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S.H. Kelkar & Company Limited

Q3 & 9M FY2016 Earnings Conference Call Transcript
February 9, 2016

Moderator Ladies and Gentlemen, Good day and Welcome to the S.H. Kelkar & Company
Limited Earnings Conference Call. As a reminder, all participant lines will be in the
listen-only mode. There will be an opportunity for you to ask questions after the
presentation concludes. Should you need assistance during this conference call
please signal an operator by pressing "' then '0' on your touchtone phone. Please
note that this conference is being recorded. | would now like to hand the
conference over to Mr. Anoop Poojari of CDR India. Thank you and over to you,
sir.

Anoop Poojari: Thank you. Good evening everyone and thank you for joining us on S.H. Kelkar
and Company's Q3 and Nine Months FY2016 Earnings Conference Call. We have
with us Mr. Kedar Vaze — Whole time Director and CEO; Mr. B Ramkrishnan —
Director, (Strategy); Mr. Tapas Majumdar — CFO and Mr. Shrikant Mate — VP
(Strategy) of the company.

We will begin the call with opening remarks from the management following which
we will have the forum open for question-and-answer session. Before we start, |
would like to point out that some statements made in today's call may be forward-
looking in nature and a disclaimer to this effect has been included in the earnings
presentation shared with you earlier.

| would now like to invite Mr. Kedar Vaze to make his opening remarks.

Kedar Vaze: Good evening everyone. | warmly welcome you all including our public
shareholders to S.H. Kelkar's earnings conference call to discuss the operating
and financial performance for the third quarter and nine months ended December
31st, 2015.

As this is our first time we are hosting our conference call post our IPO, | would like
to start by sharing my thoughts on the business as well as take you through the
key developments and financial highlights for the period under review.

Let me begin by giving you a brief introduction on the company. We are the largest
Indian origin fragrance and flavor Company in India and have established a long
standing reputation over 90 years of operations. Over the years the Company has
developed a product portfolio of over 9,700 fragrances, ingredients and flavor
products and a large library of product formulations that are supplied to clients in
personal care, pharmaceuticals and F&B industry. Our fragrance products and
ingredients are used as raw material in personal wash, fabric care, skin and hair
care, fine fragrances and household products, whereas our flavor products are
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used as raw material by producer of baked goods, dairy products, beverages,
pharmaceuticals and other food industry applications.

According to Nielsen market study in March 2015, we commanded 21% market
share in the fragrances market and a 2% market share in the flavors market in
India. We have a strong and dedicated research team of 18 scientists operating in
our facilities in Mumbai and Barneveld and are fully focused on R&D as it supports
all our processes including chemistry, efficiency, innovation and ability to
undertake complex responsibilities while offering cost effective quality products.
Research involves synthesis of new molecules and the development takes care of
improving existing products and creating new fragrances & flavours Our research
team has developed 12 molecules over the last three years of which we have filed
patents for three. | am also happy to share here that one of our molecules has now
been granted a patent in the US patent office as on end of last year. We are now
looking to commercialize and look at the commercial potential of this molecule
going forward.

We also have a team of 12 perfumers, 2 flavorist, evaluators and application
executives at our five Creation and Development Centers in Mumbai, Bangalore,
the Netherlands and Indonesia. This is used for developing our fragrance and
flavor products which are blend of ingredients and are created our by perfumers
and flavorists using proprietary formulas. Fragrances and flavors are considered to
be one of the most important factor for consumers in deciding whether to
repurchase a product and thereby making them one of the key components in
FMCG group. We are focused on our creative and consumer centric research with
our R&D and creation in collaboration with our customers to understand customer
preferences and offer innovative products and solutions.

In financial year 2015, we have developed over 500 new fragrances and flavor
compounds which we sold commercially. We believe innovation from our research
and development creation activities is a basic pre-requisite for sustainable success
of the Company. We had invested 26 crores or 3.1% of our total revenue on
research and development in FY15 and we remain committed towards our
investments in R&D. We also have a strong sales and marketing network in India
and overseas which complements our creation and development. We export
fragrances to 52 countries and flavor products to 15 countries with offices in
Singapore, Indonesia, Thailand and Netherlands. The sales & marketing team
consists of 84 personnel who operate from nine centers located in India and
overseas.

Coming to our customers, we believe one of our key strengths is our diversified
and large client base over 4,100 customers including leading national and
multinational FMCG companies, blenders of fragrances and flavors and other
fragrance flavor producers. We have over 3,700 customers for our fragrance and
flavor ingredients and over 400 customers for our flavored products. In addition,
our branded small pack business includes sale of our fragrance products in pack
sizes ranging from 25 grams to 500 grams and several 100 traders and resellers
spread this on a country and region basis. We aim to introduce new products in our
branded small packs based on our experience in this category and our leadership
market position in this segment. Such diversified and comprehensive product
portfolio significantly reduces any risks with the dependence on a particular
product or customer.

| would briefly take you through the financial performance. At the outset, | would
like to state that for our nature of business we believe that the results are best
monitored on a year-to-date basis and not quarterly, so | will take you through our
nine months FY16 performance. Total income improved by 10% to Rs.661 crores
from Rs.600 crores in the corresponding period last year. The constant currency
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growth was higher at 13%, however fragrance division reported lower rupee
realization owing to the depreciating Euro. Gross Revenues from our fragrance
segment stood at Rs.690 crores, year-on-year growth of 11% lead by healthy
performance in the domestic and overseas market. Our flavor division recorded a
growth of 3% to Rs.46 crores. Although domestic business expanded by 12% in
flavor, our exports are adversely affected owing to political and economic scenario
largely in the Middle East.

EBITDA enhanced by 19% to Rs. 113 crores and margins improved by 131 bps to
17.1% primarily owing to improved realizations witnessed in the overseas market
and better cost control. The PBT before extraordinary items improved by 27% to
Rs. 78 crores and after extraordinary items increased by 11% to Rs. 79 crores and
extraordinary income in the previous nine months’ period included a onetime
income of Rs.10 crores from sale of real-estate property.

So PAT was up by 9% to Rs.54 crores, however net operating profit after tax
before sale of property and prior period tax credit increased by 36% to Rs.53
crores. We have also significantly strengthened our balance sheet position post
our successful IPO in November 2015 where a proportion of fresh share issue
resulted in an inflow of Rs.210 crores. With this, we are now a debt free Company
at the net level and have sufficient funds to pursue our growth strategy. We have
built in enough manufacturing capacity for future growth with investments made in
the past. Given the steady nature of our business we look forward to generating
notable free cash flows going forward.

To conclude, our endeavor is to deliver steady growth and track the FMCG growth
rates by focusing on increasing our market share in India as well as other
emerging markets in Asia, Africa and Middle East. Innovation has been and will
be an important success driver for us and we will continue to strengthen our
business through introduction of new products which augment our customer base
in the coming years. We would like to benchmark our R&D practices with the best
in the industry. We believe our leadership position in the niche sector, strong
balance sheet and no major CAPEX requirements should enable us to create
substantial value for all stakeholders in the future.

