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This presentation may contain statements which reflect Management’s current views and estimates and could be construed as forward 
looking statements. You are cautioned not to place undue reliance on these forward-looking statements, which holds only as of the date. 
The future involves uncertainties and risks that could cause actual results to differ materially from the current views being expressed. 
Potential uncertainties and risks include factors such as general economic conditions, commodities and currency fluctuations, competitive 
product and pricing pressures, industrial relations and regulatory developments. 

Volume and Mix and Organic Growth (OG) are basis Nestlé Internal Reporting Standards.

Figures are regrouped / reclassified to make them comparable.

Calculations are based on non-rounded figures.

‘Analytical data’ are best estimates to facilitate understanding of business and NOT meant to reconcile reported figures. 

Answers to Questions may be given basis generally available information.

Disclaimers



Agenda

15.35 – 16.20: Staying consistent through 
different storms by Suresh Narayanan

16.20 – 16.50: Robust business based on 
strong fundamentals by David McDaniel

16.50 – 17.20: Future of Food by Nikhil 
Chand

17.20 – 18.15: Q&A



Staying 
consistent 
through different 
storms 

Suresh Narayanan

Source – Bing Images



Key Takeaways 
From Last Time

Strong Value 
Creation 
Model

Brands Built 
on Robust 

I&R

In sync with 
the 

Consumer

Harnessing 
the 

Consumer 
opportunity 
in clusters

Being future 
ready with 

appropriate 
capacity 
creation

Integrated 
with Society 

to build a 
healthier 
tomorrow

Attracting 
and 

retaining 
the very 

best talent



Key 
Themes



From the Themes  -> Our Focus Areas for Today 

Robust 
Business

Brands 
Evolving in 

the New 
Normal

Our People 
and Actions 
That Matter

Serving 
Society



“Unlocking the power of 
food to enhance quality 

of life for everyone, 
today and for 

generations to come”

Our Purpose 



Robust 
Business



1912

Began 
trading as 
The Nestlé 

Anglo-Swiss 
Condensed 

Milk 
Company 
(Export) 
Limited

1959

Incorporated
as Food 

Specialities 
Limited 

1961

First 
production 
facility at 

Moga

1969

Listed on 
Bombay 

stock 
Exchange

1990

Incorporated 
as Nestlé 

India Limited

2012

100 years of  
Nestlé in 

India

2020 

Going 
strong for 
108 years

A Long Association with India



Largest listed pure-play F&B company in India

Providing Safe, 
Quality Nutrition 
for 108 Years in 

India

~7,600 Employees 
approximately

160,000+ Indian 
Shareholders 

Iconic Brands like 
MAGGI, NESCAFÉ, 

KITKAT and 
EVERYDAY

Over INR 122 Billion 
- 2019 Turnover

INR 35.8 Billion -
Contribution to 

exchequer in 2019

Over INR 98 Billion -
Nine Months 2020 

Turnover



10 Years of Sustainable Volume & Mix Led Growth

Volume & Mix

*Volume and Mix Growth as per Internal reporting standards

# 2015 impacted by MAGGI Issue



Consequently 10 Years of Sustainable Value Growth

Domestic Sales

Growth

* Reported growth rates in 2017 & 2018 are adversely impacted due to lower reported sales by the 
change in structure of indirect taxes and reduction in realisations to pass on the GST benefits  

# 2015 impacted by MAGGI Issue



*As on 4th Nov 2020
INR Billion is INR 100 crore.                                            
Source: Bombay Stock Exchange. 

