
and/or its affiliates and no part of it or its subject matter be used, reproduced, copied, distributed, shared, or disseminated, directly or indirectly, to any other person or published in
whole or in part for any purpose, in any manner whatsoever.

The information contained in this Presentation is a general background information of the Company. We don’'t assume responsibility to publicly amend, modify or revise any
information contained in this Presentation on the basis of any subsequent development, information or events, or otherwise. This Presentation should not be considered as a
recommendation to any investor to subscribe to any security. This Presentation includes certain statements that are, or may be deemed to be, “forward-looking statements” and
relate to the Company and its financial position, business strategy, events and courses of action. Forward-looking statements and financial projections are based on the opinions
and estimates of management at the date the statements are made and are subject to a variety of risks and uncertainties and other factors that could cause actual events or results
to differ materially from those anticipated in the forward-looking statements and financial projections. Forward-looking statements and financial projections include, among other
things, statements about: our expectations regarding our expenses, sales and operations; our future customer concentration; our anticipated cash needs, our estimates regarding
our capital requirements, our need for additional financing; our ability to anticipate the future needs of our customers; our plans for future products and enhancements of existing
products; our future growth strategy and growth rate; our future intellectual property; and our anticipated trends and challenges in the markets in which we operate. Forward-looking
statements are not guarantees of future performance including those relating to general business plans and strategy, future outlook and growth prospects, and future developments
in its businesses and its competitive and regulatory environment. No representation, warranty or undertaking, express or implied, is made or assurance given that such statements,
views, projections or forecasts in the Presentation, if any, are correct or that any objectives specified herein will be achieved.

We, or any of our affiliates, shareholders, directors, employees, or advisors, as such, make no representations or warranties, express or implied, as to, and do not accept any
responsibility or liability with respect to, the fairness, accuracy, completeness or correctness of any information or opinions contained herein and accept no liability whatsoever for
any loss, howsoever, arising from any use or reliance on this Presentation or its contents or otherwise arising in connection therewith. The information contained herein is subject to
change without any obligation to notify any person of such revisions or change and past performance is not indicative of future results.

It is clarified that this Presentation is not intended to be a document or advertisement offering for subscription or sale of any securities or inviting offers or invitations to offer or
solicitation to offer from the public (including any section thereof) or any class of investors. This document has not been and will not be reviewed or approved by a regulatory
authority in India or by any stock exchange in India. No rights or obligations of any nature are created or shall be deemed to be created by the contents of this Presentation.
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