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Forward-looking statement

In this Annual Report, we have disclosed forward-ooking information to enable invesfors to comprehend our prospects and
take informed investment decisions. This report and other statements - written and oral - that we periodically make, contain
forward-looking statements that set out anticipated results based on the management's plans and assumptions. We have
tried wherever possible to identify such statements by using words such as ‘anticipates’, ‘estimates’, ‘expects’, ‘projects’,
‘intfends’, ‘plans’, ‘believes’ and words of similar substance in connection with any discussion of future performance. We
cannot guarantee that these forward-ooking statements will be realised, although we believe we have been prudent in our
assumptions. The achievement of results is subject fo risks, uncertainties and even inaccurate assumptions. Should known
or unknown risks or uncertainties materialise, or should underlying assumptions prove inaccurate, actual results could vary
materially from those anticipated, estimated or projected. Readers should bear this in mind. We undertake no obligation
to publicly update any forwardHooking statements, whether as a result of new information, future events or otherwise.
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An entirely
ordinary
Tuesday 1n the
lite of a pen.

|

8:12am  10:46am  1:20 pm  4:05 pm 7:40 pm  11:03 pm  12:00 am
It started with the It corrected the It sketched It signed an It wrote three It circled a date By midnight, it
examination. destination on a a missing appointment difficult words: on a calendar. was inside a
dispatch nofe. component on a lefter. ‘| am sorry.’ drawer.

factory floor.

The pen had no idea what it
had moved forward.
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The
ordinary
pen.

[LINC|

Few powerful thm?s are
treated casual
Borrowed without permission.
Carried without thought.
Chewed during decisions.
Spun during meetings.
Lost when most needed.
Found when nobody remembered buying it.

=

Lives in schoolbags, shirt pockets, shop counters,
reception desks and kitchen drawers.

Ordinary enough to be everywhere.
Important enough to be missed immediately.

=

Nobody notices the pen.
Untl.

Undl there is nothing to write with.
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Just a pen
for most.

Thas single

mstrument

has shaped
history.

A Constitution was
written by hand.

The Constitution of India was
painstakingly calligraphed by
Prem Behari Narain Raizada,
who spent nearly six months
writing the original manuscript
by hand. Every carefully crafted
stroke of the pen helped shape
the world’s largest democracy,
creating a document that
confinues to guide over 1.47
billion people.

A pen helped bring

[LINC|

astronauts safely home.

During the Apollo 11 mission
in 1969, astronaut Buzz Aldrin
used a simple feltfip pen to
activate a damaged circuit
breaker inside the lunar module
after a switch had accidentally
broken. That seemingly ordinary
writing instrument powered

the ascent engine, enabling
humanity’s first crewed return
from the Moon.

Fifty-six signatures
changed the course of
history.

The United Stafes Declaration of
Independence brought together
56 signatures on a single
documenteach representing an
extraordinary act of conviction.
More than ink on parchment,
those signatures marked the
birth of a nation and became
enduring symbols of courage,
unity and democratic ideals.

e

Picasso - The napkin
story

Picasso once sketched on a
napkin for an admirer and

then asked for a million francs.
Shocked, she said, ‘How can
you ask for so much? It ook you
five minutes to draw this!’

Picasso replied: ‘No, it took me
40 years to draw this in five
minutes.” A reminder that true
mastery is built over years - and
reflected in every sfroke.

Annual Report 202526 | 7



Every classic once began
as a handwritten page.

Long before his novels became
literary masterpieces, Charles
Dickens wrote them entirely by

hand using a quill pen and ink. His
surviving manuscripfs reveal countless
edits, rewrites and annotations,
demonstrating that some of the
world's greatest works of literature
were crafted one handwritten
sentence atf a fime.

A handwritten manuscript
created a global literary
phenomenon.

Before Harry Potter became a global
phenomenon, J.K. Rowling first
developed the sfory by hand. Even
the earliest ideas for Hogwarts were
famously scribbled on an aeroplane
sick bag - proving that extraordinary
stories often begin with nothing more
than a pen and an idea.

Every loved character first
existed as a sketch.

Before Mickey Mouse, Cinderella,
Simba or Elsa came fo life on screen,
they began as hand-drawn sketches.
At Walt Disney Studios, simple
pencil strokes evolved info timeless
characters, showing how every
iconic creation starts with an idea
captured on paper.

8 | linc Limited

Every invention began as
a sketch.

Centuries before modern engineering
tools existed, Lleonardo da Vinci filled
notebooks with infricate hand-drawn
sketches of flying machines, bridges,
armoured vehicles and mechanical
devices. Many of his ideas were
centuries ahead of their fime, proving
that innovation often begins not in a
laboratory, but on a blank sheet of

paper.

[LINC|

Products

belong to
years.

Brands
belong to
generations.

One generation knew Linc Supreme.
Another made Glycer a part of everyday writing.
A younger India discovered Pentonic.

Pens changed. Designs changed. Price points
changed. Stores changed.

One sentence did not: ‘Give me Linc.’

Annual Report 2025-26 | Q
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eneration

as had a
lLinc
moment
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“Maa, I need a pen for
tomorrow’s exam.”

She tested a Linc Hi School
Gel on the newspaper. Just a

scribble.

“Take this. Safe. One less thing
fo worry about.”

“Uncle, woh blue wala
please.”

The refailer reached for Linc
Clycer. Before the sentence
complefed.

Some products are purchased.
Others ...become habits.

“Should I write it or
draw 1t?”

The teacher handed her a Linc
Twinn.

‘Both!’

12 | linc limited

“The next class will be
harder.”

Her grandmother handed her
a box confaining a Pentonic
Compass, mechanical pencil,
Swype Highlighter and Linc
Calculator.

"You need to be prepared with
better tools.”

“Can I borrow your
Pentonic Ball Pen?”
The entrepreneur asked.

It was returned with the name of

a new business written on the
first page of a nofebook.

“The presentation 1s
ready.”

She picked up a Swype
Whiteboard Marker, circled one

number and said:

“Now it is.”

[LINC|

Across five decades, the
conversations changed.
The classroom became a
workplace.

The pencil box became a desk
drawer.

The pen was jomed by
pencils, markers, highhighters,
mathematical instruments and
calculators.

The request at one time:
“Ek pen deejiye.”
Today, it has evolved:

“Linc chaahiye.”

Annual Report 202526 | 13



Fifty years ago,
Linc entered
‘the writing
mstruments
business.

~062.59

crore, India’s population in 1976

What writing looked like
Lefters travelled by post
Exams were written entirely by hand
Shopkeepers maintained physical ledgers
Doctors wrofe prescriptions
Offices recorded minutes in registers
Engineers and architects drew plans by hand
Applications were filled on paper
Diaries recorded personal memories

Signatures approved decisions

What Linc saw
A country becoming more educated.
More people entering classrooms.
More businesses being created.

More communication needed.

Linc built its
business around a
simple belief: More

people would have
more reasons to
write.
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~147.78

crore, India’s population in 2026

What writing looks like today
Students solve, underline and revise
Professionals annotate and present

Entrepreneurs sketch ideas and business plans
Designers draw before they create

People journal, doodle and make lisfs
Teams brainstorm on whiteboards
Documents still need signatures
Examinations still need pens
Learning uses pencils, markers, highlighters,

mathematical instruments and calculators
alongside pens

What changed

The world became digital.
Writing became broader.

The need fo think, learn, create
and express remained.

What Linc became

From writing instruments fo a wider world of
stationery and learning tools.

16 | linc Limited

Where Linc goes from h

India will become more literate.
Aspirations will rise.
learning formats will evolve.
Workplaces will change.

New forms of creativity will emerg

[LINC|

ere

=

Consumers will expect better design,

functionality and choice.

Linc will respond

Widening its product categories
Strengthening its brands

Deepening its distribution

Expanding its infernational presence

Creating for the next generation of students,

professionals and creators

Annual Report 2025-26 | 17



1

Linc complefed 50
years, but the report
is more concerned
with the next phase
than the previous

- p

9 Five lines worth 1
underlining before
you read this
Annual Report.

5

As these platforms
scale, their
confribution will
become more visible
in the Company’s
performance.

lts infernational
growth architecture
increasingly
comprises
parterships, joint
ventures and owned
operations across
multiple markefs.

The Company
profected its revenue
scale during a
demanding year,
even as profitability
absorbed operating

pressures. 8

Linc continues to reinvent itself from
a writing insfruments company info a
comprehensive stationery proposition.

18 | Linc Limited

CORPORATE SNAPSHOT

LINC.

More than just a participant in India’s writing
mstruments industry; a company that helped redefine
the category through innovations ahead of their time.

[LINC|

More than a
manufacturer of
conventional pens

A company that pioneered
India’s first plastic ballpoint
pen, infroduced one

of the counfry’s earliest
directill pens, expanded
the market with gel, roller
and refractable writing
fechnologies, and brought
international innovation
closer fo Indian consumers
through its long-standing
technical collaboration
with Mitsubishi Pencil Co.,
Japan.