This brings me to the end of the discussion. Thank you for your time and we look
forward to building strong communication channels with you and regularly connect
through such forums with a view to encouraging transparency and openness. |
would request to open the forum for questions or suggestions that you may have.

Thank you very much sir. Ladies and Gentlemen, we will now begin with the
question-and-answer session. Our first question is from the line of Vaibhav Bid
from Motilal Oswal Asset Management. Please go ahead.

Sir, in the fragrance division what was the growth in this quarter?

Last year same quarter we did sales of Rs. 203 crores and this year December
ended 2015 we did a sales of Rs. 241.5 crores, approximately 19% growth.

And sir could you give us export and domestic split in the fragrance business?

The domestic and overseas revenue was split as 63% domestic and 37%
overseas, in the fragrance division.

And sir in the export markets in which countries do we supply, which is our major
exposure?
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So export market, we are supplying out of Europe into global markets in America,
Europe and Rest of the World and through India to Middle East, Southeast Asia
and South Asia including Sri Lanka and Bangladesh.

But do we have exposure to any major market like US?

Within our export, half the market is between Europe and America and the
remaining half of the market is Middle East, Africa and Southeast Asia and Indian
sub-continent.

And sir what would be our constant currency growth for the fragrance segment?
Overall we have done 13% constant currency growth on a nine months basis.
And sir this quarter?

Year-on-year this quarter we did 17.2%.

And sir could you give us your capacity currently and what is the utilization?

Our capacity in fragrances is in excess of 25,000 tons and would also depend on
the product mix and number of batches, but we are currently operating at less than
40% of the capacity.

And sir what is the scope for new products, what could be next two three years
span out to be? What could be our strategy to increase the utilization going forward
in the next two, three years, | mean do we have a plan of action or is it dependent
on our principle customers?

So we continue to grow faster than the FMCG market and continue to grow our
business. In terms of our investment philosophy, we have always been looking at a
long-term investment horizon, it is not an immediate capacity filling but we continue
to look that we need to invest very few times in a cycle of 15 to 20 years. So we
are done with our capex cycle, we have completed almost Rs. 180 crores
investment between 2007 and 2015.

And sir on the customers, the top five customers how much do they form of our
revenues?

Top five customers are less than 20% of our revenue.

And sir one last question, what would be the raw material for the fragrance and
from where do we source it?

Raw material for fragrance and flavors comes from four different sources, one is
obviously the 25% roughly by value comes from petroleum derivatives, 25% of the
value comes from products which we call terpentine or gum terpentine, it is a bi-
product out of wood and resin processing. So paper industry and wood industry bi-
product is used as a feedstock for aroma ingredient and therefore in the end in
fragrances and flavor. Remaining 50% naturals consisting of roughly 25% of citrus
oils such as orange, lemon and so on and so forth and the remaining 25% by value
is natural products which are multiple small products, herbs, spices, menthol, mint
grown around the world and they are specifically grown as cash crops for the
industry and we buy them from sources across the world.
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Sir are we importing any of the raw materials currently?

Roughly 50% of our purchase is imports.

And sir from which countries, any specific destination?

We import from almost 100 suppliers across the world, almost 50 countries.

Thank you. Our next question is from the line of Abneesh Roy from Edelweiss.
Please go ahead.

Sir, my first question is in terms of margins, if | see in the last five years you have
also seen three times 19% and currently it is only 17%, so if you could take us
through why the margin profile is not improving given the current overall
deflationary situation in most raw materials and what are the key raw materials?
And is it a cost plus model in your case, so your margins will be in a very tight
band, if that is the case then why it is not at 19%?

| think there are two parts of this, one is that as the declining costs come into effect
we have a stock and inventory whereby we hedge and we have long lead times on
the inventory. So we have large inventory and there will be a decline in the cost
going forward which will help us improve the margins. Part of the margin is not
reflected as the FIFO accounting we are still not getting the benefit of lower cost.

Sir, could you answer which are the key raw materials and is it a cost plus model?

No, it is not a cost plus model, we have our own recipes, we make a final product
and we offer it to the customer at the customer perceived value and end value. The
products normally are not more than 2-3% of the cost of the FMCG products, so it
is not really a cost driver, it is a huge value driver for differentiating their product.
So it is not a cost plus model, we have our own R&D and our own pricing model.

And key raw materials, how much is the exposure to crude related raw materials/?
About 25% by value.
And key raw materials you want to divulge, or it is too many...

So there are 1200 materials which are being used, so it is a very wide variety of
products which have been used.

Sir my second question is on this acquisition HTT Mumbai, so if you could talk
about the valuation part, Rs. 22 crores sales and you have bought it for 29 crores,
so is there any debt and what is the additional capability in this, is it customer or is
it new technology, is it distribution, what is it, why have you bought this?

So, by acquiring this business we will almost double our flavor revenue in the
country, we will also have access to certain large customer in bakery and
confectionary industry and it opens doors for that segment for our growth in flavors.

Sir how will you double your revenues, nine months you have done Rs. 46 crores?

Domestic flavor.

Q3 & 9M FY2016 Concall Transcript Page 5 of 13



*
Kev?

Abneesh Roy: Domestic flavors will double, okay. And last few years, how many acquisitions you
have done sir?

Kedar Vaze: So we have done two acquisitions in the past five years.

Moderator: Thank you. Our next question is from the line of Chanchal Khandelwal from Birla
Sun Life Mutual Fund. Please go ahead.

Chanchal Khandelwal: So just firstly on the volatility, Q2 numbers looks like it is lower than the
expectation, | know you mentioned we should look at nine months or yearly
numbers but if you can explain us Q2 numbers?

Kedar Vaze: Actually if you look at the Q2 domestic fragrances which is the bulk of our revenue,
almost half of our revenue is moving between quarter two and quarter three based
on the festival seasons. So there is some demand shift between months of August,
September, October based on the calendar. So this year it is a delayed festival
season therefore some of the sales are moving into the third quarter, so we need
to look at Q2, Q3 in combination with previous years, so there is a 10% plus
growth in domestic fragrances and overall 13% growth.

Chanchal Khandelwal: Second thing on the margin front, this was asked by the previous speaker, given
that the crude has fallen so much, do you see that your gross margin will expand
with a lag, you will get some benefit somewhere in the gross profit margin?

Kedar Vaze: So we are definitely expecting to get some gain n the gross margin and we have
already seen some improvement. We also have on the other side certain part of
our fragrance businesses which is doing business in euro terms where we see a
dollar input and a euro sales and therefore there is some margin decline in the last
year. So you will see the full effect of the improvement in margins once the euro,
dollar stabilizes and we see a three to six months of stable cost.

