






products developed 
from scientifically 
validated herbal 
extracts 



/Raised USS75111 thl.ougl~ an 1:CCB issue 
JAcquircs 100% in Natrol lnc in an all cash deal of USD 62 million 

/Entered the capital markets through an I F 0  raising i:sl.lbn 

/Boosted sales and marketing efforts in the CIS market through acquisition 
of stake in Rezlov, a marketing and distribution chain in tllc CIS 

/Increased inlernational niarketing of T'ravisil, an  intcr~ially devcloped herbal Cough & 
Cold product that has increasingly contributed to our total sales in the CIS market 

JKalaria plant commissioned 

"'-' ILL>-of-the art formulation plant established at  Mangiia to manufacture a 
wiclc range of allopathic formulations; 

~'Estahlislm~ent of a nation%\,ide nlarketing & distribution network and 
introduction of branded formulations in various categories 
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Foods that have specific ~~liysiological benefits LXetary supplemenls provide nutrients that : Liquids that quench thirst along with 
: and/or reduce the risk of chronic diseases are missing 01. are not consumed in sufficient replenishing minerals, provide cnergy, 

quantity in a person's diet / prevent ailments, and promote healthy life ; 

I<ey Product Segments 
: JNutrit~on fortified foods like fortified flour, Key Product Segments 

fortified oil, fortified malted powder JVitamin supplements 

JFrobiotic foods like yoghurt J ~ i n e r a l  supplements 
Jlviacronutrients 
/Antioxidants 
/Tonics 

styles 

Key Product Segments 
JSports and energy dllnhs 
d ~ o r t ~ f ~ e d  juices 

J ~ l u c o s e  powder 

-"Herbal extracts l ~ k e  Chyaw*anprash, non- 

...... .... - 

Global  Nutraceuticds Market Trend Geographic Distribution of Nuhaceut icds  Sdes 
. . . . . .  . . .  . . , . 

- . ... 

t :  

Japan i t R e s l  D I  ASID R e ~ l a l  EU 

1 2007A 2OlZE 1 I I 

m Fwchorn l  1:oods , Dictar! Sul,plemenlr Funcl$ond Bevcragu, I : 
m France Germany ullaly S>,i~llerlaad 

I 1  (J UK ', lndla slOiherr 
.................. - ............... 

r"" " '  ,, ", - . """ , mGu;m&?w& 
7 



, . . .  .." . . . . . . . . . .  
, . ! 

Functional Foods ('' . ,  . 1)ielary Supp len~en t s  'I' Functional Beverages 'I) 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1 
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j 
................................................ 

: Overview 

i J ~ n d i a n  functional foods market is segmented / 
: into omega fortified foods and probiotic 
; foods 

I J ~ i t a m i n  and mineral enriclied cereals, wheat I 

: flour atid iodized salt, and a few cholesterol 
I reducing foodsluffs are key constituents of : 
I the Indian Functional 1:oods Market 

Overview 

J~onipr ises  of four tilain subsegments; 
Vitaniuis/niineral supplements, herbal 
supplements, dietetic supplements, and 
Cliyawanprasli supplements 

Jconlplex lifestyles, changing food habits, 
and consumer consciousness to stay healthy 
driving gl.owth of the Indian Dietary 
Supplements Market 

Overview 

v' Comprises of lierb-based fruit drinks, ready- 
to-drink teas, sports (isotonic) drinks, energy I 
drinks, and single-serve fresh juices 

JCurrently in its infancy, the demand for 
sports and energy drinks is expected to 
increase, as  they are a socially accepted 
alternative to alcoholic drinks 
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1:avourable Demand Drivers Imperatives for a Successful Nutraccuticds Market 
. . . .  . . .  . . . .  . . . . . . . . . . . . . . . . . . . .  . . 

Growing consumer awareness toward 
bealthcate coupled wtt l~  rishlg costs 

Incrca~infily cu~nyclitivu 2nd busy lifeslyles whicl~ takes a loll on dietary habits I'ropsgation of information detailing the benefits of consuming dietary 
supylen~cnts  

Grorvth in  the Nutr.~ceuticals Market in India is Driven by Scverd Factors Critical Impedi~nents to Convert this Latent Opportunityinto a Market 
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Overview Geographic Distribution Revenue Split 

2008A 2009A 
J Predominantly enconlpasses dietary 

supplements ,sports nutrition 
products and t\,eight loss products 

J Also offers herbal tca and beauty 

J Nutraceutical products accounted for 
48.1 % of co~solidated revenues in FY 

of dietary supplements 

milie 

h1RI JSportsnutrition braitded products targeted at preniium consumers 26.9 9% 

J Products include IISI', a protein supplement for cnllanced training, Pro NOS (Whey Protein), Black Powder ( pre 
workout energy boosting forn~ula) 

Coach's d ~ a i i g e  of sports nutrition products focusing on the mass market segnicnt of sports supplements 9.7 22 ,.; ,,, 7: 
,,,. ,, , 

.% , , .~ For'11u1a /Products primarily sold in lndia, the CIS, Lalin America, Soutlieast Asia, the Middle East and the African nlarkets ,,, ~, ,' ) .., 



Overview Geographic Distr ibut ion Ilevenue Spl i t  
. . . . .  . . . . . . .  

