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This presentation and the accompanying slides (the "Fresentation™) which have been prepared by
Plethico Pharmaceuticals Limited (the "Company”) have been prepared solely for information
purposes and do not constitute any offer, recommendation or invitation to purchase or subscribe for
any securities, and shall not form the basis or be relied on in connection with any contract or binding
commitment whatsoever.

This Presentation may not be photocopied, reproduced or distributed to any other persons at any time
without the prior written consent of the Company.

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

Certain matters discussed in this Presentation may contain statements regarding the Company’s
market opportunity and business prospects that are individually and collectively forward looking
statements. Such forward-looking statements are not guarantees of future performance and are subject
to known and unknown risks, uncertainties and assumptions that are difficult to predict. The
Company's actual resulls, levels of activity, performance or achievements could differ materially and
adversely from resulls expressed in or implied by this Presentation. The Company assumes no
obligation to update any forward-looking information contained in this Presentation. Any forward-
looking statements and projections made by third-parties included in this Presentation are not adopted
by the Company and the Company is not responsible for such third-party statements and projections,
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¥ Manufacharer and distributor of nutraceutical, herbal and allopathic products

¥ 11th largest company globally within the sport nutriion products market in 2009 as per market research firm Evromonitor

¥ Increasing presence in the dietary supplements market

¥ Portfolio of over 200 branded products seld in more than 60 countries, including in the US, CI5, Europe, Africa, GCC, Asia and Latin America

v/ Well pstablished distribution channel which include distiibution companies, retail chains, drug stores, grocery stores, fitness clubs etc
¥ Group formed in 196% and headquartered in_ Indore, India

~ Business Unit ?- Herbals
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S e SOSn ' Fortfollo of products ¥ Includes a range of ¥ Allopathic formulations v Raw material ading
T O - comprising of dietary clinically proven include cough and cold, and contract
O i supplements, sports products developed anti-infective, anti- manufacturing
F) =l nutrition products, from scientifically retroviral, anti- :
3 _ng_ruiéw i vitamins, minerals and validated [erlsal tuberculosis, anti-
i s weight [oss products extracts malarial produects, anti-
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’ ¥ UK MHRA approval for Kalama plant

¥
=
H
=

¥ Announced a tic-up with Molekule India Private Limited tor distribution and
marketing of Matrol’s brands in India

melmh}lﬁ ncquisition of Matrol and integration of its business along with Indian operations
¥ Further expands reach in CIS through acquisition of 20% stake in Tricon Holding

¥ Raised USS73m through an FUCB ssue
¥ Acguires 100% in Matrel Inc in an all cash deal of USD 82 million

¥ Entered the capital markets through an [PO raising Bs1.1bn

v Boosted sales and marketing efforts in the CIS market through acquisition
of stake in Rezlov, a marketing and disiribution chain in the CIS

Increased inlernational marketing of Travisil, an internally developed herbal Cough &
Cold product that has increasingly contributed o our dotal sales iothe C15 marked

« Kalaria plant conmmissioned

bl apf-the art formulation plant established at Manglia to manufacture o
wide range of allopathic formulations;

g

v Establishment of a nationwide marketing & distribution network and
introduction of branded formulations in various calegories

¥ Establishiment of the company’s first
formulation plant, at indore
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E.at.nl:ii.uhtd. Presence in
Key Marlets

Diversified Product
- Portfolio

Sirong Manufacturing
Base

Lnrg;z- Distribution
Network and High
Hecall Brands

Robuest Financials

' Established
- Management
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¥ We believe we are pioneers of the sports nutraceuticals industry in India
¥ Presentin over 60 countries globally { US, Europe, C1S, Latin America, 5.E. Asia, Middle East; India and Africa)

¥ 500 plus formulations and a portfolio of over 200 brands

+ Prespnce in wide range af 5::ETL'|.|_1;11.3 such e speorts nulrition, food Eul:lp-].EIJ.IElﬂE . mouth frE'.':il'IE:I'IEI':ir'CDL!Eh and cold
medications, lifestyle diseases etc

¥ 3 manufacturing facilibies in India which are CGMP compliant. Kalaria facility UK MHRA accredited . Indian
facilities certified by World Health Organization

¥'1 US CGMP complaint manutacturing facility in the US i

v Manufacturing facility in the UAE enjoying 50 year tax holiday expectedto commence operations by the end of
2070

v Aceess to C1S markets via stakes in pharmacy chain of Tricon and - distribution company Rezlov

v Channel Matrol brand into India markets theougl [V with Molekule

¥ Portfolio of well recognized brands, such as Prolab, MRI, Travasil Lacile Beau and Shen Min amongst others:

¥ 2007-2009 revenue CAGR ™ of 50.1%

¥ Revenue growth of 29% in H1 2000 vs H1 2009, EEITDA and PAT growth.of 92% and 112% respectively in H1 2010
vs H1.2009 '

ff@;pmﬂlng EBITDA and PAT margins

v Senior management team of COO, CFO and President have been with the Company for over 15 vears each
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Foods that have specilic physiological benefits

and/or reduce the risle of chronie diseases

Key Product Segments

¥ Mulrilion fortified foods like fortified flour,
fortified oil, fortified malled powder
v Probiotic foods like yoghurt
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Drietary Supplements

S s g = L s s, g S = a P T ey

Digtary supplements provide nutrients that
are missing o are not consumed in sufficiont
quanlity in a person’s diet

Liquids that quench thirst along with
replenishing minerals, provide energy,
prevent ailments, and promote healthy lite

styles
Key Product Segments
¥ Vitamin supplements Key Product Segmenits
¥ Mineral supplements ¥'Sports and energy drinks !
:: T:If_mf_l:lllﬂﬂﬁnﬁ ¥ Fortified juices :
ioxidan :
 Tonics ¥ Glucose powder

¥ Herbal extracts like Chyawanpeash, non-
herbal extracts like cod liver oil

“ a3
Famap i, (s ool ) e

- e

i Diekaty Suaplemenls < 110%!
R g 2™ |

I
2 1HE Mpan ®flavinl Axp feslat U ‘
HIRA 5
: Fi a [IE]] Sl
w Funcnonal Taods [Hetpy bupplements & Funetional Beocragns bl i gl e {
ERFLY (L] B yheen |

g1 e peabs - Comosl 5w prplesccad foe boddong o beaklip indsa. Do & Syooe g el bedorssen ol indies ) i v ik i




EEASHIETTEH

7000 -
600,00 -
| 5000 -
4000 -
3000 -
2000 -
100.0 -

0.0 -

v Dwverview

y ¥ Indian functional foeds market is segmented
into omega fortifeed foods and probiotic

fosocls

20121

¥ Vitamin and mineral enriched cercals, wheat !
flour and iodized sall, and a few cholesteral
reducing foodstuffs are key constituents of
the Indian Functional Foods Market

Dictary Supplements w
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¥ Comprises of four main subsepments;
Yitamins/ mineral supplements, herbal
supplemants, dictetie supplerments, and
Chyawanprash supplements

* Complex lifesty les, changing food babits,
and conswmer conscicusness to stay healthy
driving growth of the [Indian Dictary
Supplements Market
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¥ Comprises of herb-based fruit drinks, ready-
to-drink teas, sports {isotonic) drinks, energy
dhrieks, and smgle-serve fresh juices

*'Currently in its infancy, the demand for
sports and energy drinks is expected to
increase, as they are a socially acceptled

alternmative to alcohelic drinks
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Gerenwbing consumer awsreness towards selfsmedication and provemtive
Balitfieziv coupled with rislug costs

Aging population that needs dict sopplements Lo stay healthy
Improving econombe affluence and affordability
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Seientific and elinical peseareh supposting effvctiveness of nubraceuficals
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More health conscious consumers

Positive media publicity
Scigntific studics and elinical trdals supporting safety aud efficacy
claims

Propagation of information detailing the bepefits of consuming dietary
supplements
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! * Witampins Mirerals  « Mon Herbals * Joind Care

i + Green Tea, Garlic, o FiFIDI.".'I Mubrilion o 'I-"r'-:i.ﬁ_hl Lioss
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|
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* Prabiotics ¢ Cal) 10
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¥ Cough & Credd ¥ Condectionary

|
Herbals |
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Plethico Formulations) l P, "B
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¥ Predominantly enconipasses dietary A7
supplaments , sports nukrition 120
products and weight loss products '::-: o Bl
1
* Also offers herbal bea and beauty L0 (TP |
products [ L‘tg L |
* Mutraceutical products accounted for | |
48.1'% of consolldated revepues in FY
1':“:'[" Fealrml RIEl 0 Ppalah Lo lom Favnnda B Dlers

I Revenue(2009)