Market Capitalization

INR
1,639 Bn

INR
50 Bn

2001 2020*

Total Shareholders Return
3,279%

20.3%
Annualized Return

14

Leading to….Creating Significant Value For Investors

USD 22.0 Bn
(1 USD= INR 74.6)

USD 1.1 Bn
(1 USD= INR 47.2)



Leadership Built on Trust

Category Brand Nestlé India Position

Infant Cereals

Infant Formula

Tea Creamer

Instant Noodles

Ketchups & 
Sauces

Instant Pasta

White & Wafers

Instant Coffee

1

1

1

1

1

1

1

2

Nielsen, Data YTD June 2020



Moga (1961)

Pantnagar (2006)Ponda (1995) Bicholim (1997) Tahliwal (2012)

Samalkha (1992)Choladi (1967) Nanjangud (1989)

Instant Tea largely for exports

Manufacturing 
Citadels 

99% of what we sell is ‘Made in India’ 



Our ‘Faith in India’ Translates to ‘Make in India’

Construction of 9th Factory in Sanand, Gujarat ongoing

INR 26 Billion to be 
invested over next three 

to four years



Navigating the Storm During Pandemic

Local Committee 
(at each Factory and Sales branch)

Market Committee

Ensure 
employee 
health & 
wellness

Create 
standard 
operating 

procedures

Ensures 
business 

continuity

Monitor safety 
compliances

Monitor 
regional 
level risk

Assist our 
people for 
any health 
care need.

Engage 
regional 

level 
contacts

Take 
informed 

decisions on 
footfall in 

factories etc.



Simplifying the Supply Chain

Actions Taken

Reducing 
manufacturing 
complexities

Helping 
vendors to 

focus on key 
materials

Prioritizing key 
pack sizes 

across 
products

Leverage 
different 
transport 

networks like 
waterways 

and rail.

Results

Maximizing revenue

Ensuring robust 
growth

Consumers accessing 
key products



Addressing our Underlying Demand

Source : Internal

100
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Redistribution Turnover, Baseline Feb 2020 @ 100  



Accelerating our Access to Markets

Source : Internal

100

89

52

76

94 95
98

100

100

91

61

82

96 96

100 101

Feb Mar Apr May Jun Jul Aug Sep

Town Class 1 Town Class 2
Population100k to 1 Million Population 50k to 100k

Baseline Feb 2020 @ 100 



Accelerating our Access to Markets

Source : Internal

100

93

61

88

99 98
101

103

100

93

62

86

98 99

105 105

Feb Mar Apr May Jun Jul Aug Sep

Town Class 3 Town Class 4
Population 10k to 20kPopulation 20k to 50k

Baseline Feb 2020 @ 100 



Urban & Rural – Opportunities for Growth

Source : Internal

9.8%

11.6%
11.2%

10.3%

13.9%

0.7%

5.9%

10.0%

11.5%
11.1%

10.0%

10.8%

1.7%

12.1%

Q1 2019 Q2 2019 Q3 2019 Q4 2019 Q1 2020 Q2 2020 Q3 2020

All India - Urban All India - Rural









Enhancing Merchandizing Across Chain Pharmacies



2016
2017

2018
2019

YTD SEP 2020

Contribution

0.6

0.9

1.3

1.9

3.4 

Growing Contribution Of E- Commerce To 
Domestic Sales

2016 2017 2018 2019 YTD SEP 2020

Seeking Greater Opportunities in E-Commerce

YTD SEP 2020
E-Commerce grew 

by 103%

Source IANS via Unicommerce





Brands Evolving in the New Normal



Seeking relevant, 
trusted nutrition, 

health and 
wellness 
solutions

Cooking and 
creating with 
convenience, 

value and 
variety

Inspiring India’s 
youth with an 

optimistic 
perspective 

Innovate to 
address new 
consumption 
opportunities

Partnering with 
parents to 

engage, inform 
and inspire 

families

And ‘Nested’ in 5 Pillars



Seeking relevant, trusted nutrition, health and wellness solutions

Impactful presence on e-commerceSustained presence through Search and Display 



Need trusted nutrition, health and wellness solutions – Ask Nestlé 

Week 4

Week 12

Week 30

Growing consumer acceptance with increasing visits

Week 4

Week 12

Week 30

Hindi version 
launched in 
Oct already 
0.3 million 

visits

0.3

3.4

7.6

0 1 2 3 4 5 6 7 8

2019 April

2020 March

2020 October

asknestle.in Monthly Website Visits (in Million)



