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What Defines Us &

Most Loved Global Supply Product Excellence in Stakeholder’s
Brands Chain Innovation Operations Value Creation

® e ] L ®
Sustainable Integrated Culture of Investmentin  Ethical Business
Growth Business Model Ownership Innovation Practices

LT FOODS

NURTURING GOODNESS
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A Legacy Spanning More than 7 Decades & LTFooDs

Lrroops Iy i @ § B Y o~ @5 ol TL

1950-1970s: Foundation 1970-1990s: First Rice Mill and Venture 1990-2010s: Global Expansion 2010s and Beyond: Fuelling the next-
into Consumer Business level Growth with Strategic Alliances
Founded by Arora Family, started Set up the first rice mill in Bhikhiwind, a ‘LT Overseas Limited’ was formed  10yrs’ CAGR ~ Revenue @12% & PAT @25%
business as a rice trading company small village near Amritsar, Punjab o
Converted ‘LT Overseas Limited' into a Acquired ‘Gold Seal Indus Valley’ and
Traded in basic staples like rice and Public Limited Company Rozana’ from HUL
wheat
Ventured into B2B organic ingredient Acquired the brand ‘817 Elephant’
Launched the Basmati brand - business .
DAAWAT® Forayed into RTE and RTC segment

Presence in 35+ countries ] )
JV with Japan’s Kameda Seika to

Acquired the leading rice brand manufacture, market and distribute ‘Kari
‘Royal’ in the U.S. Kariin India
LT Overseas Limited was renamed LT Acquired a 30% stake in Leev

Foods Limited ) ]
Acquired a 51% stake in Golden Star

Trading Inc., a jasmine rice company

SALIC, a Saudi Arabian Sovereign Fund,
joined as Strategic Partner

Presence in 80+ countries
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LT Foods at a Glance

70+ years of
Industry experience

(from a small trading
company to a global FMCG)

Innovation

New Launches
Keeping in pace with
changing consumer

preferences

DAAWAT® (+30% MS);
Royal (+50% MS);
Elephant 817, Golden
Star, Devaaya, Ecolife

State-of-the-art
manufacturing facilities;

Digital
Procurement
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Sustainable
Growth

FY24 Revenue: INR 7,822 crs

[17% CAGR in 4years]

FY24 Profit: INR 597 crs
[32% CAGR in 4years]

Market
Capitalization

INR 14,500+ crores
(as on 31 Dec24)

o~
2 LIRS

Global
Footprint

Presence in 80+
countries

(well-entrenched
distribution network)

Sustainability

Initiatives

+10,000 farmers

trained with the
support of ICAR-NCIPM
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9M FY25 Financial Highlights (1/3)

J Revenue* L J Gross Profit L ) EBITDA L
7%

ofo
AN y /
777

ﬁ =
9MFY24 9MFY25

9MFY24 9MFY25 9MFY24 9MFY25
« accelerated brand investments; « improvement of +145bps * EBITDA up by 7%;
« Growth across Segments and geographies (from 32.4% to 33.8%) due * % to revenue impaCtEd from 12.7%
to decrease in input cost to 11.9%, mainly on account of
increased freight charges
J EBIT L J PBT ' ) PAT '

A% 4%
1%

9MFY24 9MFY25

*Revenue includes Revenue from Operations and Other Income

9MFY24 9MFY25 9MFY24 9MFY25
6

Figures in ¥ crores unless specified
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9M FY25 Financial Highlights (2/3) & LTroops

Higher inventory days on account of strategic paddy
procurement, as greater demand is anticipated in key h Inventory Days 248 268
markets like the US and India;
Trade Payable Days 53 73
Trade Receivable Days 30 32
Working Capital Days 225 227
Return on Capital Employed % 20.3% 19.5%
Return on Equity % 18.7% 16.9%
Interest Coverage (times) 10.4 10.4
Debt / EBITDA 13 1.2

Figures in ¥ crores unless specified
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9M FY25 Financial Highlights (3/3) & LTrooDs