Chanchal Khandelwal: Gross profit growth is just 10% which is in line with your top-line growth, so how
does euro, dollar impact you, so you buy in dollar...?

Kedar Vaze: We buy in dollar and we sell in euro, so that European part has actually had a
margin squeeze.

Chanchal Khandelwal: And also why has the staff cost gone down if | look at on a nine months basis,
there is a very little growth in other expenditure.

Kedar Vaze: On the staff cost we also have certain R&D which is done in Europe, so there have
got a benefit of the euro cost in conversion to rupee terms.

Chanchal Khandelwal: Other expenditure?
Kedar Vaze: I think we have been able to control our other expenditure as revenues are
growing, we have not spent additional costs on that incremental revenue. We are

bringing in operating leverage.

Chanchal Khandelwal: And lastly, during the IPO days there were some Loreal order which you were
supposed to get from Indonesia, what is the status of that if you could tell us?

Kedar Vaze: At any time, There are various products which are under test with various
companies like Loreal, | am not at liberty to disclose any specific detail but it is in
its stage of development.
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So the order is not acquired, so we are still not approved you mean to say, that is
still in the process?

It is in the process, it is their timelines, it is beyond their development so it is in the
company's timelines.

Just lastly if | may squeeze, the acquisition which you have done have you
acquired some plant or is it only the business? | think we are paying Rs. 27 crores,
right, so what is this big payment for, this payment is for brand or business?

This is for business and intellectual property of the formulation and transfer of that
business to us, including client business and purchase orders and contract.

No manufacturing is coming?

So there is a manufacturing facility which is coming with it, but we have our own
manufacturing capacity to take care of it. So it will be surplus and we will dispose it
eventually.

So how big is this land, is it big enough, substantial enough to know or is it...?
It is very small.

Thank you. Our next question is from the line of Manoj Menon from Deutsche
Bank. Please go ahead.

Just one question on the pipeline and the outlook, so basically when you talk to the
FMCG companies, two things, one, what is the outlook which you are getting on
the demand growth, what you are seeing and which eventually obviously
percolates down to you? And secondly, how the innovation pipeline looks for
FMCG as an industry that is relative to last couple of years when you look at the
next couple of years, because these are the two variables if | understand correctly
which ultimately impacts your revenues.

So let me put it in two parts, one is that on a total basis yes FMCG business is
directly our customer, however when we talk about FMCG outlook and the
information, we are only really hearing from the larger FMCG companies in the
region in India, in the emerging market, Asia, Africa. There are host of smaller
companies which are also our clients. So | think we also have a natural hedge or
an additional plus advantage because we have companies which are much smaller
or regional brands which are doing well in different, so there are different brands
which grow at a faster rate than the overall FMCG growth rate. So we continue to
grow at faster than total FMCG growth rates.

So you are essentially alluding to the fact that the smaller companies are
outperforming and then to that extent you are also gaining, understood that part.
Any particular segments which you are seeing even within FMCG which you think
you should be focusing more on where you think there is a higher opportunity in
the next one or two years, depending on the growth rates what you are seeing.

No, I think across the board the FMCG companies are going through a transition
phase, variety of FMCG players have their own strategy based on where they are
on the cycle of product development and we have different wings which work with
the different companies, so some which are large companies have a different

. strategy, some are talking about premiumization, some are coming with mass
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market products and we are positioned to address the needs of each one of them
in their specialized R&D innovation for them.

Thank you. Our next question is from the line of Gokul Maheshwari from Allard
Partners. Please go ahead.

Sir if you could split up your fragrance revenue growth for nine months between
the aroma ingredients business and the core fragrance business, that would be
very helpful.

We are not reporting numbers accordingly; and we do not track the numbers like
that because it is integral part of our business.

And is there any change in market shares in both the flavors and the fragrance
business for the year-to-date numbers?

We do not have any updated report on our market share, but we believe that we
are growing faster than the overall industry in both India and overseas.

And secondly sir, if | take working capital as a percentage of sales which is
basically inventory and debtors and if | net off the creditors, there is still high at
around 49% of sales, what is the overall if you can give a view on your strategy on
bringing this investment down as a percentage of sales over the next few years?

Actually inventory, if you look at it, on the basis of number of days' sales, it has
actually come down from 160 days last year to 137 days. The debtors in terms of
number of days has had some expansion which is from 82 days to 94 days, but
this is something which we have been seeing not only in domestic but international
and we are at this point of time handling it and we definitely would be able to bring
it down.

This 137 was the December data?
December 2015.
And there is scope to reduce the 137 down further?

Yes, of course, at the end of the day this is one of the things that we have been
continuously working on and we have a clear plan at this point of time to bring it
down further in the next one or two years.

Thank you. Our next question is from the line of Yashas Bhat from LKP Securities.
Please go ahead.

| wanted to specifically ask about your Cobra brand fragrances, what is the growth
strategy along there, because | understand that your company has a unique
business per say, so could you just elaborate a little more on the Cobra brand?

7% to 8% of our revenues is what we call the Branded Samil pack or Cobra brand
sale, this is a product which are added to or which are sold in shops, roughly we
supply directly to around 1800 shops in the country and around 100 outlets in the
Middle East, Africa and Southeast Asia and from here they are further sold into
other smaller outlets. We basically are able to reach roughly 2 lakh customers a
month across entire region from Africa, Middle East all through India to Indonesia.
And in this we continue to enjoy the leadership position and grant recognition on
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the cobra brand where these shops are selling these products and we continue to
invest, continue to make new products and introduce new products year-on-year.

Sir but what is the scope of growth here, would it be considered as a high growth
segment or is it a stable demand kind of a scenario?

No, we are growing in double-digits in this segment over the last five years and we
continue to grow in that.

Sir, the next question is regarding your raw material costs, we have noticed that
there has been a significant fall in your third quarter from around 57% to around
52% QoQ, is it because of the effects of the crude fall or are there any other
contributing factors that we should take into consideration when we are estimating
these numbers?

No, it is the general trend of declining costs, not only crude but in general.

And on your revenue side, we can see that the share of domestic revenue is
increasing, is it something that you are focusing on or what are the drivers over
here?

So part of the translation of the European revenue because of the euro decline,
those revenues while the volumes are the same the revenues are translated to the
lower value. For our sales out of India and on the export are growing at a faster
pace than the domestic figure.

And sir with respect to flavor business you had said that there are some political
and economic scenarios which are not with us in the Middle East, could you further
elaborate on that?

So in terms of what is happening in the region, there was some disruption of
supply and we were unable to reach some of the production locations of our
customers, subsequently they have restored their production and the sales has
resumed to normal.

And in respect of your intersegment revenue, around 10% to 12% is being noticed
of total sales, what is exactly the inter segment revenue?

It is basically inter company.
Inter company with respect to your subsidiary companies?
Yes.

And sir in terms of net debt you are debt free, but how much debt is still remaining
to be paid because it will affect your finance cost, right?