Cooking and creating with convenience, value and variety

More than 80 million brand views
Recipe solutions adding magic

to everyday cooking



Inspiring India’s youth with an optimistic perspective

Recognizing the youth of India
and their resilience

Celebrating simple moments
by taking short breaks

Encouraging a spirit of
purposiveness and resilience



Innovate to address new consumption opportunities

Nescafé Gold – Premium in Home Coffee

World class exotic coffee recipes made with Nescafé Gold 



Innovate to address new consumption opportunities

Breakfast Innovations

NESPLUS



Innovate to address new consumption opportunities

Celebrating the culture and tradition of 
South India: E-commerce specific kits

Empower cheerful celebrations in-home 
at much loved festivals



Innovate to resonate with new opportunities in Out of Home

Launch of Contactless 
Vending Solutions

Delivery Friendly Innovations Enhancing Entrepreneurship



Partnering with parents to engage, inform and inspire families

Use of augmented reality
to amplify engagement and learning

Exercises curated by
Athletics Federation of India



Our People 
and  

Actions 
That Matter



NESTLÉ SURAKSHA

Medical coverage to our 
frontline sales force 

Insurance policy upto INR 
50,000 

6000+ individuals 

NESTLÉ SAMMAN

Reward operators in factories for 
working during lockdown period

Token of appreciation from the 
company 

3400 permanent employees & 4000 
contractual employee covered

FROM OUR EMPLOYEES

Our employees have 
contributed over INR 12 Mio.

Company topped up with an 
equal contribution 

Contributions went to the 
Indian Red Cross Society

Stepping Up To Pandemic Challenge



Virtual Volunteering

Impacting 150 
beneficiaries of the 

Healthy Kids Program

Wellness Days

20 Wellness Days for each 
employee to rest and 

recharge

Supporting Remote Working

Offering reimbursement on 
communication and workplace 

furniture for homes

From Our People, For Our People



Work From Home SERIES 
MARCH – SEP, 2020

Key Highlights: 

25+ webinars
Avg feedback 9/10



Mental Wellbeing

Equipping our HRBPs and 
Line managers Way forward

800+ Thank you Cards sent out

The Science Of Happiness

Coping with Uncertainties

Achieving Lifestyle Changes

Working From Home 
Getting The Balance Right

Mindfulness Strive to Focus on the Present

Guiding Children and Teens
Capability Building of Line 

Managers in a phased manner



Total Views : 

1000+

Viewer Feedback:

99% Rated Good/ Excellent

Coming Up Season 1, Episode 4!

I  C H O O S E  
H E A L T H



Talent Retention & Greater Diversity at the Core

YTD SEP 2020
3.4%

YTD SEP 2020
22.8%

YTD SEP 2020
52%



Serving Society



From the NEST, For the NATION

MAGGI Desh ke Liye 2 Minute Nesternship Entrepreneurship for YOUth

Supported all 
MSMEs 

associated 
with us

~ half from non 
tier 1 cities

~700 onboarded

~ 2/3rd female 
interns



Continued to procure every drop of milk from dairy farmers even during lockdown.

Uninterrupted timely payment to dairy farmers.

Social distancing and precautionary measures followed during milk collection.

Living Trust Every Day for 6 Decades 
Dairy Farming During Covid-19 



Implementation of 
Project Jagriti 
during Covid-19

~ 5 million 
beneficiaries 
overall

Beneficiaries 
reached in 2020: ~ 
400,000

NOT FREE FOR CIRCULATION/USE. CONTENTS MAY BE CONFIDENTIAL



Implementation of 
Healthy Kids Program 
during Covid-19

Over 400,000 
beneficiaries 
overall

Reached in 2020: 
Over 100,000 
beneficiaries



Touched over 

1.5 million 
people in 28 

states & 6 UTs

Reaching Out to the Less Privileged

Product contribution
Providing dry ration and 

meals

Providing 
healthcare 

equipment and PPE



Provided food and sanitation kits to waste warriors in Mussoorie, Nainital and 
Dalhousie. Conducted awareness sessions on best practices while handling waste. 