..... 
i (5hlllllona) 2008A 2009A 1 
; J Offer a safe and natural alternative in 1.1" n .. 

4O"r  100.? 1 
treating l~ealth probl~'~iis such as 100.0 - 

71.5 diabetes, cholesterol, sleep disorders, 80.0 - 
digestive disorders and pain 60.0 - 82% ROW i 

i 
inanagement 40.0 76% a lnd la  

20.0 7 
1 

J I-lerbal products accounted for 37.4% K&:~.',', ,; 2.1:" $,s;:!, ',.'{,; 18'- 
D O  - i 

of consolidated revenucs in FY 2009 i 
2008A 2009k 

......... . . . . .  ................... . . . . . . . . .  ..... ............. ... .- $. .,..- ......... ...... 
I 

-. 
, . .$;k-T@B?$,,, , , $! ;$., . . ., , . 'i* : 

1 ., , ". ,? :, .<,: '. , - 
/:.. . ..< '1 . . . .  .. ' . , ,.. jrb 

% ,:.. 
: ., , .:* 

'TI avisil J l i d n ~  of 11c.rb.1l products inclutllng, drdps, syrups, and lo~c.ngcs, in thr c ~ u g h  and sore throat cxcgory 26.0 

ng brand equity in tile C I S  markets 

Mountain J1<ange of herbal medicines and supplements targeted various lifestyle related disorders and general well being 17.0 13% 

Hcrbz alid vitality 4, ,., , ., . ,,..,, ,, 

4 Products include t 

der the Actifresh brand 

Travopassit rangc is an anti-stress product made from well evaluated and researdied herbal ingredients 

 sold primar~ly in the CIS markcts 
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Ovewierv Geographic Distribution Itevenue Split 
. . . . . . . . . . . . . . .  . . 

... :. ................. . ................ ................ 
; (ShlillWns) 

: J Allopatl~ic forn1ulatiom include pain, i 40.0 . 
cough and cold, anti-infective, anti- 
retroviral, anti-tuberculosis, anti- 
malarial products, anti-spasmodic and 
gastrointestinal therapeutic products 

J In flscal year 2009, allopathlc ploducts 
accounted for 14 0% of consolidated 
I eve11ues 

3 0 0  - 

ZOO - 
100 . 

0 0  T 

S 
17% 

Effelvescent products to tleat pain, fever, cold, indlgest~on and nutrition categories 

roducls sold prl~llarily in the areas of South East Asia, Lat~n Amenca, the Middle East and the CIS 

Therasil JNon-effervescent allopatl~ic products for tlle cough and cold categories are sold under this brand 10.1 12% 

Jl'hese producb are lllainly sold in the n~arkets of Soutll East Asia, Latin America, the Middle East, the CIS, 
Africa and India 

nd contract manufacturing h 











Category Focus Brand Focus Leadership Focus 
. . . . 

..... . . ..... r. ..... .. 
! 1 J Natrol 1 1 J Continue to gain market share j 

I 
I ! ; J MRI J Vitamins & Dietary Supplements , , i ' J Building out product range in all target I 

I 1 J Prolab L . . .  . . . .  

I-lerbals Herbals Herbals 

- ........... ................ ...... ...... ......... , , , IT Cough and Sore Throat position ili tlie CIS market I i : J .rra,rlsil 
1 ,  ' J Lifestyle Related Disorders 

! 
I i J Ivlountain I-lerbz duct range in the US 

J Mvdicnted Lo~e l~ges  1 j J ~clih.csli  
... .. . . . . .  . .......... ........... ..... 

........ / J Cough and Cold 

1 J Anti -infective, Anti -inflammatory 

1 J Tuberculosis 
i ............ .................... 

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

1 - J  Develop a nebvork of strong b 
1 and agile businesses ill Nutrac market share a ~ i d  stro~ig C O I I S U I ~ ~ ~ ~  
i herbal and Allopatl~ic segments in 1 . . .  

tden t~f~cd  geographies 
! 
i 
j 
i 

........... 