R o S Gl ra R e R s S i s G R A e S USSmn
 Largest brand of dietary supplaments of the group ] ] :
. + Foruses on vitamins, minerals, herbal products and speclalty combination formulations : *_:
MEL  Sports nutrition branded products targeted at premium consuiners 26.9 e
¥ Products include HSE, a protein supplement for enbanced training, Pro NOS (Whey Protein), Black Powder [ pre .e h
workout energy boosting fosmula) !
" Pratab. ¥ Sports nutrition line of products targeted at mid-market consuiners 16800 B
¥ Sold primarily in the United States through sports nutrition retail stores, fitness centres, websites and health-food '_ o ~.
Coach's ¥ Range of sports nutrition products focusing on the mass market segment of sports supplements 87 F"
Formwla Products prlinagily sald in ladia, the CIS, Latin Ainerica, Southeast Asta, the Middle Fast and the Alrican markeis .
Laci Le v Flavoured herbal teas under Hyve Laci Le Beaw brand whiclh i o of the leading digt ea brands inthe Unjted Siatss 1 190 n%
Heau v MWulair and Shen Min, halr products containing a serim and vitamins turgeted at combating hair loss d ks . ._ |
gaF  Féond al 2OCH e 000
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v Offar a safe and natural alicmative in I,:.-[;rI_. e
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treating health problems such as §CD . H2 = ] f:,_ e
diabetes, cholesteral, sleep disorders, B0 15 : Sy e
digestive disorders and pain [l ol Rty i’ | h_ |
imanagennt | an0 o nlsdi b"‘i ol i, i
e . ! |
* [erbal products accounted for 37 4% | = % L | 1 - i
oo FEE R (F]
of consalidaked revenues in FY 209 f
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Travisil ¥ Rangs of herbal products including, drops, syrups, and lozenges, in the cough and sore thoaat category om0 -
" Enjoyy ailil.'ﬂ'-l'lﬂ brawd equity in the OS5 markets ?
Mountatn ¥ Range of herbal medicines and supplements targeted vamnous lifestyle related disorders and general well being, 17.0 =R
Herbz anch witality
¥ Products include treatment for high blood pressure, digestive medicines and aphrodisiscs “i;
Actifresh ¥ Range of medicated Jozenges are sold under fhe Actifresh brand e s
¥ Actifresh primarily sold in the C15, African and Indinn markets i :
Travopassil ¥ ‘['ravopassit range is an anti-stress product made from well evaluated and researched herbal mgrad:enﬁ 8.0 _ *--
+ Sold primarily in the CIS markets lﬂﬂ"-.
Confectionesy ¥ Includes products primacily caterlng to younger peaeration impulse purchase markets o A I3 N
and gihyers ¥ Sold primarily in_ India and CI5 i e
(71 WSDANR Eachang Rk i B 45,41 o
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¥ Allopathic farmulations include pain, i TE._;, ' " 175
| cough and cald, antz-unfective, antt- ot e
i eatrovieal, anti-tulserculosis, antis | ; g
| malarial produces, anti-spasmodic and 20.0 Rt
gastrointestinal therapeutic products Lo s
| ¥ In fiscal year 2009, allopathic products do % o R
| i i | ;
| accounted for 14,0% of consolidabed . — S
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Eifertabs ¢ Effervescent products to treat pain, fever, cold, indigestion and nutrition categories
: ¥ Products sold primarily in the areas of South East Asia, Latin America, the Middle East and the CIS i
Therasl] ¥ Non-gfiervescent allopathic products for the cough and cold categories are sold under this brand 131 12%
¥ These products are mainly sold in the markets of South East Asia, Latin America, the Middle East, the CI5, : 'i-l'
Africa and India
Others. + Predominantly raw material trading in the rest of world segment, and contract manufactaring in India 215 Hi%
¥ Non-effervescent range of products in the pain relief catepory are sold under the brand Relievo )

v Tablets amdd cintments catering to paln, inflanunation and muscle sprains

111 Trerd of 7008 v 2003
151 USOARN Exchange Plate of beddo2|
131 Irchedics New Maenial Tridse
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Lacie Le Beauw

Coaches Formula

: e 3 \ BT A L L !
iy ; ' = - i 5 5 I:" L s LA e T &;? !-'"-'
F-Herbgl e I i Tl e R o -
; o Ty ) TSR L aaas
Teavasil e
Actifresh B ; R R R S
T L FE Far oE - alamd ==l SR S B R e T e el D e el

Mountain Herbz % .".':: .::. E Il .: i 3 .- Fﬁ*ﬁfﬂ !