Partnered with Akshay Patra to provide meals for well over 1.5 million 
beneficiaries. 

Kitchen with a heart
“No one goes hungry”



Provided ration kits to 
support 2000 Dabbawallas 

in Mumbai



Reaching out 
to 

Communities

3.36 Million 
Packs worth ~ 

INR 162 
Million 

contributed



Accelerating our 
Sustainable Journey

Sustainable 
Packaging

Commitments on 
Water

Responsible Sourcing

Zero Net GHG 
Emissions



Our ambition is 
to achieve 100% 

recyclable or 
reusable 

packaging by 
2025

Pillar 1: Pioneering 
alternative materials

Pillar 2: Shaping a waste free 
future

Pillar 3: Drive new 
behaviour

Sustainable Packaging



Commitments on Water 
Four key areas

Over 348,000 beneficiaries

Over 100,000 dairy farmers 
and 3,500 coffee farmers Over 3,000 rice/sugarcane farmers

Reduce water use by 54% 
per tonne of production



Responsible Sourcing

Across 100,000 dairy farmers, 3500 coffee farmers, 1200 spice farmers

Installed 935 Solar Panels in our milk collection centres

Standardizing water usage for the irrigation in coffee fields has resulted 
in ~20% of the water being saved.



Sustainable Logistics– Less Carbon footprint, High Productivity

Accelerating Our Actions To Reach Zero Net GHG Emissions



EMPLOYER OF CHOICE 

NIELSEN Breakthrough 
Innovations

Best Governed Company 



Responsiveness to 
environment

Our Must Win Battles 2015

Double digit 
volume growth

FAST

FOCUSED

FLEXIBLE

Nimble 
Footed

Consumer 
engagement

Reward and 
Recognition

Execution 
brilliance

NHW leadership

100% compliance

Insight led 
Innovation

People fit for battle

Accelerating 
Investments

‘Make in India’ 
journey continues

Our Key Takeaways 2020

Strong value 
creation

People

Purpose

Partnerships

Unwavering 
core of our 

business
Responding to 
the consumer 

journey

Winning in 
key channels

Consistency in 
execution 

Serving Society, 
Sustainability in Operations

Continuing 
outstanding 
governance

Recalibrate 
I&R in new 

reality

Diversity and Talent 
Retention

Being consistent 
5 years on….



Macro Economic 
Indicators

Financial Highlights

Robust Business Built on Strong Fundamentals

David McDaniel



Market leadership in majority of the portfolio

Market momentum negative in Q2, improves in Q3

Robust Business Built on Strong Fundamentals

Nestlé India follows Calendar Year (Jan‐Dec). References to quarters and YTD to be read in this context



Value Creation

Market leadership in majority of the portfolio

Market momentum negative in Q2, improves in Q3

Broad based organic growth.  Out of home channel muted

NESCAFE, KITKAT, EVERYDAY, MAGGI Noodles & MASALA‐e‐MAGIC outperform

Robust Business Built on Strong Fundamentals

Nestlé India follows Calendar Year (Jan‐Dec). References to quarters and YTD to be read in this context



Value Creation

Market leadership in majority of the portfolio

Market momentum negative in Q2, improves in Q3

Broad based organic growth.  Out of home channel muted

NESCAFE, KITKAT, EVERYDAY, MAGGI Noodles & MASALA‐e‐MAGIC outperform

Operating margins enhanced ‐ prudent marketing spend and reduced 
expenses partly offset by headwinds on commodities

Strong dividend, high asset utilization and return on invested capital

Robust Business Built on Strong Fundamentals

Nestlé India follows Calendar Year (Jan‐Dec). References to quarters and YTD to be read in this context