More than a company
competing on price
A brand that reshaped
category price points,
making advanced writing
technologies accessible to

millions of consumers across

India.

More than a company
launching new products

A brand that introduced
differentiated formatsfrom
refillable pens and pen-
and-pencil combinations
fo stylus-enabled writing
instruments-anticipating the
evolving needs of modern
users.

More than a company
responding to changing
consumer preferences

A brand that recognised
the growing importance
of design, proving
through Pentonic that an
affordable writing instrument
could also embody
premium aesthetics,
superior ergonomics
and a disfincfive writing
experience.

More than a company
with a five-decade
legacy

A company that has
continually broadened its
portfolio beyond pens to
include pencils, markers,
highlighters, mathematical
instruments and
caleulators, evolving into a
comprehensive stationery
solutions provider.
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LIN

From pioneering writing instruments to shaping
complete stationery solutions.

20 | Linc Limited

What drives us

Vision

To empower people
fo express themselves
better and create a
happier world by
providing innovative,
quality and affordable

solutions, conveniently

Mission

To become the top
Superbrand in the
country, recognised
worldwide and to be
an affractive proposition
for stakeholders and
business pariners fo
align with Linc.

Values that define us

Customer delight

We listen closely,
respond thoughtfully
and sfrive fo exceed
expectations.

Dedication

We remain committed
fo excellence and give
every responsibility our
best.

Integrity

We act with honesty,
faimess and strong
ethical principles in
every decision.

Innovation

We continuously
improve our products,
processes and solutions
fo create greater value.
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Our background

Linc’s story is one of
continuous reinvention
across five decades.

Established in 1976

by Mr. Suraj Mal Jalan,
the Company evolved
under the leadership of

Mr. Deepak Jalan into

one of India’s established
branded writing insfruments
companies.

Over the years, Linc
strengthened ifs identity
through product innovation,
manufacturing scale, an
extensive frade network
and enduring relationships
with consumers and global
parfners.

What began as a writing
instruments business is
steadily evolving info

a broader stationery
proposition, extending Linc's
relevance across writing,
learning and everyday use.

Product portfolio

Linc’s portfolio reflects the
widening ways in which
consumers write, leamn,
create and work.

The Company offers a
diversified range spanning
gel pens, ball pens,
markers, mechanical
pencils, files, folders and
other stationery products.

Designed for students,
professionals and everyday
users, the portfolio
combines functionality,
quality, affordability and
contemporary design across
mass and premium price
points.
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The portfolio comprises
owned and licensed brands
across writing instruments
and adjacent stationery
categories, enabling

Linc to address diverse
consumer needs and usage
occasions.

Manufacturing
capabilities

Behind every linc product
is a manufacturing platform
built for scale, consistency

and quality.

The Company operates
infegrated manufacturing
faciliies at Umbergaon

in Gujarat and Serakole
in West Bengal, with

a combined annual
production capacity of 60
crore pens.

At the consolidated level,
the Group operates three
manufacturing facilities,
comprising two operated
by the Company and one
through its subsidiary.

This manufacturing base

is complemented by a
nationwide distribution
network comprising 40
channel partners, 4,483
distributors and 397 sales
professionals, enabling Linc
to serve more than 2.60
lakh retailers across India.

Pan-India reach

Linc's strength lies not only
in what it makes, but in
how widely it reaches.

The Company’s nationwide
distribution architecture
connects it with channel
partners, distributors,
retailers and consumers
across India.

Supported by an
experienced sales team
and a widening market
presence, this nefwork
enables Linc fo make ifs
products available across
traditional stationery outlets,
modem retail formats and
emerging sales channels.

This extensive reach helps
the Company remain
accessible across markets,
consumer segments and
price poinfs.

Expanding global
footprint

Linc has progressively taken
an Indian writing instruments
brand fo consumers across
the world.

The Company has built

an infernational presence
across more than 50
countries, spanning South
East Asia, the Middle
East, the United States, the
United Kingdom, Europe,
South America and Africa.

lts international architecture
increasingly extends
beyond exports to include
strafegic partnerships,

joint ventures and owned
operafions across selected
markets.

This evolving global
presence strengthens Linc's
access fo new consumers,
product capabiliies and
growth opportunities.

Strategic partnerships

Linc’s growth has also
been shaped by its
ability to build enduring
relationships with global
stationery leaders.

These partnerships
strengthen the Company’s
access fo international
products, technologies,
design capabilities

and markets while
complementing its
manufacturing and
distribution strengths.

Market listing

Linc Limited is listed on
National Stock Exchange of
India and BSE limited.

The Company’s market
capitalisation stood at
%514 crore as of 31
March, 2026.

Quality assurance
Quality is embedded in the

way Linc manufactures, tests
and delivers its products.

The Company’s commitment
to quality is reinforced

by its ISO 9001:2008
certification, reflecting
adherence to defined
quality management
systems and consisfent
manufacturing practices.

This quality discipline
supports Linc's ability

to deliver dependable
products across markets,
cafegories and consumer
segments.

Mitsubishi Pencil Co.
Ltd., Japan: Linc’s long-
standing relationship
with Mitsubishi Pencil
progressed into a
strategic joint venture.
The partnership combines
Mitsubishi Pencil's
product and fechnology
capabilities with Linc's
manufacturing strength
and understanding of
the Indian market. The
joint venture gained
encouraging fraction

during FY2025-26.

Our sales by
geography, FY2025-26

India 82.81%

[LINC|

Deli: Linc's association
with Deli provides access
fo a wide portfolio across
stationery categories,
supporting the Company's
evolution beyond writing
instruments and widening
its relevance in the
broader sfationery market.

Shareholding pattern
(as on 31 March, 2026)

Promoters 61.0%

B Exports 17.19%

B Mitsubishi Pencil Co.
ltd.13.5%

B Investor Education and
Protection Fund 0.3%

NRIs, Flls efc. 1.3%
B Other Public 23.9%
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How we performed across the four quarters of FY2025-26

Revenues (3 crore)

136 134

125 137

EBITDA (Z crore)

14 18

Quarter 2

OUR JOURNEY

14 20

Quarter 4

Lvery decade deepened
Linc’s relevance

1976-1985

Making a determined
beginning

1986-1995

From an Indian beginning
to a global partnership

Linc’s journey began in 1976. In 1978, it
infroduced Linc Supreme, India’s first plastic
ballpoint pen, setting a new benchmark

in writing instruments. The establishment of
its first manufacturing facility at Serakole
near Kolkata in 1984 laid the foundation
for the Company’s longterm manufacturing
capabilifies.

24 | linc limited

Linc strengthened its global outlook through
a strategic partnership with Mitsubishi
Pencil Co. ltd., Japan, in 1992. The
incorporation of Linc Pen and Plasfics
Limited in 1994, followed by its IPO and
stock exchange listing in 1995, reinforced
its insfitutional foundation and growth
ambitions.

Profit after tax (% crore)

/ 10

[LINC|

3 12

EBITDA margin (%)

10.29 13.43

Quarter 2

1996-2005

Manufacturing scale. Product
disruption. Global recognition

11.20 14.59

Quarter 4

2006-201)

Building a brand recognised across
generations

The Goa manufacturing facility commenced
operations in 1996. Linc fransformed the
gel pen market with an affordable launch
in 2001, secured Walmart certification
and exports in 2003, pioneered India’s first
branded sfationery retail outlef in 2004,
and received the ICICI BankCNBC TV18
Emerging India Award in 2005.

Linc strengthened its brand with the success
of Linc Clycer, celebrity endorsement

by Shah Rukh Khan, and the first IPL
association by a writing instruments brand.
The period also saw the commissioning

of the Falta SEZ facility, Mitsubishi’s equity
investment, NSE listing, and its recognition
as a Two Star Export House.
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Our credible

[LINC|

performance at a glance

Profit after tax

(% crore)

Revenues
(% crore)
487
502
531
532

Performance: Revenues remained broadly
stable, at 532 crore in FY2025-26.

37.40
34.11
38.66

36.61

Performance: Profit after tax stood at 236.61
crore in FY2025-26.

EBITDA margin
(%)

EBITDA
(% crore)
64.84
62.58
68.29
66.04

Performance: EBITDA declined to ¥66.04 crore
in FY2025-26 as compared to ¥68.29 crore in
FY2024-25

ROCE
(%)

28.0

23.0

22.7

19.5

Performance: The Company reported a 320
bps decrease in ROCE to 19.5% in FY2025-
26.

13.3

12.5

12.8

12.4

Performance: The Company reported an
EBITDA margin of 12.4% in FY2025-26, a

decline of 40 bps over the previous year
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MANAGING DIRECTOR'S MESSAGE

In conversation:
Reflections on

FY2025-26 and

the road ahead by
Deepak Jalan

28 | linc limited

A YEAR OF STRATEGIC RESTRAINT

Q. FY2025-26 has
been described as a
moderate year for Linc
financially. Could you
help us understand
what really drove that?

A. The moderation you are
referring to was largely

a function of external
markef dynamics, not any
weakness in our execution
or in our demand-creation
efforts. The writing
instruments industry saw
some fairly aggressive
pricing from competitors this
year, and that put pressure
across the market.