SEGMENTS BASMATI & OTHER ORGANIC FOOD AND

SPECIALITY RICE INGREDIENT

Revenue Share % 87% 11% 2%

Revenue (INR in Crs) 5,646 701 143

Revenue Growth % 129% 369%** morma”fé;‘;/":;th 020%
Volume Growth % 14% - -

Gross Margin % 32.3% 43.1% 39.9%

EBITDA Margin % 12.3% 11.8% (6.9%)

*supported by strong demand in the US, Europe & Middle East;

** growth driven by expanded distribution in Europe and the US;

***Discontinuation of ‘Daawat Sehat’ impacted sales growth, direct sales from JV included;
Figures in ¥ crores unless specified
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Q3 FY25 Financial Highlights (1/2)
£ 2

Revenue*

a

1%

Q3FY25

Q3FY24

» accelerated brand investments;

+ Growth across segments and geographies

J EBIT
3%
——————
Q3FY24 Q3FY25

Figures in ¥ crores unless specified
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NURTURING GOODNESS
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Gross Profit L J EBITDA L
ofo
22 7%
775 —
247
Q3FY24 Q3FY25 Q3FY24 Q3FY25

+ marginal impact of -110bps
(12.6% to 11.5%) on account
of increased freight charges

« improvement of +125bps
(from 32.6% to 33.9%) due
to decrease in input cost

PBT L J PAT L
1% -4.7%
—— —_—

Q3FY25

Q3FY24
» Marginal decline due to lower profits from JVs & Associates

Q3FY24 Q3FY25

*Revenue includes Revenue from Operations and Other Income
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Q3 FY25 Financial Highlights (2/2) & LTrooDs

SEGMENTS BASMATI & OTHER ORGANIC FOOD AND

SPECIALITY RICE INGREDIENT

Revenue Share % 87% 10% 2%

Revenue (INR in Crs) 1,998 240 43

Revenue Growth % 17%* 279%** morma”;lg‘;/"rt’;h 012%
Volume Growth % 15%

Gross Margin % 32.4% 42.6% 41.1%

EBITDA Margin % 11.7% 11.8% (9.8%)

*supported by strong demand in the US, Europe & Middle East;

** growth driven by expanded distribution in Europe and the US;

***Discontinuation of ‘Daawat Sehat’ impacted sales growth, direct sales from JV included;
Figures in ¥ crores unless specified
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BASMATI & OTHER
SPECIALITY RICE

Highlights




Expanding Horizons, Maintaining Market Leadership

Geographies (9V)

Revenue Mix %

Revenue Growth % (YoY)

Figures in ¥ crores unless specified

34%

8%

Town reach expanded
by 200+ during the
period;

Leadership in majority
of e-commerce
platforms;

DAAWAT

The FINEST
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North America
39%

17%

‘Royal' commands a
55% market share;

Golden Star has
become #1 Jasmine
rice brand in North
America;

‘817 Elephant’
continues to be the
market leader in
Canada

# ROYAL

Europe + UK

15%

Growth focused on key
accounts/ brands;

Focus on expanding
market distribution;

DAAWAT

The FINEST

~
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NURTURING GOODNESS

RoW

12%

16%

Growth driven by
higher sales in the
Middle East and Far
East markets

RLAZEY Devaaya:

The FINEST

ST

= 4y
HA

DEEL —
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NURTURING GOODNESS

Good for the People. Good for the Planet.

Live the ecolife”
ORGANIC FOODS

AND INGREDIENTS
Highlights
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Revamped Organic Foods strategy: Risk Diversification & LTFooDs

NURTURING GOODNESS

QRising global demand for health-conscious
and sustainable products;

O Expanding global sourcing capabilities to
ensure supply stability;

REVENUE UGANDA EXPANSION

O Increasing operational capabilities in EXPANSION « Manufacturing
Europe and the US to enhance availability; F + Introduction of facility to mitigate

= newer products; potential impact

O Expected CAGR of 10%-12%, targeting INR ’ « Exploring newer from levy of anti-

1,000 crs+ of annual revenue by FY26 markets; dumping duty on
+ New customers’ soymeal.
acquisition
9M YoY Revenue Growth driven by:
o Expanded market reach in the US and Europe;
o Increased sales across product segments - rice, SOURCING EXPANSION

grains, soya etc. * Imports products from Turkey,
Egypt, Uganda, South America,
Cambodia, Thailand.