Macro Economic Indicators

7.1 6.2 5.6 5.7 5.2 4.4 4.1 3.1

‐23.9
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GDP Growth Rate

Index of Industrial Production shows signs of recovery

Source: Reserve Bank of India

Source: Ministry of Statistics & Programme Implementation



4.0  4.6 
5.5 

7.4  7.6 
6.6  5.8 

7.2 
6.3  6.2  6.7  6.7  7.3 

Sept Oct Nov Dec Jan Feb Mar Apr May June July Aug Sept

Macro Economic Indicators

7.1 6.2 5.6 5.7 5.2 4.4 4.1 3.1

‐23.9

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2019 20202018-19 2019-20 2020-21

2.2 5.2

‐18.7

‐57.3

‐33.4

‐15.8
‐10.8 ‐8.0

Jan Feb Mar Apr May Jun Jul Aug

2020

GDP Growth Rate Consumer Price Index

Index of Industrial Production shows signs of recovery COVID‐19 cases accelerating in much of the World

Source: Reserve Bank of India Source: Ministry of Statistics & Programme Implementation

Source: Ministry of Statistics & Programme Implementation As at 3rd Nov 2020



Note: Infant Formula and Infant Cereal Segments included.  Water, Juices and Carbonated soft drinks excluded from above data. 

Channels excluded: E‐commerce, CSD, OOH, institutional sales to hospitals, hotels & Chain Pharmacies
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Nielsen used alternate methodology from Q2 2020 due to lockdown – purchase and remote data collection with reduced physical audits / visits

FMCG ‐ USD 61.4 Billion in 2019 (Nielsen) F&B ‐ USD 35.3 Billion in 2019 (Nielsen) Nestlé Categories ‐ USD 5.6 Billion in 2019 
(Nielsen)

Source: Nielsen

FMCG market bounces back strongly in Q3



Nestlé retains strong leadership in 85% of the portfolio

Instant 
Coffee

White & 
Wafers

Instant 
Pasta

Tea 
Creamer

Instant 
Noodles

Infant 
Formula

Condensed 
Milk

Infant 
Cereals

Ketchups 
and Sauces22

11

11

11 11

11

11

11
11

Market Position

Source: Nielsen YTD June 2020 / internal estimates



Total Sales Operating Profit Net Profit* EPS*

+7.7%
Growth

10.8% Growth
+60 bps

+6.9% Growth
‐10 bps

Comparable ‐80 bps

+6.9% Growth
+2.5% Comparable Growth

91.6 98.7 19.8 21.9

21.6  22.2 

 ‐

 5.0

 10.0

 15.0

 20.0

 5.0

 5.5

 6.0

 6.5

 7.0

 7.5

 8.0

 8.5

 9.0

 9.5

 10.0

 10.5

 11.0

 11.5

 12.0

 12.5

 13.0

 13.5

 14.0

 14.5

 15.0

 15.5

 16.0

 16.5

 17.0

 17.5

 18.0

 18.5

 19.0

 19.5

 20.0

 20.5

 21.0

 21.5

 22.0

 22.5

 23.0

 23.5

 24.0

 24.5

 25.0

15.0 16.0

16.3 /17.0 16.2 

 ‐

 5.0

 10.0

 15.0

 20.0

 2.0

 2.5

 3.0

 3.5

 4.0

 4.5

 5.0

 5.5

 6.0

 6.5

 7.0

 7.5

 8.0

 8.5

 9.0

 9.5

 10.0

 10.5

 11.0

 11.5

 12.0

 12.5

 13.0

 13.5

 14.0

 14.5

 15.0

 15.5

 16.0

 16.5

 17.0

 17.5

 18.0

 18.5

 19.0

 19.5

 20.0

 20.5

 21.0

 21.5

 22.0

 22.5

 23.0

 23.5

 24.0

 24.5

 25.0

 25.5

 26.0

 26.5

 27.0

155.1 165.9

Amount in INR billion unless otherwise stated

Jan‐Sept 19 Jan‐Sept 20% of Sales

Values in bars are in INR

Financial Highlights: YTD growth impacted by COVID, Operating Profit improved

a) Figures in maroon colour represents comparable numbers
b) Nestlé India follows Calendar Year (Jan‐Dec). References to quarters and YTD to be read in this context
*    Net profit and EPS favourably impacted by change in Marginal Tax Rate (MTR) from 34.9% to 25.2% and are not comparable