Q. Why Linc did not
respond in kind and
compete on price?

A. We could have. But we
made a conscious choice
not fo participate in what |
would call an unsustainable

price war. Our brand
equity, our product quality,
and our profitability are

not things we are willing

to trade away for short-
term volume. Sacrificing
long-ferm value fo chase

a quarter or two of market
share gains would not have
served our stakeholders
well, and frankly, it is not
who we are as a company.

Q. Was that a difficult
call to make, given the
competitive pressure?

A. lt required discipline,
yes. But it also reflected

a certain confidence -
confidence in our brands,
in our long-ferm strategic
direction, and in the fact
that consumers and channel
partners recognise quality
over time, even when
shortterm noise suggests
otherwise.

[LINC|
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RESPONDING
THROUGH
INNOVATION,
NOT
DISCOUNTING

Q. If price wasn’t the
lever, what was?

A. Innovation and portfolio
expansion. Rather than
reacting defensively fo
competitive pricing, we
kept investing in product
development throughout the
year. We are convinced
that sustainable growth
comes from differentiated
offerings, not discountled
selling. That belief only gof
reinforced this year.

Q. Can you give us
a sense of what that
looked like in practice?

A. We infroduced multiple
new products and entered
new cafegories fo widen
our footprint across the
stationery ecosystem.
These were not just about
incremental revenue in the
near term - they were about
opening newer avenues of
growth that sit outside our
traditional strengths.

BUILDING

A LARGER
STATIONERY
PORTFOLIO

Q. There seems to be a
deliberate move away
from being seen purely
as a pen company.

30 | Linc Limited

A. That is exactly right.
Our long-term vision
extends well beyond being
recognised solely as a

pen manufacturer. This
year, we accelerated our
efforts to build a genuinely
comprehensive stationery
porifolio.

Q. What new
categories has this
brought in?

A. This is a mix of new
categories and new
variants in categories
infroduced in the previous
year. Mechanical pencils,
geometry boxes, folders,
twist crayons, graphite
pencils and markers. Taken
together, this broader
portfolio lets us capture a
larger share of customer
spending, and it reduces
our dependence on any
single product category.

Q. Is that diversification
a defensive move or an
offensive one?

A. Both, in a sense. It builds
resilience, but it is also
offensive - it gives us more
shelf space, more reasons
for retailers to work with us,
and more touchpoints with
the consumer. We believe
this will create a stronger,
more resilient business over
the coming years.

STRENGTHENING
THE TIES WITH
MITSUBISHI
PENCIL COMPANY,
JAPAN AS A INDIA
JOINT VENTURE

Q. The India Joint
Venture reached an
important milestone this
year.

A. Yes, production
commenced through the JV,
and products manufactured
through it reached the
market for the first fime in

FY2025-26.

Q. What was the
flagship product to
come out of this?

A. The new refractable
Uniball pen at the 320
price point. It was designed
specifically with Indian
consumers in mind, but also
with an eye on broader
Asean markes.

KEEPING
PENTONIC
RELEVANT

Q. Pentonic is one of
your flagship brands.

How did it perform this
year?

A. Sales volumes remained
largely stable, but stability
alone is not enough for

a flagship brand - we
recognised the need to
inject greater excitement
info the range rather than
simply coasting on ifs
existing equity.

Q. What did that
look like?

A. We infroduced themed
based new designs of
Pentonic Gel Pens aimed
specifically at school-going
consumers. And rather than
freafing that as a one-off
launch, we are building

a continuous refresh cycle
-around 10 fo 15 new
designs are planned over
the coming months.

Q. What is the thinking
behind such a high
cadence of new
designs?

A. Younger consumers
respond fo freshness. Our
objective is o keep the
brand contemporary and to
creafe stronger engagement
among that segment, rather
than lefting the range feel
stafic year affer year.

REIMAGINING
SALES CHANNELS

Q. Let us move to
distribution. Modern
Trade has been
highlighted as a growth
area.

A. It has been one of our
fastestgrowing channels

in FY2025-26. Given that
performance, we plan fo
increase our investment and
strengthen our presence
across organised refail
formats. We see Modern
Trade becoming an
increasingly imporfant

contributor fo domestic
growth going forward.

Q. And on the digital
side - e-commerce and
quick commerce?

A. Consumer buying
behaviour is shiffing rapidly
towards online and instant
delivery, and we have
recognised that structural
shift by significantly
increasing our focus here.
Platforms like Blinkit, Zepto,
Instamart, Amazon Now
and Flipkart Minutes have
become integral fo our
distribution strategy. We
see this as one of the
fastestgrowing opportunities
in Indian retail.

Q. You have also set
up a dedicated Venture
for e-commerce.

Why a separate
structure rather than
folding it info existing
operations?

A. Because digital
commerce requires
specialised execution, nof
freatment as an extension
of traditional distribution.
We have established this
subsidiary with one of our
distribution partners - Linc
holds 65%, the distributor
holds the remaining 35%.
The infent is fo improve
speed, efficiency and focus
across online marketplaces.

[LINC|

Q. There is also been
a restructuring of the
General Trade sales
organisation. What
changed?

A. From April 2026, we
are moving away from a
single sales force handling
the entire porifolio and
created two specialised
verticals instead. One feam
now focuses exclusively

on Linc and Pentonic.

The second concentrates
on Uni-ball and Deli. To
support this, we recruited
nearly 150 additional sales
professionals.

Q. What do you expect
this to deliver?

A. Better product

visibility, stronger refailer
engagement, improved
range selling, and deeper
market penefration. |
believe this focused
approach will meaningfully
improve our execution
quality over fime and also
the revenue.

INVESTING IN
LEADERSHIP AND
CAPABILITY

Q. You have also
brought in new
leadership this year.

A. Yes, we strengthened
our senior leadership team
across crifical functions

- exports, markefing and
General Trade sales all
saw key appointments.
Many of these leaders
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come from leading FMCG
organisations, and they
bring deep expertise in
branding, disfribution and
market execufion.

Q. Was this limited
to leadership, or did
it go deeper into the
organisation?

A. It went deeper.
Alongside leadership hiring,
we have also strengthened
our backend operational
capabilities. Together,

these investments should
improve our execution and
organisational effectiveness
over the coming years.

MANAGING
EXPORT
VOLATILITY

Q. Exports have
faced their own set of
challenges globally.

How has Linc navigated
that?

A. Export markets remained
volatile through the year
because of geopolitical
developments. A number of
our traditional markets saw
disrupﬂon from wars, Toriﬂs,
anti-dumping duties and
regional instability.

Q. How are you
responding to that
volatility?

A. Rather than continuing
to depend heavily on
uncertain geographies, we
have decided to gradually

32 | linc limited

re‘balance our export
porifolio. We are placing
greater emphasis on more
stable markets - Indonesia,
the Philippines, Saudi
Arabia and South Africa.
This strategy may fake fime
to show results, but it should
give us a stronger and more
resilient export business
over the medium ferm.

MANAGING
INFLATION
RESPONSIBLY

Q. Input costs have
been a challenge across
industries. How did that
play out for Linc?

A. We saw significant
inflation across key raw
materials - inks, pen fips,
packaging materials
and freight all moved up
meaningfully.

Q. Did you pass
that through fully to
customers?

A. No, and that was a
deliberate choice. We
implemented selective
price increases, but we
consciously absorbed

a portion of the higher
costs rather than passing
the entire burden on

to customers. It was a
balanced approach - one
that protected our channel
relationships while keeping
us competifive in the
marketplace.

MANUFACTURING
FOR THE NEXT
DECADE

Q. There is also a new
manufacturing facility
underway. Where does
that stand?

A. Construction progressed
significantly during the
year. Once operational,
the facility - approximately
1.5 lakh square feet -

will consolidate multiple
operations under one roof.

Q. What benefits do
you expect from that
consolidation?

A. Improved operational
efficiency, reduced
logistical complexity,

and more streamlined
manufacturing processes
overall. We have also
designed it with future
expansion in mind, so

we will have additional
capacity available
whenever demand requires
it. | do not see this as
merely another factory - it is
the foundation for our next
phase of manufacturing
growth.

CELEBRATING 50
YEARS OF LINC

Q. FY2025-26 marks
50 years of the Linc
brand. How are

you marking that
milestone?

A. We have launched

one of our largestever

dealer and distributor
engagement programmes
fo commemorate it. VWe
have allocated higher
promotional budgets and
sef more ambitious growth
targets specifically tied fo
this celebrafion.

Q. Is this purely about
celebrating the legacy,
or does it serve a

business purpose too?

A. Both. Beyond
recognising fifty years of
the brand’s legacy, these
initiatives are designed

fo strengthen our channel
relationships and accelerate
future growth. A milestone
like this is also an
opportunity to re-energise
the entire ecosystem around

the brand.