Stake Acquisition: LT Foods completed the acquisition of
balance stake in NBFL (17.5%) on 315t December 2024.
NBFL is now a 100% WoS of LT Foods.

Figures in ¥ crores unless specified
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NURTURING GOODNESS
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NURTURING GOODNESS

Growth set to be accelerated further with a strong business operating model, further strengthened by focused
efforts on foundational products, positioning/ placement and agile supply chain.

Deeper . Expanded presence in — - Expected CAGR of 33-35% in
i . emerging channels . == | the next 5 years

@ o e

DAAWAT

S

+148% growth +26% growth +60% growth DAAWAT® Sehat
in Biryani Kits in RTH in Kari Kari* now discontinued

O Streamlining product portfolio to focus on high-demand and high-margin products;

O Targeting break-even at a revenue base of INR 400crs by FY27;

— O Focused on optimal utilization of production capacity
DAAWAT® Biryani Kits now available on the
shelves of Loblaws ~ food and pharmacy
leader in Canada with 2,400+ stores

*includes direct sales from joint venture (Kameda LT Foods)

LT FOODS INVESTOR PRESENTATION | 9M & Q3 FY25 16
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INITIATIVES
9M & Q3 FY2025




Culinary Celebrations: DAAWAT® World Biryani Day & LTFooDs

DAAWAT
The FINEST

Highlights from India, UK,
Middle East and Australia

aite ke saath hy

wnar chance (o ook wit o WAT
lagtt hai L I:rl_l \n]IEr:'\‘IL:TT :h_hl Ir‘t. n:m‘
" L_\-:?‘ - ‘ ] ] Fai |
.: ﬁ 4
) i B FEST [
bl . World |
Biryam v
“ . Day &= . .
Brands align with Innovative Tech-Al Electrifying music Star Power Community
DAAWAT® enabled campaign concert building

LT FOODS INVESTOR PRESENTATION | 9M & Q3 FY25 18



New Product Launch (India) - Jasmine Thai Rice & LTFooDs

With evolving taste preferences, LT Foods’ Jasmine Thai Rice is perfectly positioned to capture the growing demand
for premium ingredients, catering to India’s rising appetite for international flavours and culinary experiences!

Z

Thai Basmind Lo

Jasmine Why Choose oW |2 A °
Thai Rice Daawat Jasmine Thai Rice? T
Naturally
Fragrant
Product of Gluten-Free

c1¥@PeaL s
~GOURMET -

Thai Hom Mali Thai Hom Malli

Non-GMO
certified

% SEM T

Campaign with 25 Influencers
generating +12 million views;

LT FOODS INVESTOR PRESENTATION | 9M & Q3 FY25 19



Solidifying Our India Presence

Launch of 1kg Regional Rice varieties across all the channels

w\.-\wu

Why Daawat Lachkari
Wada Kolam rice? Why Daawat

Sona Masoori rice ?

1M Easy 1o
Autheniic Mgest

Aromatic &
Sweel laste

Premium
Holam 1005
Variery Authentic

LT FOODS INVESTOR PRESENTATION | 9M & Q3 FY25

Why select
Daawat Gobindo Bhog Rice
G

o~
&2 LIRS

IH';@
21st Annual Chef Awards L«.@’-
11th Knowledge Summit =

(@ 17 0cr. 2024 | () The Ashok, Now el

St Tt

doivalioa Seon

f € iND indtancutinarytorum

R INDIAN
RESTAURANT

CONGRESS & AWAPDS “7[]24

13" National Convention on Foo

R RESTAII.E.ANT FRANCHISE INDWA

by INDIA

20



Celebrating the Spirit of India with Festive Campaigns & LTFooDs

Durga Puja: 15t of its kind Navratri: 360 campaign ~ On-
RICE INSTALLATION of Royal® Diwali Campaign Ground, On Air coverage, In-
Goddess Durga in Kolkata show integration & Radio

influencers &
Partnerubips

Celebration
wventiais Mo,
Ariivithes,
Decorations

Ditwali Traditlons:
PGC & Belind
he seency

Reeipes (o lappley Civiitesty ba
& ahare ngage & balld

memnralie menis Fallawership

Corertings 1o
ngage and
eelebrane

Royal® Diwali campaign: High visibility campaign across media touchpoints drove visibility