9.0 11.4 9.5 8.8 10.8
2.0

10.2

2019                                                        2020
Q1          Q2           Q3            Q4                           Q1            Q2           Q3

6.7 6.3 6.8 6.1 7.2 6.7 8.1

29.8 29.8 32.0 31.3 33.1 30.4 35.3

% YoY 
Growth

% of Net 
Sales

9.6

Sales Quarterly Evolution: Growth recovered in Q3 as production output 
normalized; Margins improved through scale and reduced expenses

Profit from 
Operations
(INR Billion)

Total Sales
(INR Billion)

7.7

22.5 21.0 21.2 19.5 21.7 22.0 22.9

21.0 22.2

Broad based growth

Growth back to double 
digit in Q3

Sustained performance
over the years



Sales: Domestic and Export both recovered well in Q3

87.0  93.8  4.7  4.9 

Jan‐Sept 19 Jan‐Sept 20

4.7%
7.9%

Domestic
Contribution: 95%

Exports
Contribution: 5%

Growth%

• Boosted by increased in‐home consumption
• Key brands ‐ NESCAFÉ CLASSIC, KITKAT, EVERYDAY and 
MASALA‐e‐MAGIC witnessed double digit growth

5.0%

2.9%

Volume & Mix

Pricing

• Nutrition exports grow well
• MAGGI brand expanded in new channels and markets

12.9% ‐9.3% 9.4%

Q1 Q2 Q3

Exports Sales Growth

10.7% 2.6% 10.2%

Q1 Q2 Q3

Domestic Sales Growth

Sales in INR Billion



Sales: E‐Commerce growing fast

6.9% 0.7%
9.8%

31.2%

‐0.6% ‐3.9%

89.6%

122.4%

97.5%

 Q1  Q2  Q3

General Trade Modern Trade E‐Commerce

Channel Sales Growth

Growth in

General Trade
85.5%

Modern Trade
11.1%

E‐Commerce
3.4%

Contribution to Domestic Sales

• E‐Commerce growth attributed to inflow of first time shoppers due to COVID induced lockdown
• Recovery in General Trade in Q3 as shoppers stay local



Sales: Broad based performance across all product groups

Contribution

Growth % 9.8%
Contribution

Data represents Jan‐Sept 2020



*Profit from Operations is ‘Profit before Tax’ after excluding Other Income, adding back (1) Finance Costs (including interest cost on employee benefit plans), (2) Net provision for contingencies (others) and 
(3) Corporate social responsibility expense.  Percentages are with reference to sales

Percentages are of sales

Movement in bps

Operating Profit    60 bps: Prudent A&SP spend & lower expenses partly offset by 
Commodity headwinds

Jan‐Sept 2019 Material Cost Advertisement & Sales
Promotion

Depreciation Others Jan‐Sept 2020

21.6% 22.2%

3020

INR 21.9 
Billion

INR 19.8 
Billion

110 120



100
101

105

110
109

107 107

Q1 19 Q2 19 Q3 19 Q4 19 Q1 20 Q2 20 Q3 20

Commodity Basket Price Index: YTD cost ahead of 2019 but some 
moderation in Q2 and Q3

15%

3%

‐1%
2%

Milks Wheat Coffee Sugar

Total Commodity Basket Price Movement of Key Commodities
Jan‐Sept 20 vs Jan‐Sept 19