LOOKING

AHEAD WITH
CONFIDENCE

Q. As you look back
on FY2025-26 and
ahead to the new year,
how would you sum up
where Linc stands?

A. FY2025-26 presented its
share of challenges, there is
no doubt about that. But it
also laid the groundwork for
our next phase of growth.
Between new product
launches, expanded
manufacturing capabilities,
stronger sales infrastructure,
our investments in digifal
commerce, organisational
strengthening, and export
diversification, we are
collectively positioned more
favourably today than we
were a year ago.

MFB

SMOOTH
WRITING

#HarHathMe
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Q. What is the message
you would like to leave
with stakeholders?

A. We are enfering the
new financial year with
greater confidence, stronger
capabilities, and a clear
roadmap for sustainable,
long-term growth.
FY2025-26 was a year of
discipline. I believe it will
prove fo have been the

right kind of discipline.
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How Linc protected long-term brand value
instead of chasing shortterm volumes
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ANALYSIS #01

The courage
to stay out of a
price war

very industry has its moment of temptation - the

year when the easiest way to win looks like

the cheapest way to sell. This was that year for
writing instruments, and Linc chose not fo blink.

While competitors chased volume through aggressive
pricing, Linc held its ground. Nof out of stubbornness,
but conviction. Brand equity, once discounted away,
rarely returns at the same value. Product quality, once
compromised for a lower price point, is difficult fo win
back in the consumer’s mind.

So the Company made a quieter, harder choice:
profect what took decades to build, rather than trade
it for a few quarters of share. It meant walking a
moderate financial year with open eyes, knowing the
alternative would have cost more than it saved.

This was not caution. It was confidence - in the brand,
in the product, and in a simple belief that customers
ultimately return to value, not just price. Sometimes the
strongest move in a price war is the one where you
decline to fight it at all.

[LINC|

ANALYSIS #02

Beyond pens:
Building a complete
stattonery brand

The Company’s deliberate expansion into
adjacent stationery categories

A pen company can only grow as fast as the
pen category allows. Linc decided it no longer
wanted that ceiling.

This year, the portfolio widened deliberately -
mechanical pencils, geometry boxes, folders, twist
crayons, graphife pencils and markers all found their
place alongside the Company’s fraditional writing
instruments. Not as scattered experiments, but as
pieces of a larger design: a single brand meeting a
student, a professional, or a home, at every point of
their stationery needs.

The logic is simple and disciplined. Every additional
category is another reason for a refailer to stock Linc,
another shelf claimed, another basket that carries the
brand home. It reduces dependence on any single
product line and builds a business that can absorb a
difficult year in one category because three others are
carrying their weight.

It is, in effect, a quiet redefinition. Linc is no longer

asking fo be remembered as a pen manufacturer. It is
asking fo be recognised as the stationery brand India
reaches for, category after category, shelf after shelf.

Annual Report 2025-26 | 35



36 | linc limited

Swipe:
Entering the

marker segment

Why entering a mature category still presents

a growth opportunity

eing early has its advantages. But being right

is not reserved for the first mover - it belongs to

whoever understands the category best when
they arrive.

With Swipe, Linc stepped into a segment where ifs
presence had historically been limited: permanent
markers, whiteboard markers, highlighters and CD
markers, launched as a complete, considered portfolio
rather than a foken entry. The Company knew it was
arriving later than several competitors. It chose to
arrive well instead.

The early response has justified that patience. Markers
may be a mature category on the surface, but maturity
often masks room for a sharper product, a fresher
brand, a more attentive distribution push - exactly
where Swipe is placing ifs bets.

This is not a company chasing a trend lafe. It is a
company recognising that a large, growing category
rewards a credible new entrant just as much as if
rewards incumbents - provided that entrant respects
the category enough fo do it properly. Swipe is Linc's
answer to that opportunity.

ANALYSIS #04

Reinventing

distribution for the
digital consumer

The Company’s dual strategy around Modern
Trade, e-commerce and quick commerce

T he retail counter is no longer the only place a
pen finds ifs buyer. It might just as easily be a
phone screen, an app, a ten-minute delivery

window befween meetings.

Linc met this shiff on two fronts. Modem Trade, already
among its fastest growing channels, is receiving
sharper investment and a stronger push across
organised retail formats. Alongside it, e-commerce and
quick commerce - Blinkit, Zepto, Instamart, Amazon
Now, Flipkart Minutes - have moved from peripheral to
central in the Company’s disfribution thinking.

Recognising that digital commerce cannot simply be
bolted onto a traditional structure, Linc went further:
a dedicated joint venture, majority owned by the
Company, built solely to execute with the speed and
focus this channel demands.

Two strategies, one intent - meet the consumer
wherever they now choose to shop, without diluting
focus on either. It is less a pivot than a widening of the
front door, keeping pace with a retail landscape that
no longer waits for anyone to cafch up.

[LINC|
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The thinking behind creating two specialised
sales verticals and inducting around 150
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ANALYSIS #05

One sales team
was no longer
enough

additional sales professionals

A sales force strefched across too many brands
ends up doing justice to none of them. Linc chose
not to let that happen.

The General Trade organisation was split info two
specialised verticals - one dedicated entirely fo Linc
and Pentonic, the other focused on Uni-ball and Deli.
Each team now carries a sharper brief, a narrower
focus, and the depth of product knowledge that comes
from selling fewer things, better. Supporting this shift,
nearly 150 additional sales professionals joined the
organisation.

The rafionale is straightforward: range selling
improves when the salesperson understands the range
infimately. Retailer engagement deepens when visits
are purposeful rather than generic. Market penetration
follows naturally when focus replaces breadth-without-
depth.

This was not a headcount exercise. It was a
recognition that scale, left unmanaged, becomes its
own obsfacle - and that the surest way fo sell a wider
portfolio well is to stop asking one team fo sell all of it
at once.

ANALYSIS #06

Building a factory
tor the tuture, not

just for today

How the new manufacturing facility is

designed to improve efficiency while creating

room for future expansion

M ost factories are builf o solve today’s capacity
problem. This one was built to outlast it.

Spanning approximately 1.5 lakh square feet, linc's
new manufacturing facility is designed to consolidate
operations currently spread across multiple locations,
bringing them under a single roof. The immediate
gains are practical - improved operational efficiency,
reduced logistical complexity, and manufacturing
processes that no longer lose fime in transition
between sites.

But the more deliberate decision lies in what the
facility leaves room for. It has been designed with
future expansion built info its bones, so that additional
capacity is available the moment demand asks for it -
not years affer.

It is, in that sense, less a single project than a longerm
commitment. Not merely another factory added to the
Company's footprint, but the physical foundation for
Linc's next phase of manufacturing growth - built once,
fo serve for decades.
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ANALYSIS #07 ANALYSIS #08

From regional 50 years of Linc:
uncertainty to Celebrating a legacy
olobal stability while preparing for
The Company's evolving export the next chapter

strategy focused on resilient, long-term . _
international markets Using a brand milestone as a platform for
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xport markets rarely disrupt gently. This year,

several of Linc's traditional geographies were

shaken by forces entirely outside the Company’s
control - geopolitical conflict, tariff shifts, anfi-dumping
duties, and regional instability that no forecast could
have fully anficipated.

Rather than absorb this volatility indefinitely, Linc chose
to rebalance. Greater emphasis is now being placed
on markets that offer steadier ground - Indonesia,
the Philippines, Saudi Arabia and South Africa -
geographies selected not for shortterm upside, but for

durability.

This is not an overnight fix. Re-balancing an export
portfolio takes years, not quarters, and the Company
is candid about that timeline. But the direction is
deliberate: away from dependence on markets
defined by uncertainty, toward a footprint built on

stability.

It is a strategy that frades the comfort of familiar
geographies for the discipline of resilient ones - a frade
Linc is willing to make for a sfronger, steadier export
business over time.

renewed market momentum

F ifty years is long enough to become a part of
the everyday language of a category. It is also
long enough to risk being taken for granted. Linc

chose the former path.

To mark five decades of the brand, the Company

has launched one of its largest dealer and distributor
engagement programmes - backed by higher
promotional budgets and more ambitious growth
targets than a routine year would call for. This is not a
quief anniversary observed with a logo change; it is
an active, resourced push through the channel that has
carried the brand this far.

The intent runs deeper than nostalgia. Anniversaries
like this offer a rare kind of leverage - @ moment when
distributors, refailers and consumers alike are willing to
reengage with a name they already trust. Linc is using
that leverage deliberately, converting fifty years of
legacy into renewed momentum for the years ahead.

Half a century in, the brand is using the milesfone to
move forward, faster.
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CFO’S REVIEW

Our financial
stewardship was
reflected not only
in the numbers
delivered.

But also 1n the
decisions that
shaped them.
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Overview

Every financial year presents businesses
with a different set of realities. While some
reward rapid expansion, FY2025-26
demanded financial discipline, prudent
capital allocation and a clear focus on
preserving long-term value.

The year was characterised by infense
pricing competition, inflation in key raw
materials and geopolitical uncertainties
across several export markets. Against this
backdrop, Linc Limited remained focused
on protecting ifs longterm fundamentals
rather than pursuing shortterm gains.

[LINC|

The Company consciously refrained from
participating in unsustainable price-

led competition, choosing instead to
preserve brand equity, product quality and
profitability.