& engagement with our core audience

Linear/OTT Medis
nd

Fadini
Choef Vi Wb §F - Vilra Erursirmend
PR R T U P 1 7hi Folionsars
Chiwless K.7R~ L hpwatiom, 7 15K g, 37 Vides Ve
Claka '_.‘-_'“ 1 Lamapominm
TR “CIR

On-ground sctivations

Trwprwsitoni 138 Ma
[
L Pl o
Beach: ik
N i drs saemples
0 ditribui: 30K+

g
Inipresemt s Dl iy
Ot 18K

LT FOODS INVESTOR PRESENTATION | 9M & Q3 FY25 21



Aligning our Star Brands with the Real-life Stars & LTFO9Ds

Digital Campaign featuring 3 Michelin Star Chefs: : Campaign ~ Pushpa 2
Gaggan Anand, Himanshu Saini and Atul Kochhar
~ (+3.2cr impressions and +4.5mn views) |

DAAMWAT I

r .
Y1

DAAWAT

|
Gourmet Journey: Daawat by Chef  : Gourmet Journey: Daawat by Chef .
Gaggan Anand - Episode 1 Himanshu Saini - Episode 2 |

Contest Alert

a1 Fierv r"p‘!ﬂr'._i:"uu.g-

» Byte from Star Cast

* On-pack usage

+ Outdoor / In-cinema integration
* Meet & Greet

+ Contest

Gourmet Journey: Daawat by Chef : I
Atul Kochhar - Episode 3

LT FOODS INVESTOR PRESENTATION | 9M & Q3 FY25 22



Brand Refresh and New Launches under ‘Royal’ in US & LTFO9Ds

Relaunch of the Royal® website aligned to the new brand identity: Nov'24 Brand Refresh
ips: anthent croval comy Royal® Sib, RTH Range

4 ROYAL

New product launches and brand refresh

New Innovation Launch

Royal® Biryani Kits, 2Ib Organic, RTH Lemon Garlic & Herb,
RTH Brown Basmati & Quinoa

+ Lok & Feel to highbight *Authentiity'

= Candind revamg wilh wew pach sheiy & food
sty

* Dutegration of ‘Buy Now® i drfve cony ersion

+ Scaled up recipes 16 drive msplration

# g our sistalnahliy ©

* Mo, of menthly wers: I90K

# ROYAL

4
ROYAL

o/

o

%
== ROYAL
L s
Biryani Kit
Innovation & Renovation Brand Refresh (SRP + Pack Redesign) \ ; A Ty

Rollout of Royal® Biryani Kits Relaunch of Royal® Atta Royal® 2Ib White & Brown

Miake Restaurant Style Now Available a1 Cosico sipr Homes Thste
Biryani at Home haers: bl 2

- ourecipes: ("
REALSIMPLE '@
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Focused Marketing Initiatives Across Key Geographies & LTFO9Ds

3.1Mn VIEWS THROUGH PAID MEDIA IN Q3 [E=lis=

[ SUSTAIN FAMUARITY LEVEL WITH BRAND POSITIONING ]

Launch of the new Royal®
The tale of the bowl

Linear Media Performance

Social Media Performance

: 5
\J 2y : ; i [[Uretein | oy | Y i i g it T Live 1y
oW g ] e ey (s e = =

YouTube Performance TN TR R R 300+
Engagements

N\ AT 12.2Mn VIEWS THROUGH PAID MEDIA IN Q3

M

3 Website
\ Impressions

s e ER L . =F
Conversions v ¥ 3.2%

I CONTINUE BUILING BRAND FOSITIONING AWARENESS I

Engagement

50%
video
completion
rate

[ Reash | | WTR CVR
et | pvequemey | ™™ e sy et (Comptetus v o
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Bringing DAAWAT® closer to its consumers in the UK and Saudi Arabia &) LTFOOoDs