100
95 94

100 99 98 98
104

94 98 97

97

100 99
104

113 113
109

112
117

121

112 112

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3

100
97 99

102 104
111

126

135 138

122
119

Current Price

Wheat

Milk
Green Coffee

Indexed with base Q1'18

Commodity Price Index

Milks 
44% Current Price

118

Wheat Flour
13%

2018 2019 2020

Current Price

111

Green Coffee
7%

118

100
90

102 102
98

103 104
107

104 103 105

Sugar

Current Price

105

Sugar
7%

2018 2019 2020



*Profit from Operations is ‘Profit before Tax’ after excluding Other Income, adding back (1) Finance Costs (including interest cost on employee benefit plans), (2) Net provision for contingencies (others) and 
(3) Corporate social responsibility expense.  Percentages are with reference to sales

Percentages are of sales

Movement in bps

Operating Profit    60 bps: Prudent A&SP spend & lower expenses partly offset by 
Commodity headwinds

Jan‐Sept 2019 Material Cost Advertisement & Sales
Promotion

Depreciation Others Jan‐Sept 2020

21.6% 22.2%

3020

INR 21.9 
Billion

INR 19.8 
Billion

110 120



5.7 5.0

Jan‐Sept 19 Jan‐Sept 20

6.2 5.0

INR Billion

Brand Campaigns

Advertisement & Sales Promotion: Prudent media spend

% of Sales

‐4.4%

‐42.4%

6.0%

Q1 Q2 Q3

Advertisement & Sales Promotion Growth



*Profit from Operations is ‘Profit before Tax’ after excluding Other Income, adding back (1) Finance Costs (including interest cost on employee benefit plans), (2) Net provision for contingencies (others) and 
(3) Corporate social responsibility expense.  Percentages are with reference to sales

Percentages are of sales

Movement in bps

Operating Profit    60 bps: Prudent A&SP spend & lower expenses partly offset by 
Commodity headwinds

Jan‐Sept 2019 Material Cost Advertisement & Sales
Promotion

Depreciation Others Jan‐Sept 2020

21.6% 22.2%

3020

INR 21.9 
Billion

INR 19.8 
Billion

110 120



Reported
Jan‐Sept 2019

Profit from
Operations

Financial
Income

Others Reported
Jan‐Sept 2020

16.3% 16.2%

50
INR 16.0 
Billion

INR 15.0 
Billion 50

% and bps movements are net of effective tax & in reference to sales

80

16.4%

70

17.0% 16.4%

Payment of 
Special 
Interim 
dividend

Comparable 
Jan‐Sept 2019

Movement in bps

Net Profit: 10 bps. Comparable    80 bps
‐ lower Financial Income partly offset by higher Operating Profit



48.5
63.0

86.0

115.0

162.0

135.0

2015 2016 2017 2018 2019 Jan‐Sept 20

Consistently increased dividend per share contributing to excellent shareholder return

180.0

2019 –
Special 
Interim 
Dividend

Amount in INR

CAGR 35% over last 4 years 
for general dividend

Dividend

Plus special interim 
dividend declared in 2019



31.8 33.9 35.8 28.5 21.6
0

5

10

15
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35

40

2016 2017 2018 2019 June 2020

Invested capital : Average Equity + Long Term Borrowing

Invested Capital 
(INR Billion)

31.4 36.2
44.9

69.2

93.7

  ROIC %

Sustained Value Creation

Return on Invested Capital (ROIC)

Special interim dividend 
in 2019

Discipline in Investment

Sustained profitable growth



8
13

18

52

62

88

2001 2005 2009 2013 2019 2023

INR 26 Billion*

Strong investment plan

2009 – 2013 > INR 33 Billion
• Samalkha (Egron 2) ‐ Nutrition
• Tahliwal – Noodles & Chocolates
• Ponda – Chocolates
• Nanjangud – Noodles
• Bicholim – Noodles

Investment planned in
• Culinary
• Chocolates
• Coffee
• Milk & Nutrition

*Planned investments are subject to evaluation and approval

Capital Investment Moga (1961) Choladi (1967)

Nanjangud (1989) Samalkha (1992)

Ponda (1995) Bicholim (1997)

Pantnagar (2006) Tahliwal (2012)