Despite these challenges, investments
continued across manufacturing, product
innovation, sfrategic partnerships and
distribution. Although these initiatives,
together with external headwinds,
moderated profitability during the year, they
strengthened the Company's competitive
position and reinforced its readiness for the
next phase of growth.

Financial performance

Maintaining resilience amid market
headwinds

Revenue from operations remained largely
stable at 53,207 lakh, reflecting the
resilience of the Company's business
despite softer corporate sales and
tfemporary disrupfions across select export
markefs.

Higher costs of polymers, inks, packaging
materials and freight placed pressure

Financial snapshot

on margins. The Company adopted a
calibrated pricing approach, absorbing
a portion of these increases fo profect
customer relationships and sustain market
competitiveness.

Operating EBITDA stood af 5,726 lakh,
while Profit after Tax was 23,661 lakh. The
moderation in eamings primarily reflected
external market conditions and deliberate
strategic choices rather than any sfructural
weakness in the business.

Particulars (% lakh)

FY26 FY25 Change

Revenue from Operations 53,207 53,147 Stable
Operating EBITDA 5726 6,331 Q.6%
EBITDA Margin 12.4% 12.9% 50 bps
Profit after Tax 3,661 3,866 5.3%
PAT margin 6.9% 7.3% 40 bps

Highlights, FY2025-26
= Revenue remained resilient despite
industry wide pricing pressures.

= Margin moderation reflected inflation in
raw materials and logistics.

= Sequential improvement during Q4
indicated an improving operating
momenfum.
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Investing in enhanced
competitiveness

Even in a challenging environment,

the Company continued investing in
initiatives that strengthened its longterm
growth platform. Commercial production
commenced under the Mitsubishi Pencil
India joint venture; the stationery portfolio
expanded into adjacent categories, and
progress continued on the infegrated
manufacturing facility.

The Company also enhanced its presence
across Modern Trade and digital commerce

Strategic investments

while strengthening its General Trade sales
organisation to improve market execufion
and cusfomer reach.

These initiatives were expected fo improve
operational efficiency, diversify revenue
streams and sfrengthen the Company's
market position over the medium ferm.

Capital allocation philosophy

Investments remained focused on
strengthening competitive advantage while
creafing sustainable long-term value.

Strategic focus

FY2025-26 progress

Long-term benefit

Manufacturing

Progress on infegrated facility

Higher efficiency and future
capacity

Product portfolio

Expansion into new stationery

Broader revenue

categories opportunities

Strategic partnerships  Mitsubishi Pencil joint venture Enhanced manufacturing
commenced production capabilities

Distribution Greater presence across Modern  Wider market reach

Trade and digital commerce

Balance Sheet and cash
discipline

Supporting growth through financial
strength

The Company continued fo sfrengthen

its financial position through healthy
infernal accruals and disciplined financial

management. Despite confinued invesiments
across manufacturing and business

Balance Sheet snapshot

expansion, the Balance Sheet remained
robust, supporting future growth without
increasing financial risk.

Net worth improved during the year, while
the Company maintained a net cash
position. Although return ratios moderated
in line with profitability, they continued to
remain healthy, reflecting efficient utilisation
of capital.

Particulars (% lakh)

Net worth 23,372 26,119
Net debt (2,464 (1,245)
ROCE 22.7% 19.5%
ROE 17.7% 14.8%
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Balance Sheet highlights

= Stronger net worth supported by internal
accruals.

= Net cash position maintained.

= Healthy refurn rafios despife margin
pressures.

= Capacity preserved fo support future
investments.

[LINC|

Strong operating cash flows continued to
fund investments across manufacturing,
product development and strategic
initiatives while reducing dependence on
external borrowings. Disciplined working
capital management ensured adequate
liquidity and supported operational stability
despite inflationary pressures and portfolio
expansion.

Creating sustainable
shareholder value

The Company’s financial philosophy
remained centred on balancing growth
investments with shareholder refurns.

During the year, invesiments continued
across manufacturing infrastructure, product
diversification, digital channels and

Shareholder returns

strategic partnerships, sfrengthening the
Company'’s long-term growth platform while
creating a more diversified business model.

Reflecting confidence in the Company's
financial position, the Board recommended
a dividend of %1.50 per equity share,
representing a payout of approximately
27% of consolidated profit.

Particulars

FY26

Dividend per equity share

%1.50

Dividend payout ratio

Capital allocation

~24%

Balanced growth and shareholder returns

Outlook

FY2025-26 demonstrated the Company's
ability to balance measured financial
performance with confinued sfrategic
investment. While external headwinds
moderated profitability, they did nof alter ifs
long-ferm direction.

Supported by a diversified product
portfolio, expanding manufacturing
capabilities, stronger distribution
channels and a healthy Balance Sheet,
the Company entered FY2026-27 with
greater operational strength and financial
resilience. These foundations were
expected fo improve operafing leverage
and support sustainable value creation as
markef conditions gradually normalised.
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FY2025-26 BUSINESS REVIEW

A year of protecting
the present while
building the next

The India
opportunity

India will remain one of the world's most affractive
markets for writing instruments and stationery because

FY2025-26 tested Linc
across several operating
fronts. Corporate sales
moderated against a

strong previous-year base,
geopolitical uncertainty
affected demand across
selected export markets and
polymer costs increased
faster than pricing could

be revised. Despite these
pressures, operating income
remained broadly stable,
reflecting the resilience of
the Company’s domestic
franchise, portfolio breadth
and distribution reach.

During the year, linc
continued to profect
Pentonic’s designled
positioning, build adjacent
stationery categories

and strengthen emerging
infernational platforms.
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The Mitsubishi Pencil joint
venture gained fraction,

the Turkey partnership
witnessed healthy demand,
the Morris relationship
progressed and the Kenya
subsidiary built momentum.
Linc On also moved closer
to contributing meaningfully
from FY2026-27 onwards.

The year did not deliver
growth across every
financial measure. It

did, however, advance
several capabiliies and
partnerships that will
support the Company's next
phase.

Core porifolio

Linc continued to balance
its legacy mass-market
portfolio with the premium
Pentonic franchise,
profecting accessibility
while strengthening design,
writing experience and
consumer aspiration.

Produc[
expansion

The Company continued
to build mechanical
pencils, fineliners,
markers, highlighters,
crayons, calculators and
other adjacent stationery
categories introduced
during the previous year.

International
platforms

Linc progressed from
relying primarily on exports
towards building a wider
infernational architecture
comprising joint ventures,
partnerships and owned
operations.

Operating
discipline

The Company responded
to demand and input-cost
pressures through cost
management, portfolio
discipline and calibrated
execution, while confinuing
fo invest in longterm growth
platforms.

the underlying consumption base continues to widen.

24.69

crore school students

India compriced 24.69
crore students enrolled
across school education in
FY2024-25. This creates a
large recurring consumption
base for pens, pencils,
markers, highlighters,
mathematical insfruments
and other learning
products.

1=

4.46

crore higher education
students

Provisional AISHE data for
FY2022-23 placed higher
education enrolment at
4.46 crore, compared with
3.42 crore in FY2014-15.
More students progressing
info colleges, professional
courses and higher
education will expand

the addressable market
for functional as well as
premium stationery.

i)

)

2,002

% spent on fextbooks
and stafionery per
school student

A 2025 government
survey estimated average
spending on textbooks and
stationery at 32,002 per
school student annually
(3,082 urban versus
1,540 rural). Rising
incomes and aspirafions
beyond maijor cities
indicate sfrong potential
for increased demand for
higherquality, branded

stationery.

The consumer is
trading up

India’s consumption story
is also moving from need
fo preference. Rising
disposable incomes,
urbanisation and an
expanding middle class
are increasing demand
for better quality and more
premium products. India’s
per capita disposable
income is projected fo rise

from around US$ 2.69
thousand in FY2023-24
to US$ 4.21 thousand by
FY2028-29.

For stationery, this will
change the buying
question. Not only: “Does
it write2” But increasingly:
"Does it write bettere” and
"Does it look bettere” and
"Does it feel bettere” and
“Is there a brand behind
ite”

Our opportunity

India’s writing instruments
opportunity will grow in two
directions. More users will
enter the category. Existing
users will move up the
category.

For Linc, the opportunity will
lie in addressing both.
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A large market becoming
more organised

22
%, share of
S0,000 % expeSCT.e%CAGR the Indian writing

% crore, estimated L —— instruments market that

size of India’s overall siationery maikef remains unorganised,

stationery industry, y representing headroom
2025 ety 202827 for branded
players

Demand that begins early
and ensures a lifetime

300

million, Estimated size

932.89 45

million, students

m‘lllllgn, STUd(Tn;s, ) enrolled in higher
enrolled across India’s ducation in

K-12 education India
system

of India’s middle-class/
aspirational consumer

base by 2030

The Indian
consumer was

The emerging
consumer will
choose one
that works
beautitully.

once satisfied
with a pen
that worked.
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Consumers are open to
buying more of the better

>90) 958

%, Estimated

Million, Active
internet users in

India in 2025

stationery
penetration in
India

High penetration Digital access is widening
changes the nature of the product discovery,
opportunity. brand comparison and
ecommerce availability,
allowing differentiated
stationery products fo
reach consumers beyond
traditional urban markes.