J Uutld out Effertabs in Europe I 
I J Roll out l.Iicrasi1 in all target markets 1 

J lntroducc OTC products in India 1 
. ................ . .  i 

.. 
: J Cross sell products and optimise 

product portfolio 

I J Integrate multi-location production 

/ facilities to capture cost efficiencies and 
i optimize distribution processes 1 



Overview Rationale/ Impact 

I V' Acquircd Natrol d Ndsdaq listed j 
j US nutraceuticals Colilpilny in Oct I 
: 2007 for USS 82 mm 

J Entry huothe US Nu 

J Access to a purtfo 

J Geographical exy 

4 hitroduction of N 

J Acquired majority stake in six 
marketing and distribution 
companies in the CIS bctween 
2004-2006 ior USS 31 mm 

4 Sold of a portion of its 
sl~arelioldinlgs in the Rczlov group 
of companies to Azyder Global 
Establisl~rnent in March 2007 

,... .............................. 

I J Acquired 20% stake in 'I'ricon 

/ j Holdings UAE based pllarmacy 
: chain 

L..... ............................ 
................................. 

I. 4 l<\ilublvc .ilstrtbdL~on a);rr.clrre:ll 
Molekule 4 Euclusir,e distribution 'ontract to ninrkct Natrol inc's products in India for a period of three 

' . i \ , ~ t l i  \loI:hu:: I I I L I I J  Priv.~k I lcl. 
YWfS 

: ; ( ' \ ~ . l ~ : ~ u k  J 
r 0 

L - .  ............................... 
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S h a s h i k a n t  I'atel 
C h a i r m a n  6r M a n a g i n g  Director  

J Phara~aceutical induslr). experience of over '10 years 

J Played a 1e.d role in forn~ulating Lhe Company's strategy 
and has been dctively involved in n,arketing and sales 
and overall manitgenlent of lhc Company since ils 
inception 

G a u r a v i  Par ikh  
Executive Director  

J Joined the Con~l,,lny in 2000 

J Responsible far  lhc lccl~nical and 
regulatory affairs, new product 
d e v e l o p ~ ~ ~ e n t  and the humnn resource 
~nanagemcnt 

~.~ ~ ~ 

, , ~ ~ ~ ~ ~ ~  ~ .... . ~.~ ~ 

S a l ~ j a y  Pa i  
Chief  Financial  Off icer  

J 15 ye,us o i  experience, joined Plelhico in 
h'oven~ber 1998 

J Reiponsible for funding, s l r a t e ~ ,  investor 
rrl.~lions, managrmenl reporting,, rosling 
and budgeting 

C h i r a g  Patel  
W h o l e  T i m e  Director  a n d  Chie f  Executive Officer  

; J Over 15 years of expericncc working "1 the global 
I phannaccuLical induslry 

J Responsible for Uie Company's brand building and ils 
e l l l~y  inlo the co~ l su~ner  healthcare L~usirress 

: J He is also respol~siblc for the Con~psny's  foray illto 
international operations, inrluding CIS and Africa 

. . ~~ .. .... ~ - . . ~ ~ ~~- ~ ~ 

~ ~ ~- 

Rajiv Bedi  
Pres iden t  Plethico Pharniaceut icals  

J Holds over 23 years oii.xpcrience, 
inclt~ding 1.1 years in Ule Conlpany 

J Pron~olcd lo hend Lhe Company's I 
I 

o p e r e t i o n s > ~ ~  the year 2006 ;as President ! 

P a t  M c  McCul lough  
Chief  O p e r a t i n g  Off ice r  - Natrol  

J llesponsiblc for sales growth as well AS 

profitability of tile US business 

H e m a n t  Modi 
Chief  O p e r a t i n g  Off ice r  

J 25 yearsol crpcricncc including 19 years 
in the company 

J Spcci'11izes in deb1 fund raking also 
oversees accounling fullclion 









(In USSMillion) (In USSMillion) (In USSMilIion) (In US$Million) 
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189 &$+J~,, ,  ~ ~ c E ~ ~ @ ~ ~ ~ ~ ~ ~ ~ ~ ~ : " ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ , , , ,  , , ,$: @ :pi,% 7 &,,, l z c ~ ~  ,tt>?e4 ;;;,,; c,.c,ce,,5, , c:2.73xsfigF- ?,>), ,.JG,!(,$&$ 

" , ! : ? 2 . ; . r w - x L  L2u;I;~>83&3&$&& 
SHAREHOLDERS' FUNDS 

Share Capital 
7.3 7.3 7.3 7.3 

Reserves &Surplus 
120.4 151.3 184.1 209.7 

127.6 158.6 191.7 217.0 
Deferred ?'ax 1.1ability (Net) 2.6 (5.2) (6.1) (5.6) 

LOAN FUNDS 

Secured 1-oans 
Unsecured 1-oans 

I:i\cd Assets 
Inveshiients 
Net Current Assets 

Miscellaneous Expenditure (To the extciit 
not written off or adjusted) 

1.6 1.2 1 .O 1.1 

'l'otal Uses 212.8 3UU.3 317.3 353.5 