Travopassit I a

Therasil
Reliova

i 0 Pl | L e + Bl c Fimi+ B + Soath Fasl Ssia =




Dirug Store Clulef MM Health Foudd Siores Gyms elommsree
Mafrul o v W o _ : W i

Ml = W v ) W

-
Fod Party Destrabutors Retail Pharmacy

13 o v
.F,l.:h:iu
SE Asia
_1_1H|1. America

Middie Easl

T - T O

T e Mgl Lt S e ! o Szt 5
R0ET [l erdenn el i ndiakat dimore than Slimarketinzand Saledpersonn el this

B M AR P 2 g T R et
fTroduyctssnld atyadous'majorftetailpisand pharmacyichains

rrur T : T e T L T _
:n,‘i !:I.:-llli.l. gs,_':;l;l;._.lng!]l.i:n::: |:1:|.~:tr11_1-1.|:r.|.11:|1 1:.:|.|:l:|]1|:|:|l.'r.-.'!:||1 the CI5; ey il ‘u‘n.l:_':ll.'l:_|.-'l_{' Far Tndix




Lacatlan

Operaling Amnca (D00 sq £t

Mlsin Produois
Appravals

e hlanulagiusing Favililivs
e Digslimadioa: Mlacket

Batrel, Chakswarih, 54

 Crpuerating Aogea (000 o)
bain Froducs

w Teavasal, Therasil, Edfertabs

Slatral hranicied pfindiiyla o Ty beholis

b
R i

| Localion a Marglia Endome
Crperatiag Area ') - 100]
Mais aedas o Al Allepathic idligs D

Efferialss, Thernsil and Relievo |
o WECLEME Eerlified |

Ealaria. lealare

v 15.4h

¢ Vo, i lading allopathic
aiin] Jwrlal

o WL, LI -MOHER A Hor
anlka padlxic

= Banifla, Cugaral

Opersting Area {THw'] o 046

Main Produsis o Herbal Bmemglatsns fur expoar
!.ﬁ.ppl’l:l'.lili a WHDL SIEF slatus, Alss |

.II,FPFI!'I.'III Toe Africa C15 amld
Somath Last Asw {lscal 1ax
lenelits unaid Klarch 31, A1)







¥ Sports Mulrition
* Vitamins & Dietary Supplements

Herbals

[ L

¥ Cough and Sore Throat
¥ Lifestyle Relaled Disorders
+ Medicated Lozenges

! ¥ Continue ko gain market share

DRI

v Cough and Cold
¥ AnH -infective, Anti -inflanamatory
v Tubereulosis

v Develop i network of sirong briands
and agrile businesses in Mutraoeutical,
herbal and Allopathic segments in
identified gpeoprraphies

t v MERI ¥ Building out product range in all target
¢ Prolah ; markets
oy o W |
[+ Travsil . ¥ Consolidate position in the CI5 market
| ¥ Mountain Herbz | ¥ Build oul product range in the US
| ¥ Actifresh i :
i T T
fAllopathic iy
v Therasil - | " B;Jlld out El'fr:ﬂThs in E.IJ-J'I:I-]:IE -
| ¥ Roll out Therasil in all target markets

| ¥ Eifertabs

I “ Focus on brands with high relative
market share and strong consumer
Franchiso

¥ Continue (o focus on marketing eiforts
ins India for herbal and allopathic
products significantly increase brand
Awareness cantpaipns for nutraceutical

— e

¥ Introduce OTC products in India

¥ Cross sell products and optimise
product portfalio

¥ Integrate mulit-location production
! farilities to capture cost efficiencies and
| optimize distribubion processes




Rationaléf Impact Sl e ol e

| Establishment m March 2007

: . ¥ Entry into the US Nutracouticals market, largest market globally
; ¢ ¥ Acquired Matral a Nasdaq listed | ¥ Access o a portfolio of strong award winning brands in over 70 product categories
Matrol * US putraceulicals Company i Ot | )
F1 2007 for LSS B2 mm ! ¥ Geopraphical expansion into the regulated markets of US, UK, Europe
5 _-'I I . v Intreduction of Mabrel prodlucts inte existing geographies of Plethico
; v Acquired majority stake in six
= nedrketing and disteibutlon i
E companies in the CI5 between ] * Strong distellution network in Russia, Kazakhstan, Ukraine, Moldova, Kyrgystan and
: b 2004-20046 for USS 31 mim ' Azerbaijan - markets with strong entry barriers
Regny | f v Sold of a partion of its : ¥ Efficient receivables management and through product registration and filings in the CIS
(/1 shareholdings in the Reelov group : ¥ Rezlov Groap expected to benefit from Azyder's European expertise
{4 1 of companics 1o Azyder Global '
S B e e !