Growth will increasingly
come not only from
reaching new consumers,
but also from encouraging
existing consumers to
move fowards better
design, superior writing
performance, stronger
brands and wider product
catfegories.

Where There's Education,
There's Independence

Celebrating Azaadi with Linc Pens

[LINC|

~3
(@

% of revenue, Brand

investment that Linc
intends to target going
forward

This planned increase will
support stronger consumer
recall, product discovery

and premium positioning.

pentonic

dirivan by dasign
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Counted
ditterently.

A fifty-year journey cannot be reduced to
numbers. But these come close.

WRITING WHAT'S NEXT

CELEBRATION BONANZA
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2,317

Own-brand SKUs across
Linc's portfolio

1,284 50+

Licensed-brand SKUs Countries where Linc
widening consumer has esfablished a
choice presence

3 19.5

%, Return on capital
employed as on

31 March, 2026

Manufacturing
faciliies*

14.8 3

% Refurn on eauily s %, Share of revenue linc
;’n 3] /\AorchQQ(T)yQé intends to invest in brand
' building going forward
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Fifty years of
golng first

Most companies count age in years.

Linc counts it in moments when the
market said, “Not yet”, and the
Company went ahead anyway.

When refractable pens were still priced
beyond the reach of many Indian
consumers, linc launched TipTop at
%2.50. It did not wait for affordability
to catch up with convenience. It
brought convenience down to an
affordable price.

When gel pens were largely
associated with imported products and
higher price points, Linc manufactured
Hi School Gel in India and offered

it at T10. A writing experience that
had been relatively premium became
accessible fo a much wider market.

When oilbased gel pens were
expected fo be used and discarded,
Linc intfroduced Smart OBG as a
refillable proposition. It questioned the
accepted product format and gave
consumers another reason fo stay with
the pen they liked.

Then came Pentonic.

At a fime when the conventional
wisdom suggested that lower-priced
pens would always generate higher
volumes, Linc backed design, writing
experience and premium appeal.

Pentonic challenged the idea that an
affordable Indian consumer would not
pay more for a pen simply because

it looked better, felt better and wrote
better.

The consumer responded.
None of these firsts was inevitable.

Each began as a wager on the Indian
consumer.

That better design would be noticed.
That better writing would be valued.

That convenience could be
democratised.

That an unfamiliar product could
become an everyday habit.

That consumers would move up when
given a compelling reason to do so.

Linc completed fifty years in

FY2025-26.

It did not get there by protecting what
had already worked.

It got there by repeatedly questioning
what the market accepted, backing
what the consumer could value next
and making the next move before that
move became obvious.

Fifty years later, that instinct remains at
the heart of Linc.
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How Linc has

responded to
challenges across

five

1976-1985

Reality: Writing instruments were largely
functional purchases and consumer
spending power was limited.

How Linc responded: Linc focused on
accessible writing solutions, infroduced Linc
Supreme, India’s first plastic ballpoint pen,
and established its Serakole manufacturing
facility to build greater control over quality
and scale.

1996-2005

Reality: New writing formats emerged, but
affordability remained critical in a price-
sensitive market.

How Linc responded: Linc challenged
prevailing price poinfs. It infroduced TipTop
at ¥2.50, Hi School Gel at 10 and Smart
OBG as India’s first refillable oilbased gel
pen, widening access to newer writing
formats.

2016-2026

ecades

1986-1995

Reality: Economic liberalisation widened
consumer choice and raised expecfations
around product quality and technology.

How Linc responded: Linc looked outward.
It partnered with Mitsubishi Pencil Co. lid.,
Japan, in 1992 o bring Uni-ball products
to India and strengthened its insfitutional
foundation through its public listing in
1995.

2006-2015

Reality: Functionality alone was no longer
enough. Products needed sfronger recall,
differentiation and confemporary relevance.

How Linc responded: linc strengthened
consumer visibility, invested in brand
building and infroduced differentiated
products such as Twinn, combining a pen
and pencil, and Linc Touch, combining
writing with touchscreen navigation.

Reality: Consumers became more design-conscious, channels changed, competition
intensified and the pandemic temporarily disrupted Linc's core education-driven market.

How Linc responded: Llinc launched Pentonic, moved fowards premiumisation, digitalised
distribution and demand planning, widened beyond writing instruments into stationery and
strengthened ifs international parinerships and presence.
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Linc. Written
across borders
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For years, linc reached the world by
exporfing products from India.

Now, it is beginning fo build closer to the
markefs it intends fo serve.

In Turkey, its joint venture with SILKA is
creating access to markets across Europe

and West Asia.

In Kenya, Linc is no longer operating only

as an exporter. Through its majority-owned
subsidiary, it is participating in East Africa’s
writing insfruments market from within.

Through its partnership with Morris of

South Korea, the Company is combining
infernational product expertise with its own
manufacturing and commercial capabilities.

Under Linc On, another growth platform
is taking shape, with the potential to
contribute meaningfully from FY2026-27
onwards.

They represent one important change in
Linc's international approach.

From sending products across borders, to
building capabilities across them.

The first fifty years took Linc fo the world.

The next phase is expected to bring more
of the world info Linc.

[LINC|
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The partnership Our Brand Report,

behind the expansion FY2025-26

Mitsubishi JV

20

% crore, investment in the
joint venture

25

%, share of output planned
for the international markets

Silka / Turkey JV

9

% crore, investment in the
joint venture

51 150

%, Mitsubishi'’s stake % crore, fargefed annual

revenue by FY2029-30
>50

T price segment targeted for the commercial rollout of mid-
premium roller pens

50

%, SILKA stake split

Morris Korea partnership

0.50

% crore, investment/
partnership value

Kenya subsidiary

60

%, stake acquired in the
local writing instruments
company
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50.01

%, linc stake

Indian

Market

Target markets covered

4 50

I crore, investment crores, farget revenue/

market share in East Africa

Overview

Over five decades, linc
has grown from a writing
instruments manufacturer
info one of India’s most
recognised stationery
brands. lis journey has
been shaped by a simple

belief: even an everyday
product can deliver

better design, smoother
performance and greater
pride of ownership. By
combining affordability with
innovation, the Company
has built relevance across

generations, expanded
across mass and premium
segments and widened its
product portfolio. Today,
Linc continues to evolve
from a pen company into a
broader stationery solutions
business.

The brand pulse

HO+

% crore, cumulative
invesiment in brand building
over the five years ending

FY2025-26

~8.0

% crore, estimated
brand investment during
FY2025-26, based on

1.5% of operating income

1.5

%, brand investment as
a share of revenue in

FY2025-26

Brand investment across five years

Year Brand investment Share of revenue
FY2021-22 %6.0 crore 1.7%
FY2022-23 %13.8 crore 2.8%
FY2023-24 Z11.8 crore 2.3%
FY2024-25 %12.4 crore 2.3%
FY2025-26 ~ %8.0 crore 1.5%
Pan-India Noth B West

revenues by %
FY2025-26

B South M East
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One portfolio. Different reasons to choose.

Linc's brand architecture serves different consumers, occasions, price points

and aspirations.

OUR OWNED BRANDS

Linc: The ever-trusted
brand

Familiar. Accessible.
Reliable.

Pentonic: The design
brand
Contemporary.
Aspirational.

Swype: The expression
brand

Bold. Energetic.
Creative.

The Linc brand serves the
everyday writing needs
of students, professionals,
institutions and households
across mass-market price
points.

lts strength lies in familiarity
built over decades,
extensive availability and
a productvalue proposition
understood across
generations.

Pentonic challenged the
conventional belief that
writing instruments were
purchased only on price.

It demonstrated that a
consumer would nofice
better design, value a
superior writing experience
and pay more for a product
that inspired pride.

What began as a 210
black, clipless pen has
evolved info a family of
writing and sfafionery
products across formats and
price poinfs.

Swype gives linc a
distinctive identity across
markers, highlighters and
products used for emphasis,
colour and creative
expression.

It broadens the Company’s
relevance beyond
conventional writing and
helps address a younger,
more expressive consumer.

OUR STRATEGIC ASSOCIATIONS

Uni from Mitsubishi
Pencil

Global technology and

precision

Linc’s long-standing
association with

Mitsubishi Pencil

combines infernational
product expertise with the
Company’s manufacturing
capability and
understanding of the Indian
market.
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Deli

A wider stationery
universe

Morris

Specialised product
capability

The association with Deli
widens consumer choice
across stationery categories
and supports Linc's evolution
beyond writing instruments.

The parinership with Morris
of South Korea brings
together infernational
product expertise and
Linc’s manufacturing and
commercial capabilifies.