The debt today is about Rs. 80 crores of which majority is in ECB loans which is
long-term loans which we can pay based on the timelines which we have been
given and therefore the money is actually kept in fixed deposit in order for us to be
able to repay that loan out.

So you would be paying it in accordance with the repayment schedule and not
prepaying it, it is what your...?
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Not prepay because the ECB loans do not permit us to repay.

And with respect to your Hi-Tech acquisition, around Rs. 29 crores, how was this
funded, with the IPO proceeds or is there any fresh debt taken for the same?

Internal accruals.

Thank you. Our next question is from the line of Jayant Dongre from ICICI
Securities. Please go ahead.

Sir my question pertains to your raw material citrus oil which had seen some
volatility last year, how is that panning out now? And there has been a substantial
gross margin improvement, what can be attributed to this citrus oil volatility?

So in terms of citrus oil, the prices of citrus oil and orange in specific have been on
the increasing trend in the last year, so they are actually not helping in terms of the
gross margin, they are one of the few products within the entire basket which is
actually increasing in cost, so there is no advantage from that on a gross margin
basis, if any there is some marginal additional cost.

Sir a book keeping question, so what were the IPO expenses booked in this
quarter?

There is nothing. It is separately accounted for in IPO and taken to the balance
sheet part of the share reserves, there is no cost of IPO in the P&L.

Thank you. Our next question is from the line of Vicky Punjabi from JM Financial.
Please go ahead.

| just had one question on this Hi-Tech acquisition, what could be the margin
profile of this entity?

We are still finalizing the due diligence for the end of the year, so we would not be
able to put a concrete number, but the margins are in line with the normal flavor
industry in India.

And would it be in line with what we are doing right now in the flavor segment?
Itis in line, | do not have an exact number.

Thank you. Our next question is from the line of Kunal Nopany from AUM Advisors.
Please go ahead.

Can you help us understand why your capacity additions tend to be lumpy and with
40% utilization right now when you see the next capacity addition cycle?

Typically in our industry, we are looking at a long-term investment over 15 to 20
years, our last capacity expansion was in 1984 and then we built the plant in 2007.
Previously, our export unit we built in 1994 and it is still operating. So we really
look at a long-term basis on the investments and the incremental cost of additional
capacity is not very high in our industry so we tend to get a benefit over four, five
years in terms of our growth and opportunity for growth.

But there is no technical reason why you would need to put up a very large
capacity upfront?

Q3 & 9M FY2016 Concall Transcript Page 10 of 13
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Kedar Vaze:

Moderator:

Dhaval Shah:

Kedar Vaze:

Dhaval Shah:

Kedar Vaze:

Dhaval Shah:

Kedar Vaze:

Dhaval Shah:

Kedar Vaze:

Dhaval Shah:

Kedar Vaze:

Dhaval Shah:

Kedar Vaze:

Moderator:

Charulata Gaidhani:

Kedar Vaze:

No, the incremental cost difference between the capacity and say 75% of the same
or 50% of the same is not very high.

Thank you. Our next question is from the line of Dhaval Shah from Siddhesh
Capital. Please go ahead.

Sir, | wanted to ask on this, how much inventory does the customers hold for our
product, so for example how much would an HUL hold for the fragrance what we
supply to them?

It depends on the type of customers, the very small customers also operate on a
weekly or a daily working capital, the larger customers would operate in typically
15 to 30 days inventory. On rare occasions customers may choose to keep two to
three months of inventory based on their seasonality or their product launch or
their plans on growth.

But on an average out of your total pie majority would be a months' inventory?
| would think so.

And where was this Rs. 19 crores spent for the first nine months for CAPEX, what
is there in the presentation?

We have an expansion of our export flavor and fragrances business additional line
which was roughly Rs. 10 crores capitalization, that acquisition of warehouse and
land of roughly 8 acres which was under a High Court scheme where we had to
pay Rs. 7.3 crores additional to have that title cleared.

So now for FY17 and for the next three months, so this quarter and FY17 what is
your CAPEX plan, apart from you do any other acquisition what is your CAPEX for
the organic growth?

So our general outline would be to expect around Rs. 14 crores to Rs. 15 crores
CAPEX year-on-year as a maintenance CAPEX.

And sir, out of your total export markets which regions look very lucrative to you in
terms of growth?

It is a very difficult question to answer given the volatility, we still believe that
emerging markets Indonesia, Southeast Asia, Middle East and Africa offer
opportunity for growth and of course India is very well poised for growth.

So going ahead, should we expect any acquisition targets in those regions or it will
be only in India?

We will evaluate if any targets come in as depending on their individual merits.

Thank you. Our next question is from the line of Charulata Gaidhani from Dalal &
Broacha. Please go ahead.

My question is, | want to know about how much is the volume growth and price
growth during the quarter?

So in the nine months ended December 2015 vis-a-vis nine months of last year we
did a 9% growth in volume and 1.1% in value price.

Q3 & 9M FY2016 Concall Transcript Page 11 of 13
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Charulata Gaidhani:

Kedar Vaze:

Charulata Gaidhani:

Kedar Vaze:

Charulata Gaidhani:

Kedar Vaze:

Charulata Gaidhani:

Kedar Vaze:

Moderator:

Kishore N:

Kedar Vaze:

Kishore N:

Kedar Vaze:

Kishore N:

Kedar Vaze:

Kishore N:

And for this current quarter?

I do not have a number separately for the current quarter in terms of volume
breakup, but it is around the 10%.

My second question relates to, you mentioned that one molecule was granted
patent from the US patent office, so how do you propose to take this forward?

So as part of our R&D in the last seven years we have been looking at different
molecules and new molecules and creating or evaluating the fragrance application
for these molecules. We had filed for three patents, this is the first of the product
patent which was granted in the US patent attorney, the same will be extended to
various countries through the PCT Treaty and we hope to patent it in most parts of
the world. There is another probably six months to one year of testing for the final
application testing in fragrances at which point we will be able to then
commercialize this product.

So you plan to commercialize this in say FY18?
2017-18 this should be available in commercial form.

Then | also wanted to know how much was the delta in realizations between the
domestic market and the overseas market?

Practically the same delta, | mean if you look at the operating total business
outside India and in India, the margins are similar.

Thank you. Our next question is from the line of Kishore N from Karvy Stock
Broking. Please go ahead.

Can | get what is the average tenure of a contract in case of B2B portion like B2B
contracts or something?

In our industry practice there is normally no contract, it is specific to one product
and one brand and there is a continuous partnership between the FMCG company
and us as the support to that brand. So we do not enter into any long-term
contracts or very few long-term contracts and this is quite normal in the industry
and given this we still have more than 90%, 95% of our customers year-on-year
the same product and same customers.

And when you see the growth rate in FY12 it was 24%, but in FY15 it was 10%
only, can you give any reason for decline in growth rate and whether it is in terms
of value or volume what is it?