NURTURING GOODNESS

We are set to further increase the presence of our power brands, led by
DAAWAT®, in the UK and Saudi Arabian markets, catering to growing
demand for authentic and premium rice varieties:

United Kingdom:

*  Rice production capacity of 60,000 tonnes per annum;

+  Targeted revenue £100 million in the next 5 years;

+  Partnered with 4 leading retailers in the UK with focused plans to scale up;

Saudi Arabia:
+ Investmentover 5 years estimated at SAR 185 million;
»  Expected revenue of SAR 435 million during the same period;

~ Incremental revenue of INR 23crs generated in Saudi Arabia during the
current period.

LT Foods enters Saudi Arabia to tap $2 billion rice & rice-
based food market

LT Foods, a global Fast-Moving Consumer Goods (FMCG) Company in the consumer
food space, has announced its official entry into Saudi Arabia.

LT FOODS

¥ nuRTURING GODDNESS

|LTFO0DS

HBLS

(o Talace
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STRATEGY &
OUTLOOK
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Continuing on the high-growth global FMCG business &5 LTFOODs

NURTURING GOODNESS

MARGIN EXPANSION

+ Building Economies of Scale

GROWTH
+ Further solidifying the CORE business

+ Adding efficiencies across the value chain

+ Driving premiumisation
» Widening distribution channel

+ Expanding product portfolio and entering newer
geographies

BEING RESPONSIBLE @ @
« Embedding ESG in the culture of the 2

organisation

+ Explore inorganic opportunities

CAPABILITY BUILDING

 Digital Transformation

» Focus on building People skills and talent pool

LT FOODS INVESTOR PRESENTATION | 9M & Q3 FY25 27



Laying A Clear Path in Place for Future Growth & LTFooDs

Compelling growth opportunities across geographies, expected
to achieve EBITDA of +14% in the next 4 years

Expanding Product Portfolio and Deepening Distribution and
Product Premiumisation Identified entering Newer Geographies

+ Focusing on high margin new and premium Levers for * Robust distributign network to drive consumer
products; . reach & penetration, and to further strengthen
Margln our franchise;
Exploring multiple adjacent categories for :
expansion ~ right to win to expand share of ExpanSIOI'I Strategic restructuring based on the ‘Theory of

consumer’s wallet; Constraints’ is geared towards achieving
sustainable growth

Revenue Mix % S P O PSSO B,
10%

' Strong focus on Modern Trade

- 1,400+ . and E-Commerce partners
Distributors L .
amazon Walmart - < blinkit
o 1,500+ towns —
Jnoon DiMart
= 150,000+ outlets

- l!egncesm
LT FOODS INVESTOR PRESENTATION | 9M & Q3 FY25 28
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87% 80%
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m Basamti & Other Specialty Rice

m Organic Foods & Ingredients

B RTH/RTC



Opportunity Landscape for our Core Business

Market Share %

Basmati Rice Market (est.) (INR in crs.)

Expected Industry CAGR

Categorical Growth

» overall growth in Basmati
rice and speciality rice
categories;

Factors

Driving
Growth

+ Consumers’ movement
from lower to higher price
points in India;

LT FOODS INVESTOR PRESENTATION | 9M & Q3 FY25

+ South Asian population

North America

55%
+30% (Royal® brand)
24,000+ 6,000+
7-9% 10-12%

Immigration

migrating to western
countries

Preferences

+ Growth of Ethnic cuisine
and increasing popularity
of biryani, globally

Europe (+UK)

+20%

6,000+

4-6%

0 3

~
<2 LT FOODS

NURTURING GOODNESS

Middle East

9.8%

(in premium segment)
30,000+

3-4%

Indian FMCG market is estimated at
~$105bns, with an expected growth
CAGR of 11%, driven by:

* increased per capita
consumption;

* increased household penetration
(fueled by improving retail reach)

29



Further strengthening brand recall for increased market share &3 LTFOODS

NURTURING GOODNESS

Consumer Engagement For Trials

Strengthening Brand Equity

 Improve market share in India » Increase revenue mix of NPD from 2% (currently) to 10%
» Extend into adjacencies
» Increase consumer acquisition * Further strengthen consumer reach and penetration

Tapping Emergent and Big Opportunities

Conversational Contextual Conventional Super Foods Regional Specialities Global Specialities

Digitally-enabled Distribution Across Verticals

Portfolio Expansion & NPDs

Mass Media + Digital Presence + Activations War Room Resolving ) .
‘Plan Central - Bottlenecks Virtual Calling
1 ; o . at points-of-sale to reduce costs
Food EXDI’.ESSIOI”IS Festive Packs Consumer Activations Enable Local p f
& Recipes - Promotions - o .