New

roduct

launches, FY2025-26

Linc brush pen

Pentonic twistick

Linc mech pencil

Pentonic SF pencil

Linc fineliner

Swype highlighters

Justclick highlighters and markers
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Our global
footprint

11.75%

Europe
including Russia

y

39.13%

: "vii South-East Asia

\ “'
A T TR S N
- .- .
_ a7 ' ol
Rt S
v

12.31%

South America Africa

Note: All percentages are expressed as a proportion of exports in FY2025-26

NC
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~ Pentonic.
Linc’s product that
refined India

Pentonic began as a pen. It became proof.

Proof that the Indian consumer did not always choose the lowest
price.

Proof that minimalism could attract attention in a crowded market.

Proof that design could create desire in an everyday category.

Pentonic questioned almost every convention of the writing
instruments market.

It was black when the shelf was colourful. Clipless when a metal
clip was considered desirable. Minimal when embellishment was
expected. Premium in appearance while remaining accessible in
price.

The consumer responded.

What began as a %10 ball pen expanded into a family comprising
BRT, GRT, Compass, mechanical pencils, SF pencils and Evo,
carrying the same design-led proposition across formats, categories
and price points.

By FY2024-25, Pentonic accounted for approximately 36% of BUSINESS
Linc's revenue and had evolved from an individual product into a DRIVERS

significant brand platform.

But Pentonic changed more than the portfolio. It changed Linc's
confidence.

It encouraged the Company fo invest more deeply in design, protect
price integrity, build products around aspiration and believe that an
everyday object could still create desire.

Pentonic began as one differentiated product. It went on fo influence
how Linc designed, positioned and extended its portfolio.

In the years ahead, this designled confidence will shape more
products, categories, price poinfs and markets.
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INTERNATIONAL BUSINESS

Linc. Expanding
markets. Creating a
globally competitive
writing mstruments

business.

Big numbers

92.31

% crore, Revenue
generated from exports
in FY2025-26

C
152
USD billion, Global
stationery market

opportunity in
FY2025-26

Overview

At linc, longterm leadership
will increasingly depend

on building a diversified
internafional business.
Global markets offer access
fo larger consumer bases,
wider product acceptance,
better manufacturing
efficiencies and multiple
revenue streams, reducing
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92.20

% crore, Revenue
generated from exports
in FY2024-25

60

%, Stake acquired in
Celx, Kenya

the Company's dependence
on any single geography.

Over the years, linc has
fransformed its export
business info a growth
platform. By the end of
FY2025-26, the Company
served customers across
more than 40 countries
through @ combination

of exports, regional

40+

Countries served

partnerships, joint ventures
and local manufacturing
initiatives. This infernational
footprint has strengthened
manufacturing scale,
enhanced quality
benchmarks and positioned
Linc as an emerging

global writing instruments
company.

While FY2025-26
presented external
challenges, the year also
indicated the resilience of
Linc's infernational sfrategy.

Rather than slowing
expansion, the Company
strengthened ifs global
platform, diversified market
exposure and invested in

[LINC|

capabilities that position
it for the next phase of
growth.

Navigating a
challenlgmg
global landscape
FY2025-26 was shaped
by geopolitical uncertainty
that disrupted global

trade flows across several
regions. Supply chain
inferruptions in parts of East
Africa, particularly Sudan,
alongside select markets

in Eastern Europe and

the Middle East, affected

shipment schedules during
the year. Rising marine

insurance premiums,
freight surcharges linked
fo ongoing conflicts
and longer fransit times
increased logistics costs
while delaying revenue
realisation.

Linc responded swiftly by
executing a well-defined
de-risking strategy. The
Company redirected its
focus towards relatively
stable markets, strengthened
relationships with long-
standing distribution
partners and increased

the share of premium
products within its export
portfolio. This not only
profected profitability but
also reduced dependence
on markefs experiencing
temporary disruptions.

Importantly, these
headwinds reflected
macroeconomic and
geopolitical developments
rather than any deferioration
in customer demand.
Market acceptance of Linc's
brands remained robust,

Responding to FY2025-26 challenges

Geographic
diversification
Expanded info

relatively stable
markes.

Strategic
partnerships
Strengthened
relationships across
key export markets.

Supply chain
agility

Reduced
concentration risk
through geographic
de-risking.

Regional
distribution

Expanded market
reach and business
continuity.

Premiumisation

Increased the share of
higher-value producis.

Operational
discipline
Managed disruptions
while profecting

profitability.
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A balanced
export porifolio

One of Linc's biggest
strengths is ifs diversified
infernational foofprint.

By broadening ifs

presence across multiple
geographies, the Company
continued to reduce
concentration risk while
creating a more resilient
export business.

During the year, linc
strengthened this ecosystem
through an additional
investment in Silka Linc
Kirtasiye, ifs Turkish joint
venture, while its Kenyan
operations expanded
disfribution info newer
African markets. Together,
these inifiafives deepened
regional reach and created
stronger p|oﬁorms for future
growth.

The Company also
continued premiumising
its export basket. Higher-
value products, led by the
Penfonic range, gained
wider acceptance across
international markets,
improving margins and
reinforcing Linc's positioning
in the premium writing
insfruments segment.

What is driving export growth?

Wider geographic

diversification

Growing global

demand for Pentonic

Increased investment

in Silka Linc Kirtasiye

Highermargin product
porifolio

Expansion of Kenya
operafions across

Africa

Diversified revenue

streams

Markets

that gained
momentum
Despite volatility across
certain regions, several
infernational markets
delivered encouraging

growth during FY2025-26.

Southeast Asia emerged

as one of the strongest
confribufors, supporfed

by increasing consumer
demand and sfronger
channel parterships. Select
markets across Asia, the
Middle East and Africa
also recorded healthy
momentum, while parts of

the Americas continued fo
expand steadily.

Much of this growth

was driven by the rising
popularity of Pentonic,
whose blend of design,
writing performance and
value proposition confinues
to resonate across diverse
consumer segments.

Growth markets

Southeast Asia: Rising
demand.

Africa: Growing regional footprint.
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Asia: Expanding
distribution.

Middle East: Stronger

channel partnerships.

Americas: Healthy market momentum.

Africa: Buildin
the next growt
engine

Africa is more than an
export destination-it
represents one of Linc's most
important long-term strategic
opportunities.

The Company’s vision is fo
build an African business
that, over time, has the
potential to complement
the scale of ifs India
operations. Achieving that
ambifion requires more
than exporting products.

It requires building a

local manufacturing and
distribution ecosystem that
can compete effectively
within the region.

Many African markets
remain highly price-sensitive
and continue to rely on
imported products. At the
same time, countries within
the East African Community
([EAC) impose Common
External Tariffs ranging
between 25% and 35% on
imported finished consumer
goods, making direct
exports from India less
competitive.

Recognising these structural
redlities, Linc acquired a
60% maijority stake in Gelx,
one of Kenya's leading pen
manufacturers.

The acquisition
fundamentally changed
Linc's regional sfrategy.

Kenya. Game changer

= local manufacturing eliminates 25-

35% import fariffs.

= Regional production improves
competitiveness in price-sensitive

markets.

[LINC|

Manufacturing locally
enabled the Company

to avoid import duties,
leverage the “Made in
Africa” advantage and
access neighbouring
countries through regional
trade agreements. This
created a stronger cost
structure, faster market
responsiveness and a
scalable platform for long-
term expansion across the
continent.

Rather than viewing Africa
simply as another export
market, Linc has built it

as its second strategic
operating base.

= A 60% stake in Gelx accelerates

market entry and manufacturing scale.

= Creates a longterm platform capable
of supporting an Africa business

comparable with India.

= Dutyfree access under regional frade
agreements expands addressable

markets.

International
business creates
value beyond
exports

Linc's international

operations contributed far
more than export revenue.

A diversified overseas
presence sirengthened
business resilience by
reducing dependence on
domestic demand while

providing access to larger
and faster-growing markets.

Serving customers across
multiple geographies also
demands consistently high
manufacturing and quality
standards. These global
benchmarks improve
operational excellence
across the organisation,
while larger export volumes
enhance capacity utilisation
and operafing leverage.

Meanwhile, the increasing
contribution of premium
products supports stronger
profitability and healthier

refurns on capifal.

Together, these advantages
strengthen Linc’s position
as a frusted global wrifing
instruments company with
the capabiliies to compete
infernationally.
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Outlook

Linc expects international
growth fo accelerate as
geopolitical conditions
gradually normalise and
recently entered markets
continue to mature.

The commissioning of the
Company’s modernised
manufacturing facility

in West Bengal during
Q2/Q3 FY2026-27

will significantly enhance
production capacity,
improve responsiveness
and strengthen the ability fo
serve global customers.

Going forward, the
Company will continue
expanding ifs international
presence through deeper
regional partnerships, wider
e-commerce penetration
and marketspecific pricing
and channel strategies

across both General Trade

and Modern Trade.

Supported by expanding
manufacturing capabilifies,
regional production
platforms and an
increasingly differentiated
product portfolio, Linc is
well positioned to capture a
larger share of the US$152
billion global stationery

opportunity.

Global growth

Expands the
addressable markef and
creates new growth
opportunities.

A

How international operations strengthen Linc

v

Quality excellence

Enhances manufacturing
and product standards
through global
benchmarks.