So | think FY12 is the first full year when we had European acquisition in terms of
growth and some of this 10% | would put in relation to currency adjusted, it is 13%
and in the previous years there was some currency advantage, so that 24 would
have some amount of currency advantage in that.

Can we expect what is the expected growth rate for further years, like FY17 and
FY18?

This year we are 13%, we see that kind of growth rate continuing forward.

Can you give any sales volume details with regards to the business?
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Kedar Vaze:

Kishore N:

Kedar Vaze:

Kishore N:

Kedar Vaze:

Moderator:

Kedar Vaze:

Moderator:

- ENDS -

This year we have grown by 9% volume growth over last year.

In terms of volumes, means in like how many tons and what is...?

No, | do not have any specific number.

Can you give maintenance CAPEX?

Roughly around Rs. 15 crores.

Thank you. As there are no further questions from the participants, | would now like
to hand over the floor back to the management for their closing comments. Over to

you, sir.

Thank you all. | hope we have been able to answer your questions satisfactorily
and should you need any further clarifications or would like to know more about the
company, please feel free to contact our team or CDR India. Thank you once again
for joining us.

Thank you very much sir. Ladies and Gentlemen, with this we conclude today's
conference call. Thank you for joining us. You may now disconnect your lines.

This is a transcription and may contain transcription errors. The transcript has been edited for clarity. The
Company takes no responsibility of such errors, although an effort has been made to ensure high level of

accuracy.
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Disclaimer Kevg)

@

Certain statements and opinions with respect to the anticipated future performance of SHK in the
presentation (“forward-looking statements”), which reflect various assumptions concerning the strategies,
objectives and anticipated results may or may not prove to be correct. Such forward-looking statements
involve a number of risks, uncertainties and assumptions which could cause actual results or events to differ
materially from those expressed or implied by the forward-looking statements. These include, among other
factors, changes in economic, political, regulatory, business or other market conditions. Such forward-
looking statements only speak as at the date the presentation is provided to the recipient and SHK is not
under any obligation to update or revise such forward-looking statements to reflect new events or
circumstances. No representation or warranty (whether express or implied) is given in respect of any
information in this presentation or that this presentation is suitable for the recipient’s purposes. The delivery .
of this presentation does not imply that the information herein is correct as at any time subsequent to the
date hereof and SHK has no obligation whatsoever to update any of the information or the conclusions

contained herein or to correct any inaccuracies which may become apparent subsequent to the date hereof.




Contents Kev)




Who We Are Keva

( Established 90 years back / One of the largest Indian ( Global scale, state-of-the-art ( Private Equity investment by
by SH Kelkar and VG Vaze F&F companies by sales, infrastructure Blackstone
 Leading Fragrance & with ~12% market share + Leading domestic provider of * Broad- based board,
Flavour company in India (2013) Fragrance & Flavour to Professional management &
exporting to 52 countries * Largest domestic FMCGs leadership team
_ fragrance producer in India
) with a ~20.5% market share‘J ) )




Who We Are Kev;)

&

Products

9,700+

Customers

Employees
758 4,100+
Current Shareholding Pattern

¥

Others
Sales CAGR 21.7% -
(2011-15) Perfumers / Flavourists
~16% | Scientists
Credit Rating 12/2/18

Promoters &
Promoter
Group

56.7% ‘

Creation &
Development Centres

5

CRISIL A/Positive

’ Blackstone

21.6%

Turnover - FY15
Rs. 837 crore

Manufacturing
Locations

4




Key Milestones Keva,

Establishment of the Establishment of the export oriented + Consolidation of promoter's
manufacturing unit at Vapi Keva Fragrances Private Limited shareholding
+ Acquisition & Integration of PFW

Incorporated as Incorporation of Keva * Investment by Blackstone
S.H. Kelkar & Co. Flavours * Acquisition of SAIBA Industries
Limited

Expansion of Research Centre at Mulund Establishment of additional R&D Centre at Mulund

@ 2000
Establishment of R&D Centre Expansion of Fragrances Centre
at Mulund in Mulund
Establishment of manufacturing Expansion of Fragrance mfg. Investment in MP
facilities at Mulund facility at Mulund for EOU Plant - Vapi

Manufacturing

Facilities

Expansion of Fragrance mfg. New, long term, fragrance & flavour
facility at Mulund Mfg. facility at Vashivali
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Our Business

Fragrances Business #

Flavours Business

Used by FMCG companies in personal wash, fabric care, skin
care and hair care products; production of fine Fragrances
and F&F Blends

Fragrance Ingredients used in production of F&F

Used in production by bakeries, pharmaceutical
manufacturers, dairy industry and beverages manufacturers

National and Multi-national FMCG players
Fragrance and Flavour Blends

Direct consumers

Fragrances and Flavours companies

National and Multi-national FMCG players
Fragrance and Flavour Blends
Regional and local manufacturers

Manufacturing plants located at Raigad and Mumbai in
Maharashtra

Manufacturing plants located at Vapi in Gujarat and
Barneveld in Netherlands

Manufacturing plant located at Raigad in Maharashtra

Long standing relationships with several customers
Innovations and new product development by FMCG players
Strong presence in Branded Small Pack segment

Increasing demand for ready-to-eat food products, fortified
juices and milk products

High growth in FMCG industry to boost demand

MNCs: Givaudan, Firmenich, Symrise, IFF

MNCs: IFF, Givuadan, Symrise, Firmenich
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Global F&F Market & Key Characteristics Kev;)

* Consolidated Industry » Large players continue to
globally, with 12 players consolidate, for scale and
controlling 83% of market differentiated product -
share and Top 4 controlling portfolio

R 201316 : 48% industry together accounted
AG ok

¢ for nearly 80% of the
13 : 4.6% /
30 —/w/,—» industry sales in 2013, as

P compared to 64% in 2000

sy 263 275
23.9 :
| 20 218 229
20.0

20

15

10

5
FMCG & Innovation play 0 Emerging market focus

2009 2010 2011 2012 2013 2014 2015 2016

* FMCG companies greatly * Emerging markets continuing
depend on the reliability, to grow with premiumisation
quality of service and the & broadening of product
F&F company'’s technical offerings
know-how « Increasing disposable income

* FMCG companies typically in world’'s emerging markets

have long term supply
relationships with F&F
partner

Source : Nielsen Market Study on Fragrances and Flavours, March 2015 8



India’s Favourable Dynamics Offer Huge
Opportunities

v Globalisation to further
enhance and influence
customer preferences

v To bring in new product
concepts and ideas into
Indian markets

v" Urbanization in India drives
growth especially in the
processed food industry

v Urbanization has increased
from 27.8% in 2001 to 31.2%
in 2011

v Increasing number of
shopping malls and
complexes

v Mall culture pick up in Tier 1
and Tier 2 cities across India

India — GDP Growth

2015 (P) 2016 (P)

v" Directly correlated to FMCG
growth

v FMCG market is expected to
grow at a CAGR of ~14.7%
from 2012-2020 to reach
US$ 37 BN