Auto Credit financing
Replenishment to distributors
for efficient-serving cost optimisation

General MT & e-

LT FOODS INVESTOR PRESENTATION | 9M & Q3 FY25 30




Innovation: Building a focused Product Portfolio & LTFooDs

Simple

4
& (@t | X
@ik = OB
Breakfast Lunch & Dinner Anytime Snack Weekenfis / On-the-Go
4 Celebrations
, @ RTE / RTC Cuppa Rice: jJust Basmati Rice Rice snacks and
A W IET add hot water crackers
Singles . . .

Al L Organic pulses,
§ & % Poha, Basmati Rice oil, spices, sugar
< Organic
g .
b Dalivaa su::::' :t:I'ar Rice snacks and Biryani Kit Cuppa Rice: Just
S yaa, pices, sug crackers add hot water
2 Nuclear
o Family A =F
o Sooji / Rawa Basmati Rice

Organic

. o o . pulses, oil,
M spices, sugar
Biryani Kit
Family

v
@ Low
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Investing in Capabilities: Digital Transformation & LTFO9Ds

Build a ‘Smart & Intelligent Enterprise’ which can drive 1.5X ~2X BUSINESS VALUE

- Enhance Stakeholder Experience

. Create More Value For The Enable Revenue Growth

Customer

O
=N
—

Leadership - Optimize & Rationalize Cost

N

- Enhance Productivity Improved EBITDA

- Bring More Transparency

L)

Key
Objectives

*® @

Technology .
. Reduce Risks

v

Strong Controls

- Enable Compliances

- More Controls & Agility

- Enhance Safety /j‘é'é Enable Sustainability
- Enable Fast Decision Making

+ Enable ESG Q Stronger Financial

- Strong Brand Value Position

. Better Market Position
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Capital Allocation Plan & LTrooDs

Our objectives are to plough back earnings to support sustained growth and,
appropriately reward shareholders through dividends

2

Dividend / Buyback

« Utilizing free cash flow generated for the growth across business  « Striving to maintain a steady stream of rewards’

segments (including new growth engines launched under the distribution to the Company’s shareholders;

health / convenience foods’ platform); « Effective 2020-21, in the medium term, the Pay-out ratio is
+ Strengthening the brands’ presence, further widening envisaged to be in the range of 10%-20% of the

distribution network and, increasing brand penetration across all consolidated profits.

consumer segments throughout different geographies;

+ Continue investing in automation/ upgradation of business
operations and supply chain network, keeping in pace with
increasing consumer base;

+ Investments for organic / inorganic opportunities, in-line with the
targeted returns on capital employed.

LT FOODS INVESTOR PRESENTATION | 9M & Q3 FY25 33



Our Inorganic journey so far

817 Elephagr(lt (Canada) 51% stake to strengthen

share in the branded

Indus Valley / Rozana -
Jasmine rice market.

(HUL - Middle East)
I

oo

Penetra:tion in
the markets of
the USA

(Netherlands): 30% stake
in the organic speciality
foods; capitalize the
existing distribution
strength, and further
strengthen EU presence

LT FOODS INVESTOR PRESENTATION | 9M & Q3 FY25

LT FOODS

NURTURING GOODNESS

JA
w7/

. ‘Golden Star’ is now the #1 Jasmine :
i rice brand in the US i

Acquisition Attributes

+ Strengthen presence in existing
and newer geographies;

+ Further solidify presencein
newer segments in existing
geographies;