v Acguired 20% stake in Tricon
Heldings UAE based pharmacy
chain

* Leverage Tricon's 400 strong retall phanmacy, putlets in CIS

¥ Exclusive disirebution ﬂ.Et'L'L'I.'I'IL"LH
with Maolekule India Private Ltd,
[“Molekle")

v Exclusive distribution contract to market Natrol Inc’s products in India for a period of three
}'l_'EI.EE
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11th largest sports nutrition company globally

v T largest dictary supplements company
globkally

Well established presence in the CES markets for g |
Herbals and Allapathic segnwents e "‘!.'j‘*

v Well established presence in the Nutracouticals
segonent in the US markets

L

" Expand distribution c-apabii[uﬁ i the CIS,
_ EUJ-'ﬂPﬂ and South East Al .
v l.c-mrag: strong distribution mhm-h to
s m1.1'|:u:lu;|:e hierbal Prdclm:islnthe.US e
'5" Em:imi]me pm-iuft portfalio, jrﬂegrate 53

pmductlnn facilitics Mdmm i
mitsl:lyn:ed production :
balance sheet. ar!rl-ﬁnpm'l.rn
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v Become one of the leading sports mutrition and dietary
supplénents company globally
v Ohbtain leadership positions in identified prographies

Established presence of Mukraceutical productsin
exvisting markeis of Plethico

¥  Established presence of Herbal and Huu}ﬂlh}' ptndu-u:u
in regulated markeds

¥ Become a well integrated, leading global nutraceutical
Comnpany ;

*
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Shashikant Patel Chirag Fatel
| Chairman & Managing irector Whole Time Director and Chief Excoutive Officer
[+ Pharmaseutical industsy experience of ever 40 years ¢ Owver 15 vears of experience working i the global
¥ Played a beacl rale iin formslating Use Company's strale gy prsnareticali sty
and has been actively invelved in marketing and sales * Responsible lor e Company”s brand building and ils
apgl owerall mEmagenent of e i:-umprlll.}' sEHEE 1S cnlry indo the conswaser healtheane: basiness
IncirpEsamn

¥ He s also respansible for the Conpainy's foray inlo
infernabional operations, mcluding 15 awd Africa

Gauravi Fanlr.h Rajiv Bedi [ | Hemant Modi
Executive Director President Plethico Pharmaceuticals I | Chief Operating Officer
* Jomed the Company in 2000 ¥ Helds aver 23 years of experience, [ ¥ 25 years ol experience icluding 19 years
¥ Responsible for the lwchnical and . inwchiclung, 14 years m il Conupany | ! iy Uiz conmpinty
regubkabery alfairs, new prodoct # Promaded 1o heasl the Company’s # Gpecializes in debl fund rasing also

dovelapmrent and the huaw i nesournce operatiome i Ui year 2006 a5 Presidend owersers accounbng funcibon
mandgeonent

| Sanjay Tai Pat Mc McCullough
Chitef Fimaneial Officer 'E'hicf Clpu:raling ﬂl:fi:l;::r = Nnrn}t
+ 15 ER LT e 1rrE\Cp|."riL‘!If.'\E'.| |.|,|:||-..|:|_-I TFléthico m *  Ohver 10 years of experience in the i|.1n.'|||s|:r:p
Movember 19598

¥ Respensilde for sales proawth as well as
¥ Hesponsible for funding, siratepy, invesior profilability of the LS busieess
relallons, management reperling, , costay [
and bodgeting |
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Ax of As ol
A1-Dee-07 31-Dec-N8
i(In USSMillion)  {In USSMillion)

A nf Aol

AN-Dae-09 A-Jun-10
(In USsMillion)  (ln USSMillion)

Share Capital
74 73 7.5 75
Feserves & Surplus

12004 1511 1544 208.7

127.8 Jﬂﬁ !'Gll.'} e

Deferred Tax Liabiliby (Met) 16 53 (64 56

LOAN FUNDS

Secured Loans 16,5 BT a7 1.7
Unsccured Loans L] B&,7 3 oz 4
424 169 R R 1431

Total Sourc y !

Foxed Assels M4 1328
livesbmenis #E1 439
Met Current Assels
w.r 1254

Miscellaneous Expenditure {To the extent
not written of f or adjusted)

- T - - ].E - -, 1.2
TotalUses 0 2128 03

T U DANE ewiroange 1300 @1 36,2

1324 1323

429 d29

1410 1773
14
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