Manufacturing
efficiency

Improves capacity
utilisation and operating
leverage.

A

v
Revenue
diversification

Reduces dependence on
domestic demand.

Premiumisation

Increases higher-value
exporfs, supporfing
stronger margins.

A

v

Regional
competitiveness
Local manufacturing
improves responsiveness
and market access.

Strategic value

Revenue
= Diversified income
streams

= lower dependence
on India

= Wider global

customer base
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Operations
= Higher capacity
utilisation

= Global manufacturing
standards

= Better operating
leverage

= Premium-ed

profitability

Brand

= Presence across 40+
countries

= Stronger international
[Seelelylifely

= Trusted global writing
instruments brand

[LINC|

The international
growth roadmap

Today

Presence across 40+ countries
Established international distribution network

—_——

Premium product portfolio led by Penfonic
—_—

Strategic partnerships across key markets

v

Strengthening

Deeper penefration in priority markefs
_—

Expansion of regional manufacturing platforms

Higher contribution from premium products
—_——
Growing digital and e-commerce presence

v

Future

Higher confribution of international business to overall revenues
S —————
Scalable manufacturing platforms across key regions
—— e
Africa as a maijor pillar of international operations
—_—
Clobally recognised writing instruments company
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Overview

Every day, hundreds of
small decisions shape how
a business performs: from
planning production and
managing inventory to
reaching refailers on time.
When these decisions

are backed by fimely
information, they become

smarter and more effective.

DIGITALISATION

Driving growth
through digitalisation

During FY2025-26, the
Company deepened

its digital ecosystem by
maximising the value of
technology investments
while selectively infroducing
solutions that enhanced
execution, accountability
and datadriven
decision-making. The
Company's focus shifted

from implementation to
optimisation, enabling
digital systems to become
an integral part of everyday
operations and supporting
scalable, costefficient
growth.

Di%ital riorities,
FY2025-26
As the Company

strengthened its digital
capabilities, it focused
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on a set of priorities that
simplified operations,
improved visibility and
enabled faster, better-
informed decisions
across the business.

The Company's digital
transformation initiatives
were guided by five
priorities:

Enterprise systems
Optimising enterprise-
wide digital systems

Workforce productivity

Enhancing workforce productivity and
accountability

Data and analytics

Strengthening data-driven
planning and forecasting

[LINC|

Supply chain
Digitising warehouse and
supply chain operations

Continuous improvement

Building a culture of confinuous
improvement through technology

Enhancing
enterprise
efficiency

Linc leveraged ifs enferprise
systems to improve
operational discipline and
standardise processes.

SAP assumed a more
central role in managing
budgeting, financial
planning and operational

reporting, replacing manua
workflows with infegrated
digital processes.

The Company’s customised
sales scheme management
platform strengthened
commercial operations

by improving scheme
adminisfration, tracking
accuracy and sales

visibility.

The Company advanced
the implementation of its
Warehouse Management
System (WMS), streamlining
warehouse acfivities
including inventory
movement, picking,
packing and dispatch.

The initiative enhanced
inventory visibility, improved
warehouse productivity

and supported faster order
fulfilment.

Smarter planning
through data
analytics

One of the most significant
outcomes of Linc's digital
journey was the fransition
towards data-driven
planning.

Advanced demand

planning models and

algorithm-based forecasting
enabled more accurate
invenfory decisions,
reducing stock imbalances
while improving product
availability across

markefs. By infegrafing
inventory planning with
production scheduling and
procurement, the Company
strengthened supply chain

synchronisation, improved
inventory turnover and
enhanced working capital
efficiency.

These capabilities enabled
quicker responses fo
changing markets while
supporting higher service
across the distribution
network.

Driving execution
excellence

Digital transformation
extended beyond systems fo
operational execufion.

During the year, the
Company strengthened

its Flow Monitoring

System (FMS), providing
structured digital workflows,

defined ownership and
reaHime task monitoring
across key business
processes. Supported by
automated checklists and
workflow management,
the platform improved
process discipline,
reduced duplication and
enhanced crossfunctional
coordination.

The integration of task-
based performance
measurement further
strengthened accountability
by linking execution

quality with performance
management, reinforcing
a culture focused on fimely
delivery and operational
excellence.
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Building a digital-
first culture

Successful digital
fransformation depends
as much on people as on
technology.

Throughout FY2025-26,
Linc invesfed in employee
capability through
structured fraining, process

standardisation and change
management initiafives
that encouraged greater
adoption of digital tools
across the organisation. As
digital platforms became
embedded into daily
operations, employees
increasingly leveraged
technology fo simplify
workflows, improve

collaboration and enhance
productivity.

These initiatives fostered
a culture of continuous
improvement while
enabling the organisation
to scale efficiently without
proportionate increases in
operating complexity.

Looking ahead

Linc will strengthen its digital
capabilities by expanding
intelligent automation,
enhancing dafa analytics
and integrating digital
technologies across

the value chain. Future
priorities include deeper
warehouse automation,

Alenabled demand
forecasting, enhanced
business infelligence
dashboards, greater
process standardisation and
digitisation of customer and
distributor interactions.

By embedding technology
across operations, planning
and decision-making, the

Company is creating a
digitally enabled enterprise
that is better positioned

to enhance operational
agility, improve customer
responsiveness and deliver
sustainable longferm value.

Digital transformation priorities

Enterprise system optimisation

Data-driven planning

Warehouse digitisation

Digital culture & accountability

Workflow automation

Business infelligence

Digital impact across the business

Area

FY26 impact

Financial planning

SAPdriven budgetfing and reporting

Sales operations

Digital scheme management and visibility

Demand planning

Algorithm-based forecasting

Inventory

Better planning and improved inventory furnover

Warehouse

Higher visibility and operational efficiency through VWMS

Process management

Decision-making
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FMS-enabled workflow fracking and accountability

Faster, data-backed business insights
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MARKETING STRATEGY AND DISTRIBUTION

IFrom everyda
writing to everyday
expression

Overview

The simple act of putting
pen to paper has evolved.
Today's consumers seek
products that reflect their
personality, enhance their
writing experience and
seamlessly fit info their
learning, work and creative
journeys.

For decades, Linc evolved
alongside these changing
aspirations. VWhat began
with dependable everyday
writing instruments has
grown info a diversified
portfolio of trusted brands
spanning premium

writing, school and office
stationery, creative products

and emerging lifestyle
categories. Guided by
innovation, premiumisation
and deeper consumer
insight, the Company built
a stationery ecosystem
designed for every age,
every need and every
occasion.

Building brands.
Driving growth.
FY2025-26 marked

another year of portfolio
fransformation as Linc
strengthened ifs leadership
across writing instruments
while expanding its
presence in adjacent
stationery categories.
Backed by premiumisation,
continuous innovation

and wider market reach,
the Company deepened
consumer engagement and
strengthen its position as
an integrated sfationery
solutions provider.

Pentonic remained the
Company's flagship
premium wrifing franchise
and one of its strongest
growth drivers during
FY2025-26. Rising
consumer preference

for superior writing
performance, contemporary
design and aspirational
products enabled the brand
fo outperform the broader
writing instruments market.

The franchise expanded
beyond its flagship ball
pen, addressing multiple
usage occasions ranging
from everyday writing
and examinations to
professional and office

applications. During

the year, the portfolio

was strengthened with
launches such as Twistick,
Brush Pen and the Stars

& Moon range, reflecting
the Company's focus on
meaningful innovation rather
than simply expanding SKU
count.

Penfonic was also
positioned to extend

into premium writing
instruments, school and
office accessories, creative
products and gifting
solutions, supporting the
Company’s longferm vision
of building a complete
lifestyle stationery brand.
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Pentonic

Powering premium
growth

Powered by

Premiumisation

Product innovation

Business contributed
by premium & value-

added products

Wider distribution

Strong brand

recall

Brand porifolio

One portfolio. Every consumer.

Brand and positioning

Linc
Everyday writing

Deli

School and office sfationery

A differentiated brand
architecture empowered
Linc fo serve diverse
consumer needs while
maintaining a strong
positioning across
multiple price points. From
dependable everyday
writing products fo

Pentonic
Affordable premium

Morris

premium, technical and
institutional offerings, each
brand addressed a disfinct
market segment, creating
a balanced portfolio with
minimal overlap.

The Company’s innovation
pipeline remained

Uniball

Premium and technical

Institutional & value

focused on premium
writing instruments, school
stationery, office supplies,
art and creative products,
and gifting solutions,
ensuring sustained
relevance across evolving
consumer preferences.

Beyond writing
instruments
Expansion into adjacent
stationery categories
gathered momentum
during FY2025-26.
School stationery, office
supplies and kids’ products
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strengthened retailer
productivity through a
broader product basket
while enabling the
Company fo leverage ifs

existing distribution network.

With a growing presence
across writing, leaming,

office productivity and
creative expression, Linc
steadily progressed towards
its aspiration of becoming
one of India's most
comprehensive stationery
companies.

Distribution and
market reach

The Company expanded
its market presence through
deeper refailer penetration,
stronger dis