» Leverage distribution network of

the target entity to supply
existing products;
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Our Financial Highlights so far
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2.8% 2.4%
[2,780] [ 2,980] ‘ [ 3,915]

FY15

2,780
25.3%
2.8%
13.3%
16.7%

14.7%

13.4%

FY16
2,980
29.4%
2.4%
14.7%
13.4%
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FY17
3,322
27.6%
3.9%
16.0%
19.8%

FY18
3,650
26.8%

4.0%
14.7%
14.8%

FY19

3,915
24.9%
3.5%
12.2%
10.3%

__— 33.7%

3%

28.8%

5,451
33.7%
5.7%
15.8%
15.3%

— 34.4%

6,979
34.4%
6.1%
18.0%
17.1%

32.5%

22.0%
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7/
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CAGR
+12%

+15%

+25%

LT FOODS

NURTURING GOODNESS

Total Revenue (INR in Crs)
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Our Value Creation journey so far & LTFO9Ds

Market Cap (FY19): CAGR ~ +60% Market Cap (highest):
INR 1,250crs INR +14,500crs

31 Dec’24
» Share Price: INR 419
» Branded Rev: 76%
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Shareholding Information & LTroops

Mutual Funds:
4.82%

Shareholder Information

as on December 31, 2024

BSE Ticker 532783
NSE Symbol LTFOODS
/\ Market Capitalisation (¥ Crs)* 14,559
Promoters: Free - Float share % 40.0%
51.02%
Free Float Market Cap (¥Crs) 5,823
Shares Outstanding (# in Crs) 34.7
Industry Consumer Foods

Promoter Shares are Unencumbered

* Share price as on 315t December'24 (Closing Price: INR 419.25)
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~
SAFE HARBOUR & LTro9Ds

This presentation and the accompanying slides (the ‘Presentation’), which have been prepared by LT Foods Limited

(the “Company”), have been prepared solely for information purposes and do not constitute any offer, recommendation

or invitation to purchase or subscribe for any securities and shall not form the basis or be relied on in connection with any contractor binding commitment whatsoever. No
offering of securities of the Company will be made except by means of a statutory offering document containing detailed information about the Company.

This Presentation has been prepared by the Company based on information and data which the Company
considers reliable, but the Company makes no representation or warranty, express or implied, whatsoever,
and no reliance shall be placed on, the truth, accuracy, completeness, fairness and reasonableness of the
contents of this Presentation. This Presentation may not be all inclusive and may not contain all of the
information that you may consider material. Any liability in respect of the contents of, or any omission from,
this Presentation is expressly excluded.

This presentation contains certain forward-looking statements concerning the Company’s
future business prospects and business profitability, which are subject to a number of risks and
uncertainties and the actual results could materially differ from those in such forward-looking
statements. The risks and uncertainties relating to these statements include, but are not limited
to, risks and uncertainties regarding fluctuations in earnings, our ability to manage growth,
competition (both domestic and international), economic growth in India and abroad,
Ability to attract and retain highly skilled professionals, time and cost over runs on
contracts, our ability to manage our international operations, government policies
and actions regulations, interest and other fiscal costs generally prevailing in the
economy. The Company does not undertake to make any announcement in case
any of these forward-looking statements become materially incorrect in future

or update any forward-looking statements made from time to time by or on behalf
of the Company.
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LET'S BUILD RESILIENCE.
LET'S GROW SUSTAINABLY.

~~
2 LT FOODS

NURTURING GOODNESS

Ms. Monika Chawla Jaggia

(Chief Corporate Development Officer)

E-mail: monika.Jaggia@ltgroup.in
Phone: +91 124-3055101
Website: Itgroup.in

LT FOODS LTD.

(CIN: L74899DL1990PLC041790)

Registered Office Address:
Unit-134, 1st Floor, Rectangle-1, Saket District Centre,
Saket, New Delhi-110017

Corporate Office Address:
4th Floor, MVLI Park,
Sector - 15 Gurugram - 122001

LinkedIn  https://www.linkedin.com/company/It-foods/
Facebook https://www.facebook.com/LTFoodsOfficial
Twitter https://twitter.com/Itfoods

Instagram https://www.instagram.com/Itfoods_official/
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