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o	 Dabur Amla Hair Oil joined hands with the Uttar 
Pradesh Police to launch the ‘Mazboot Iraadon ko 
Salaam’ Campaign to honour the special police 
team of the ‘Pink Brigade’. The campaign was 
organized to spread awareness about the role of 
this team, created for the protection of women in 
Uttar Pradesh.

	 Shampoos: The Shampoo portfolio accounts for 17.3% 
of Dabur’s Hair Care business. Dabur operates in this 
category with a range of shampoos under the Vatika 
brand. Shampoo portfolio reported double digit growth 
during the year.

Key Highlights for 2020-21: 

o	 The Vatika Ayurvedic shampoo was launched 
nationally and has already cornered 2% market share 
in e-commerce.

o	 Saliency of bottles in Dabur’s shampoo sales 
improved during the year with good momentum in 
e-commerce for the brand

o	 Dabur expanded its Vatika portfolio with the online 
exclusive launch of ‘Dabur Vatika Select’ premium 
range of shampoos. The Dabur Vatika Select 
premium shampoo range includes four products: 
Coconut Milk Extract shampoo, Moroccan Argan 
Oil shampoo, Red Onion Black Seed Oil shampoo 
and Apple Cider Vinegar shampoo.

•	 Dabur’s Oral Care business registered a strong 
growth of 23.2% during the year and accounts for 
18.3% of the India FMCG Business. Dabur has a highly 
differentiated portfolio of products in this category with 

brands like Dabur Red Paste, Dabur Babool and Dabur 
Meswak. The year saw the expansion of this business 
with the launch of another Ayurvedic toothpaste under 
the brand Dabur Dant Rakshak and the Dabur Herb’l 
Alpha range in South India. The Dabur Herb’l Alpha 
range includes Clove, Tulsi and Neem toothpastes. 
In addition, Dabur also operates in the Toothpowder 
market with its traditional brand Dabur Lal Dant Manjan.

	 While the overall toothpaste market in India has been 
reporting low single-digit growths, the Herbal segment 
within this category has been growing at double the pace 
and today accounts for nearly 27% of the toothpaste 
industry. 

	 The year also marked Dabur’s entry into the mouthwash 
category with the launch of India’s first Ayurvedic 
mouthwash, Dabur Red Pulling Oil. Dabur Red Pulling 
Oil is an Ayurvedic Mouthwash which contains Natural 
Oils and Herbs. The product is based on a process 
defined in Ayurvedic scriptures called the Kavala-
Gandusha Therapy, an oil-based Oral Detox regimen. 
It contains Coconut Oil, Sesame Oil, Tulsi, Clove, 
Cinnamon Oil and Thyme Mint. Dabur Red Pulling 
Oil helps strengthen teeth and gums, and kills 99.9 % 
germs, thus, providing complete Oral Care.

	D abur continued to gain market share in the oral care 
category as all the brands delivered market leading 
growth. 

Key Highlights of 2020-21:

o	 Dabur’s flagship toothpaste brand Dabur Red Paste 
entered the coveted `1,000-Crore Club this year, 
while Meswak has become a `100-Crore brand.

o	 Dabur Red Paste added Tamil Nadu the states 
where it has emerged as the No. 1 toothpaste 
brand. Prior to this, Dabur Red Paste was already 
the Number One brand in Andhra Pradesh and 
Odisha. Dabur Red Paste is also second largest 
toothpaste brand in key markets like West Bengal, 
Assam, and Punjab.

o	 Extensive sampling was done for newly launched 
Dabur Dant Rakshak toothpaste through an 
exchange offer. This gave consumers a chance to 
exchange their existing toothpaste for a fresh pack 
of Dabur Dant Rakshak free of cost.

o	 Dabur Red Paste strengthened its presence in the 

In the wake of the COVID 
pandemic, Dabur Red Paste 
launched 3 films adding to 
the ‘#ChabaateyRahoIndia’ 
series, advising people 
to remain tough, resolute 
and prepared against the 
pandemic. 



137

Corporate Overview Board & Management Reports Financial Statements

digital space with nearly 1 new video every week. 
These helped the brand generate over 1.5 billion 
impressions and over 100 million views.

o	 Dabur launched a new campaign for its Dabur 
Herbal family toothpaste in Kerala to further 
strengthen the brand’s regional connect by tapping 
into the strong ‘rootedness’ in tradition especially 
for upkeep of oral health and well-being. In a first 
for the brand, this campaign was shot in Kerala with 
local actors. The new campaign was rolled during 
the festive period of Onam, which helped further 
strengthen the franchise and was well received.

o	 A special digital film was released by Dabur Meswak 
in which travel influencer Meenakshi Arvind went 
on a trip to search for a tree called ‘Miswak tree’. 
The film captures her journey to Ramanathapuram 
in Tamil Nadu to discover Miswak Nagar, a small 
town named after the tree.

o	 In the wake of the COVID pandemic, Dabur 
Red Paste launched 3 films adding to the 
‘#ChabaateyRahoIndia’ series, advising people to 
remain tough, resolute and prepared against the 
pandemic. Done in the usual fun and light-hearted 
manner, the thought is brought to life through tough-
to-chew ‘immunity building foods’, that we are all 
consuming to boost our immunity. In the film, we 
see the protagonist Chaubey Ji chewing through the 
toughest foods like amla, ginger and raw turmeric 
to prepare himself against the pandemic but is not 
fazed by their toughness because he uses Dabur 
Red Paste.