Sanand, Gujarat



Market leadership in 85% of the portfolio

Market momentum improves in Q3

Key Takeaways



Value Creation

Market leadership in 85% of the portfolio

Market momentum improves in Q3

Q3 back to double digit growth. Out of home showing signs of recovery

Core brands continue to be strong growth drivers

Key Takeaways



Value Creation

Market leadership in 85% of the portfolio

Market momentum improves in Q3

Q3 back to double digit growth. Out of home showing signs of recovery

Core brands continue to be strong growth drivers

YTD Operating margins up 60 bps – continuing long term profitable growth

Return on Invested Capital and Dividend CAGR > 30% over last 4 years

Key Takeaways

Planned capital investment of INR 26 Billion. 



Thank You



Nikhil Chand



+1.6 Mio
Households

Prepared Dish & 
Cooking Aids (Q3)

+19.1%

Adding New Households
(MAT Sep’20)

Robust performance backed by increase in penetration of portfolio

+9.3 Mio
Households

13th 
Most Trusted Brand 

ET Brand Equity- 2020

23rd 
Most Valuable Brand 

Kantar Brand Power-2020

Source: Kantar World Panel 
(Urban: Sauces & Blended Spices; Urban + Rural: Noodles) 

+1.0 Mio
Households





It begins with a deep and rich understanding of how India cooks and eats

Diverse Cuisines, Snacks 
and Spice Culture 

Food is Emotional

Cooking from scratch: 19 times 
a week; spending 1 hour per 
meal; using 3-5 ingredients

Map: Not to Scale



Meta trends that shape the future of food

SEEKING TASTY & 

BALANCED FOOD

QUEST FOR WELLNESS

SMART COOKING

CONVENIENCE 

WITHOUT COMPROMISE

MEANINGFUL & BEYOND 

PRODUCT

PURPOSE

SEEKING TRUST & 

QUALITY

AN EYE ON QUALITY

MAKE A DIFFERENCE 

THROUGH MY CHOICE

NEW GENERATION 

CHOICES



Executed in consumer centric Omni-Channel network

In-HomeOut-of-Home









Staying Topical

IPL Monsoon





⚫Coriander 

⚫Cumin

⚫Aniseed 

⚫Fenugreek

Resilient Livelihood

Safe Living &
Working Conditions

MAGGI Spice Plan: Responsible Sourcing from 1270 farmers in 36 villages

Environmental
Sustainability of Farms

⚫Chilli 

⚫Turmeric

⚫Nutmeg

⚫Chilli 

⚫Turmeric

Rajasthan

Karnataka

Kerala

Telangana

Andhra





Communicating to consumers from TV to Packaging 



















Quick & Simple Recipes at MAGGI.IN

Quick

In-Home 
Ingredients

Same Dish
Made with a Twist

Nutrition Information & 
Make it Healthy

Simple



Recipe for Everyone’s need



Recipes & Tips from Experts

Live Masterclass with
Expert Homechefs

Useful Tips for
Everyday Cooking
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Executed in consumer centric Omni-Channel network

In-HomeOut-of-Home



One Brand: Delivering in multiple channels

Restaurant

Cuisines made simple 
with MAGGI

Establishment

Rice Seasoning Pasta Sauce Mix Thai Curry Paste

Travel



One Brand: Delivering in multiple channels

Restaurant

Establishment

Travel

MAGGI Hotspot in 
Youth Touchpoints



Easy & Hygienic Solution
for Travel

One Brand: Delivering in multiple channels

Just add hot water for a delicious cup of meal! 

Restaurant

Establishment

Travel



Innovative E-Commerce Engagement Plans

Leverage the mix of 
offline and online

Unlocking the power of 
portfolio

Gamify
Shopping





The Future of Food: Key Takeaways

Unleashing the power of India’s Trusted, Loved and Valued Brand  

Consumer Centric, Innovative, On Trend and Omni-Channel

Deeply rooted in the fabric of India – our food, culture, traditions and values
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