Kevaj

v" Population of 1.21 bn,
growing 1.41% annually

v Young population ~65%
below 30 years age

v Growing working women
population to be large

Source : International Monetary Fund, World Economic Outlook Database, July 2015

consumer of FMCG products

v Increasing literacy levels
impacting consumer
awareness and knowledge

v Demand shift for better quality,
innovative F&F products

v Greater demand for packaged
and processed foods

v Rising disposable income,
pivotal for F&F growth

v' India is witnessing
continuous increase in
disposable income, to be
US$ 1,808 bn in 2015




Indian F&F Market to Outpace Global

F&F Growth
| Meetsm(Reco)

5,000 4,562
N 4,167
4,000 n 3,429 :
3000 2647 2839 :
2,000
1,000
0
2010 2011 2012 2013 2014 2015 2016
Fragrance (including Blend)
2,500 2,000
0 2,090 1,716
1.880 1,550
2,000 / 1,404
1566 693 1800 4274
1,500
1,000
1,000
500 500
0 0
2011 2012 2013 2014 2011 2012 2013 2014
Source : Nielsen Market Study on Fragrances and Flavours, March 2015

10




F&F Industry - Strong Entry Barriers Kevé)

High customer
acquisition time

Established relationships

Stringent regulatory
with customers

compliance

Availability of key

Ingredients Sustained R&D efforts

11
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Perfect Mix of Products, Brands and *)
customers

% Comprehensive
product library of
fragrances,
ingredients flavours
& formulations

< Wide breadth
spanning MNCs,
domestic companies
& trade customers

< Low customer

s Over 90 years of ;
concentration

F&F legacy

% Portfolio comprises
of category leader
brands

Branded small
packs sold directly
to over 1,000
customers

Brands

13




Personal Wash Hair Care Skin Care
(Shampoo, Hair Oil....)

(Toilet Soap, Shower
Gel, Hand Wash...)

(Creams, Lotions..)

o Il | | \
Fabric Care Household Products Fine Fragrances Pharma
(Detergents,Fabric (Air Care, Floor Cleaner, (Deodorants,

Softeners) Toilet Cleaner...) Eau De Perfumes...)




Diverse Customer Base backed with '*)
Leading Brands &

r%g ﬁ? y .' '. 2 ~ Category Leader Brands in the portfolio - SHK, Keva

0

&

e marico - and Cobra

Himdustan, Unilovaw Limited s B : |
Vinl JfKHebeCtiLinided —

- Branded small pack products “Cobra” sold to

hundreds of traders and re-sellers across India and
+ contributed ~6% of Sales in FY15

Energy Unlimited

[ AT . " Tl = '-__'__'__,__'1

Over 4,100 customers Including global corporates, i
domestic companies and trade customers e Vo i |

f=acegee — — —— — — - —_——

= =
Very Iow - tomer concentration Largest  aToror Branded small pack is a focus segment for SHK unlike

3 ) ; its MNC competition and has resulted in overall sales
' contrlbuted to 2.9% °f sales i FY15 i s ' to branded small pack customers of ~14% in FY15

L S = '—'F’Cfv,"-_.- = i =L
Ly “"“" SRRy it L T S
i spannlng over15years . 4_- '.:1 n vl | i p gns ping

- sales strategy

Long term relationships with diversified customers driven by a portfolio of customised products and strong brands




Extensive Sales and Marketing Network Keé_)

#® Manufacturing Facilities # Creative Centres @ Countries Served
e SHK has established its International presence post acquisition of PFW Aroma Sales and marketing teams
A4 in November 2010 v operate from 9 centers located
in India
E Exports fragrance products to 52 countries across the 5 continents and flavour
= 4a3E products to 15 countries _ .
= - 7 India Team comprises of 84
| personnel
- ¥ Offices in Singapore, Indonesia, Thailand & Netherlands
Bt e _ v Dedicated teams for different
a/ - Team of 11 personnel for overseas fragrance operations customer categories

16




Strong R&D Capabilities + Creation & \
Development Centers

+ SHK's R&D forms the technological basis for its products and
solutions to focus on creative and consumer-centric research
activities

= Strong and dedicated research team of 18 scientists operating
in Mumbai and Barneveld

+ Recognised by the Government of India's Department of
Science and Industrial Research

o
0%
14
o
=
o
=
n

Capabilities

* An enhanced version of in-house R&D center which works in
collaboration with customers, as an extended R&D arm

* Operates 5 creation and development centers in Mumbai,
Bengaluru, The Netherlands and Indonesia

Creation &
Development
Centers

+ Comprises 12 perfumers and 2 flavourists, and a team of
evaluators and application executives

(‘ Developed over 502 new fragrance and flavours compounds in FY15 which were sold commercially)

(. Research team has déveloped 12 molecules over the last three years )

C. Only company of Indian origin to file patents in field of Fragrance and Novel Aroma Molecules

L



Well Equipped Creative Centers Kev;)

Cosmetic Lab Fragrance Creation Application and Evaluation

T

_ !.a ]

[ ¥ S—

ii'i

Quality Control Lab Market Research Application and Evaluation




Efficient Raw Material Sourcing & Supply " v)
Chain

Internation
al
Suppliers
—43.0%

Library of ¥
Raw
Materials :

, 1,200+

Domestic
Suppliers
- 57.0%




Scalable Manufacturing Operations Keva

Vapi, Gujarat

Site Area - 18 acres

* Fragrance - Total installed
capacity of this manufacturing
unit is 2,064 TPA

» Capacity Utilisation! — 35.8%
in FY15

Netherlands

IFRA
' eﬂrﬂp"ﬁﬂt#

Raigad, Maharashtra :- | Barneveld, The Netherlands

: w Mumbai, Maharashtra ' -
» Site Area - ~11 acres + Site Area - ~37 acres * One manufacturing facility
. B P ; » Fragrance Unit with a musk unitand a
Z_’;g’;‘}“;: w2 nstalled capagly St — Total installed capacity is 10,342 TPA multi-purpose unit
~ Capacity Utilisation — 44.2% in FY15 + Total Capacity of the two
+ Capacity Utilisation —40.5% in FY15 « Flavour Unit units is 1,650 TPA
' — Capacity — 1,164 TPA » Capacity Utilisation —
— Capacity Utilisation — 34.0% in FY15 77.2% in FY15

A ==msse B

Note : Company has expanded its Vapi facility and had a capacity utilisation of 88.7% represents in FY14 pre expansion 20




Areas of Strategic Focus

Accelerate growth
through strategic
acquisitions and

partnerships

 Supplychain
optimisation

Continue growth in
market share

Strengthen innovation
platform to enhance
products portfolio

Expand presence in
the branded small pack
portfolio




Future Strategy Kev;)

o Continue growth in market share

* Focus on retaining current domestic market leadership and enhancing market share in Fragrance industry in India and emerging markets
like Asia, Africa & Middle East

