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CHRIRMAN’S LETTER
10 SHAREHOLDERS A PERSONAL MESSAGE

Dear Shareholders,
It is my privilege to write to you at the end of another eventful year at Marico.

This year, your Company continued to focus on expanding its consumer franchise and grow in volumes. We strengthened our
position in all categories and geographies in a challenging macro-economic environment. The steady growth was enabled by
sustained investments in marketing and brand building, distribution expansion in rural markets in India and driving operational
efficiencies across the value chain.

The year had its set of challenges. Delay in policy implementation, persistent double digit inflation, high interest rate scenario
and unfavorable currency movement were only a few of the roadblocks faced by the Indian economy. In our international
markets too, the current environment presents a host of challenges. Inflation continues to remain high in Bangladesh and
South East Asia. The overall environment in the Middle East and North Africa is relatively better but not without instances of
sporadic protests and disturbances. None of these challenges are new; they have stayed with us in some form through the
last couple of years.

Your Company, despite all challenges, recorded a revenue growth of 28% and Net Profit growth of 11% in FY12. This makes

it a 5-year CAGR of 21% in Revenue and 23% in Net Profits. The domestic consumer business grew 37%, driven by a strong
14% volume growth. International business grew by 30% with robust volume growth and market share gain in all geographies.
The integration of International Consumer Products Corporation, a leading FMCG company in Vietnam acquired in February
2011, has been completed successfully. It is growing at a very healthy rate and is gaining market share in the male grooming
segment.

Kaya has been consciously trying to change its positioning from “cure” to “cure & care”, moving from expert solution provider
for skincare problems to a personal guide for total skin care. It also continues to introduce more Derma Rx products in India,
as increased product sales will generate more throughputs from the clinics. The business has sustained the top line growth
trend for the past few quarters on a same store basis, indicating early signs of the business moving in the right direction.

We have identified inorganic growth as a significant building block to create value for you over the long term. In line with our
acquisition philosophy of participating in our focussed categories where we believe we can add value, we have entered into an
agreement to acquire the personal care business of Paras Pharmaceutical Ltd. from Reckitt Benckiser. Brands in the portfolio
rank No.1 in the hair gels and leave-on hair serum categories, and No.3 in the male deodorant category. This acquisition will
give Marico access to a portfolio of youth brands that shall fast-forward our journey towards creating a portfolio for the future.
The portfolio addresses the grooming needs of the youth and is supported by India’s demographic profile. The Company will
also leverage its distribution strength in India to provide a fillip to the growth of the brands. The acquisition of this business is
expected to further reduce our dependence on edible oils and hair oils.

Our sustainability initiatives have gathered momentum over the last few years. The 4th edition of The Innovation for India
Awards was organised by Marico Innovation Foundation in March 2012. India is clearly burgeoning with talent. The Innovation
for India Awards acknowledge and encourage ideas that impact the community at large. Within the organization, our initiatives
have significantly helped in reducing usage of energy, water and paper. Our target is that each of our business strategies and
processes elegantly passes through a Green filter.

Overall the Company is well positioned to participate in the growth that is happening in the FMCG industry in India and other

emerging markets. We hope that you will continue to support us in the same way that you have stood by us over the years.
| would like to take this opportunity to thank each and every one of our stakeholders for their trust and encouragement.

With warm regards,

i, s

Harsh Mariwala
Chairman and Managing Director
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MPOWER
[1DIVIDUALS AND
[HeY BECOME
c(ITREPRENEURS.
CHALLENGE

[HEM AND THEY
BRERK

[1EW GROUND.



Marico, we balieve, Is a company of entreprenaunial spirite. ampowered Individiuais who take
complete ownership of their brands. Nurunng and driving tharm as their own, challenging
themsaelves avery step of the way, and stretching themseives beyond thelr own limits. Where omers
accepl the status quo, they chalienge it As a resull, they are able to see beyond the obvious and
Bpparent, gain deepar insights Inte consurmers and markets, and coms up with innovalive,
path-breaking salutions thal um brande into market leadsers. Genamaiing uncommon growth for
the compary, across brands and businesses

Wea prasent four success stonas, esch gemonsiating the spitit of entreprensursmp and iNnovative
thinking that achieves exceptional growth tor our brands.



nOW DID WE TRST

SUCCESS 1IN TH

BREARFAST OATS

CATEGORY?

WITH A DASH 0
PPER AND A PICH
CURRY POWDER.

A country used to parathas, aloo-poori and dosas for breakfast, was rather cold to the idea of oats, Was there a way to get
Indians to enjoy this healthy cereal? The challenge: to redefine the way Indians consumed oats. For a team fired by
entrepreneurial zeal and a spirit of innovation, a breakthrough didn't take long: spice up a bland cereal historically eaten as
porridge, into a tasty meal, enjoyed any time. Saffola Oats was launched with new recipe [deas and variants like Curry &
Pepper, Pepper & Spice and Masala & Coriander, in convenient single-serving packs. Turning a bland, boring breakfast inta
a lasty meal - with delicious varialions that would appeal to the Indian palate. And as Indians responded with enthusiasm to
‘oats’ upma and ‘oats’ poha, the Saffola team was thrilled to taste success.






ONLY

PROBLEM SKIN
[IEEDS A Skl
tXPERL RIGHI?
WRONG.

BEAUTIFUL ShII)
JOES 100.

As India’s leading skin care brand, Kaya is frusted by over & lac customers for every skin problem - from acne 1o unwanted
hair. The Kaya team, however, recognized that the brand could do much more than cure. In order 1o grow the brand,
consumers needed to see Kaya nol just as an exper! soelution provider for skin problems, but as lhe ullimate destination for
holistic skin care. By changing Kaya's positioning strategy, the team was able to develop and offer consumers a range of
maintenance services, therapies and products, to enhance and maintain beautiful skin. Kaya's re-branded image and new
tagline: ‘Love what you see’ forged an emotional link between the brand and the aspirational urban Indian woman. Moving the
brand from a niche 'cure' platform to a wider "cure & care’ platform. The result: Kaya was able to increase frequency among
existing customers, while increasing its customer base.
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