+ Introduction of new products in both the fragrance and flavour segments
* Investment in sales resources and infrastructure in the emerging markets of Asia and MENA

+ Strengthening of technology platforms to increase impact and longevity of product delivery

Strengthen innovation platform to enhance products portfolio

New product innovations and developments through close coordination between the research and marketing teams
Establish additional creation and development centers both in India and overseas

Strategy to leverage its research and development capabilities to develop and enhance product offerings and increase revenue and
improve profit margins

Expand presence in the branded small pack portfolio

Increase the number of branded small pack customers by deepening the distribution network and implementing a new sales strategy

+ Introduction of new products to its branded small pack customers

22




Future Strategy Kevz)

Supply chain optimisation

+ Dynamic finished product forecasting to anticipate customer orders
» Strengthening sales and operations planning by implementing new processes and tools
* Product portfolio rationalisation

* Raw material management

o Accelerate growth through strategic acquisitions and partnerships

+ Strategic acquisitions to extend its current portfolio of products, strengthen technological platform and broaden the flavour business
* New acquisitions to provide access to new markets and help increase market share in Indian and global fragrance and flavour industry

* Acquired PFW in Netherlands in 2011, and plans to exploit its strong potential comprising business capabilities, experience and database

23
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Strong Management Team Kev?)

i

Management Team — Best-in-class experience

Poul Spierings Makarand Patwardhan
Executive VP — Aroma Ingredients VP- Operations & SCM
Kedar Ramesh Vaze - Exp. - 27+ Yrs Exp. — 29+ Yrs
Whole time Director & Group CEO
iy s Pramod Davray Indrajit Chatterjee
Executive VP - Fragrance India Group CHRO
Tapas Majumdar Exp. - 38+ Yrs Exp. — 20+ Yrs
Executive VP & CFO
A S Mohan Sapre Anurag Yadava
Senior VP — International Fragrances General Manager — Flavours
Exp. - 30+ Yrs Exp. — 22+ Yrs

SHK has placed significant importance on developing human resources through

workshops and individual development plans

Received the award for “Best HR Strategy In Line with business” at the Global HR Excellence Awards, 2015

Received the award for “Dream Companies to Work For (Manufacturing)” by the Human Resource Development
Congress in 2015

24




Independent Board

Details of Board of Directors

Promoter Directors | Blackstone Directors

il
] P
i A

Ramesh Vaze
Managing Director

Amit Dixit
Director

Kedar Vaze
Whole time Director

Amit Dalmia
Director

Prabha Vaze
Director

Independent Directors

Nitin Ram Potdar
Independent Director ISR
Jairaj Manohar
Purandare
Independent Director
Dalip Sehgal S
Independent Director: : =i s o
Sangeeta Kapiljit
Singh .
Independent Director
ALENERELGERS B . RS TS W
Independent Director

Board composed of luminaries and industry veterans

High corporate governance — More than 50% of the Board composed of Independent Directors

Gende_r diversity - 3 women Directors of which 2 are Independent Directors
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Consolidated Summarized P&L Statement Ke"?)

“
Y-0-Y Y-0-Y

Revenues from Operations 658.1 598.3 10.0% 229.0 195.4 17.2%
Other Operating Income 24 1.5 61.8% 1.0 0.4 131.8%
Total Income 660.5 599.8 10.1% 230.1 195.9 17.5%
Total Expenditure 552.3 514.2 7.4% 188.7 179.4 5.2%

- Raw Material expenses 362.3 326.4 11.0% 120.3 WeFE 1 3%

- Employee benefits expense 82.2 84.5 -2.6% 29.1 27.6 5.5%

- Other expenses 107.8 103.3 4.3% 39.3 332 18.5%
:;?lﬁ:xl::f:triz:;'l‘iet:;mzome, el 108.2 85.6 26.3% 414 16.4 151.8%
Other Income 5.0 9.3 -46.4% 2.4 1.4 75.0%

- Exchange gain (net) 3.1 7.4 -58.4% 1.6 1.1 39.6%

- Others 1.9 1.9 -0.5% 0.8 0.3 232.0%
EBITDA 143.2 94.9 19.2% . 43.8 17.8 - 146.0%
EBITDA margin (%) 17.1% 15.8% 131 bps 19.0% 9.1% 994 bps
Finance Costs 13.0 12.9 1.0% 32 3.4 -5.6%
Depreciation and Amortisation 21.8 20.5 6.1% 71 7.9 -9.4%
PBT before extraordinary items 784 61.5 27.4% 334 6.5 414.0%
- Sale of Property 0.8 10.2 -91.8% - - -
PBT after extraordinary items 79.2 71.7 10.5% 33.4 6.5 414.0%
Tax expense 25.1 222 12.9% 10.0 20 412.8%
PAT 54.1 495 9.4% 23.4 4.6 414.5%
PAT Margin (%) 8.2% 8.2% (5) bps 10.2% 2.3% 785 bps
Net Operating Profits after Tax (Before
Sale of Property and Prior period Tax 53.3 39.2 36.1% 234 4.6 413.4%
credit)

(Rs. crore) 28



Key Developments

Board of Directors consider and
approve the acquisition of Hi-Tech

Patent granted by US Patent office
for Novel compounds with

Technologies (HTT) comprising of olfactory properties

Flavours Division

« HTT is a Mumbai-based entity and in the « The United States Patent and Trademark
business of Manufacturing and Sales of Office has granted a patent to the Company for
Flavours — it has a manufacturing facility in novel compounds with olfactory properties
Daman with FSSA licence and has presence reminiscent of lily of valley
throughout India

« HTT's forecast revenue for FY 2016 is Rs. 22

crore with margin in line with industry * Such an achievement will enable the Company

to exclusively use these compounds to

benchmarks

Acquisition would be on a slump sale basis, for
a net aggregate consideration of Rs. 28.6
crore. Acquisition is targeted to close in Q1 FY
2017

Acquisition in-line with the Company’s plan to
pursue strategic tuck-in acquisitions to grow
the Flavours business

replicate specific aromas in its fragrance
products - enhancing SHK’s ability to create
winning fragrances with unique signature notes

29



9M FY2016 Financial and Operational *-)

. : Keva
Discussions y

+ Total Income increases by 10% to Rs. 661 crore; growth on constant currency basis is 13%
o Y-o0-Y growth of 14% in domestic and 7% in overseas markets contributed to results
o Performance driven by the Fragrance segment — registers a growth of 11% in the segment led by healthy
performance in the domestic and overseas markets
» EBITDA stood higher at Rs. 113 crore, up by 19%

o EBITDA margins improve to 17.1%, higher by 131 bps as compared to 15.8% in the same period last year primarily
owing to better realizations witnessed in the overseas markets. In addition, control on expenses which grew by 1.2%
Y-0-Y assisted improved performance in margins

+ PBT (before extraordinary items) improves by 27% to Rs. 78 crore

o Extraordinary items in previous nine month period included one-time income of Rs. 10 crore from sale of real estate
property

* Net Operating Profits after Tax (Before Sale of Property and Prior period Tax credit) higher by 36% to Rs. 53 crore

« Balance sheet position significantly strengthened post IPO — Net Debt of Rs. (21) crore as of 31 December 2015

o Successfully completed an IPO in November 2015, the proportion of fresh share issue resulted in inflow of Rs. 210
crore

o |IPO proceeds to be used for paying down debt — full impact to be witnessed in the coming quarters

30




Revenue & EBIT Performance — Q3 &

OMFY16

261 242
I I 19

Total Fragrance Flavour

Y-0-Y
Growth

20%*

19%* I 35%*

35 33
R = ’

Total Fragrance Flavour

Y-0-Y

[+]
Growth 261 %

266% ‘ 213%

(Rs.crore)  'Includes Inter company

735 690
]J_L

Total Fragrance Flavour

Y-0-Y
Growth

11%*

11%* ’ 3%*

7
Total Fragrance Flavour
Y-0-Y by o o
Growth 31% 34% ’ 3%

Fragrance division forms
~94% of Total Revenues ~
key revenue driver for the

period under review

9M FY 16 Revenue growth at
10%; Constant currency
growth higher at 13% —
fragrance overseas business
recorded lower rupee
realisations owing to

depreciating Euro

Registered strong growth in
profitability led by better
realizations witnessed in the
overseas markets and better

cost controls

31




Fragrance Division

(Rs. crore)

m Revenue

E n EBIT e

9M FY16 9M FY15

Y-0-Y

V) (V)
Growth Rev. growth 11 % | EBIT growth 34%

* Division reported 11% growth in 9M FY 16 — domestic and overseas revenues

up 14% and 7% respectively

Euro

10% in 9M FY15
*Includes Inter company

Overseas &

37%

:

i » Overseas business recorded lower rupee realisations owing to depreciating

:

| » Segment registered healthy growth in EBIT margins — at 12% in 9M FY16 vs
1

Domestic
63%




u " " ‘h
Flavour Division Keva)

(Rs. crore)

Domestic
43%

Overseas
57%

®Revenue

; = EBIT !

9M FY16 OM FY15

Rev. growth 3 % EBIT growth 3%

....................................................................................................................

i » Segment registers 3% increase y-0-y — domestic business grew 12% however i
exports adversely affected due to political and economic scenario in Middle ;
East _ {

|
I
I

|
|

|

|

|
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Financial Snapshot Keva}

Cash flow from Operations 3.3 103.1
Cash flow from investing activities (37.8) (33.3) (63.7) (17.3) (18.2) ;
Net 35.5 69.8 (31.6) 44.4 19
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Financial Snapshot Keva
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Key Financial Ratios

Note:

Keva

EBITDA margin (%) = 17.9

PAT Margin (%) 9.2 10.4
Debt to Equity 0.31 0.38
Debt to EBITDA 1.1 1.3
Return on Networth (%) 16.2 18.3
Return on Capital Employed (%) 211 21

7.7
0.41
1.5
13.5
17.6

17.3

Return on Networth is calculated as: PAT/ Average Networth. PAT annualized for 9M FY16 calculation.
Return on Capital Employed is calculated as: EBIT/ Average Capital Employed. EBIT annualized for SM FY16

calculation.
No Net Debt at end of Dec 2015
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Key Highlights

Largest domestic fragrance producer in India with market share of ~20.5% (CY13)
Overall F&F market share of ~12.0% (CY13)

Emerging flavour producer in India with exports to 15 countries

Comprehensive Product Portfolio; diverse customer base without any concentration

Established long term relationships between F&F companies and their customers, especially FMCG\
companies
increasingly stringent regulatory environment with strict quality standards for large players

New customer acquisition time is very high for organized multinational and large Indian corporate fragrance
and flavour companies

N

Promoters - Mr. Ramesh Vaze and Mr. Kedar Vaze, have over 40 and 19 years of experience in the fragrance
and flavour industry, respectively

Highly experienced senior and mid-level management with an average work experience of over 20 years

Total market size of the Indian fragrance and flavour industry is estimated at Rs 38.05 billion, with Indian
fragrance and flavour markets having grown at a 10.1% and 10.4% CAGR respectively over the last 4 years

Increasing population, rising literacy levels, disposable income, changing lifestyle etc. to act as major key
drivers for growth of the Indian F&F industry

Company's formulations are an integral part of FMCG's brand defining product attributes

Comprehensive product portfolio and an extensive library of product formulations created over 90 years
18 scientists strong R&D, developed 12 molecules and filed patent applications for 3 molecules
Efficient Raw Material sourcing Capability

Modern Manufacturing facilities with headroom for growth

Regulatory compliant Robust Infrastructure and Compliance Systems
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Corporate Structure

S H Kelkar and
Company
Limited

PFW Aroma
Chemicals B.V.

“(Netherlands).

PT SHKKeva
Indonesia
(Indonesia)




About Us Kev;)

y

S H Kelkar and Company Limited (SHK) is the largest Indian-origin Fragrance & Flavour Company in India*. It has a long standing reputation in the
fragrance industry developed in 90 years of experience. Its fragrance products and ingredients are used as a raw material in personal wash, fabric care,
skin and hair care, fine fragrances and household products. Its flavor products are used as a raw material by producers of baked goods, dairy products,

beverages and pharmaceutical products. It offers products under SHK, Cobra and Keva brands.

The Company has a strong and dedicated team of 18 scientists, 12 perfumers, two flavourists, evaluators and application executives at its facilities and
five creation and development centers in Mumbai, Bengaluru, The Netherlands and Indonesia for the development of fragrance and flavour products.

Their research team has developed 12 molecules over the last three years, of which the Company has filed patent applications for three.

In FY2015, SHK created, manufactured and supplied over 8,000 fragrances, including fragrance ingredients and flavours for the personal and home
care products, food and beverage industries, either in the form of compounds or individual ingredients. The Company has over 3,700 customers for
fragrance and fragrance ingredients products, including, among others, Godrej Consumer Products Limited, Marico Limited, Wipro Consumer Care and

Lighting Limited, Hindustan Unilever Limited, VINI Cosmetics Private Limited and J.K. Helen Curtis Limited.

For further information please contact:

Ms Deepti Chandratre ’ Anoop Poojari / Snighter A

S H Kelkar and Company Limited CDR India

Tel: +91 22 2167 7777 Tel: +91 22 6645 1211/1250
Fax: +91 22 2164 9766 Fax: +91 22 6645 1213
Email: deepti.chandratre@keva.co.in Email: anoop@cdr-india.com

snighter@cdr-india.com
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