o	 Dabur Red Paste launched a new campaign ‘Desh 
Ka Lal’ that sought to showcase the brand’s growing 
popularity across regions, languages, and cultures 
to become an integral part of the lives of its 35-crore 
consumers. 

o	 Dabur took forward its highly popular Dabur Red 
Dant Snan initiative by setting up exclusive Dabur 
Red Paste Dant Snan Zone during the Kumbh 
Mela in Haridwar. These zones helped spread 
the message of Oral hygiene amongst the lakhs 
of devotees at the Kumbh Mela using a unique 
Toothpaste dispenser.

o	 High decibel campaigns, featuring regional brand 
ambassador Ravi Kishen, in rural markets helped 

Dabur continue to drive demand for its toothpowder 
brand Lal Dant Manjan, which reported good 
growth.  

•	 Dabur’s Skin Care & Salon business continued 
to grow at a steady pace and ended the year with 
a 17.6% growth. Dabur operates in the Skin Care 
category with three key brands – Dabur Gulabari for 
mainstream rose-based skin care products, Fem for 
facial bleaches and hair removal creams, and OxyLife 
for oxygen-infused premium facial bleaches and facial 
products. Dabur’s beauty brands continued to roll out 
initiatives and campaigns in the Digital space during 
the lockdown period to stay relevant in the minds of our 
consumers. In addition to these brands Dabur launched 
Dabur Sanitize in the hygiene segment to meet the 
consumer needs during Covid.

Key Highlights of 2020-21:

o	 The brand Gulabari was relaunched with a new 
design and contemporary packaging with the twin 
objectives of countering spurious product makers 
and staying ahead of competition.

o	 With Do-It-Yourself Skin Care at Home picking up 
during the lockdown period, Dabur repositioned 
Gulabari towards adjunct usage and shot a new 
TVC promoting the same. 

o	 Dabur Gulabari also signed Bollywood star Disha 
Patani as the new face for the brand.

o	 With the Salons closed during the lockdown, Fem 
was repositioned as an in-home usage brand 
offering ‘Salon-like Glow’ at Home. A testimonial 
campaign was also launched for the brand with 
consumers talking about their real-life experience 
with the brand.

o	 Fem handwash brand was upscaled during the year 
and witnessed strong growth. Dabur also launched 
a unique video to promote the importance of hand 
wash to arrest the spread of COVID-19. 

o	 The Company added the brand Dabur Sanitize to 
capture heightened demand for sanitizing products 
during the lockdown. The demand performed well 
during the peak lockdown months. However, the 
sales moderated as demand reduced and many 
players entered the category. 
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•	 Dabur’s Home Care business was heavily impacted 
by the COVID-induced lockdown and reported a 
decline of 6.8% during the year. Dabur operates in 
the Home Care category with brands like Odonil (air 
fresheners), Sanifresh (Surface cleaners) and Odomos 
(Mosquito Repellents). With the lockdown, consumer 
spending on Home Care, which is seen as a highly 
discretionary and lifestyle-driven category, dropped 
significantly. However, sales picked up sequentially and 
came back on growth trajectory in last quarter of the 
year. 

Key Highlights of 2020-21:

o	 The Company launched new innovative air 
sanitizers under Odonil Brand that help fight germs 
while providing a nice fragrance. The idea of Odonil 
Air Sanitizer originated from the growing concerns 
of air quality and how people have started tracking 
AQI on a regular basis. This product helped 
us reposition Odonil as an Air Care Expert that 
provides ‘Fresh and Healthy Homes’.

o	 In the Mosquito Repellent category, Dabur operates 
in the personal application products sub-segment, 
which is usually used when kids are going to school 
or parks. With the schools and offices closed during 
the lockdown and people restricting their evening 
walks in parks, demand for personal application 
products dropped significantly. 

o	 A number of hygiene products were launched during 
the year such as Disinfectant Sprays, Veggie Wash, 
Laundry Sanitizer, Floor cleaners, Antiseptic Liquid 
and Germ Protection Soaps. These performed well 
during first half of the year due to heightened focus 
on hygiene and safety from infections. 

o	 Dabur rolled out a mega social initiative in 5 cities 
on Global Hand Washing Day. More than 2.85 lakh 
units of Dabur Sanitize Germ Protection soaps were 
distributed to police, hospitals, and Municipality 
Offices.

Food and Beverage (F&B):

Dabur’s Food & Beverages business contributed 13.1% to 
the India FMCG Business and reported decline of 5.7% in 
2020-21.  Dabur operates in this category with packaged 
Fruit Juices under Réal and Réal Activ brands, and Culinary 
Pastes and sauces under the Hommade brand.

While the food business (formerly known as culinary 
business) continued to perform well all through the year, the 
beverage business was severely impacted by the prolonged 
shutdown of the institutional or HORECA channels. The 
lockdown also led to a massive drop in the out of home 
consumption of small on-the-go packs, which have a saliency 
of around 30% to the business. Excluding the HORECA 
business, Dabur’s F&B business reported 3% growth during 
the year. Despite the decline in the Juices & Nectar (J&N) 
category, Dabur continued to report strong market share 
gains with the Company capturing 59.2% market share of 
J&N category in 2020-21.

Réal: The fruit juice and beverage business had faced 
severe headwinds in the previous financial year with 
consumers tightening their purse-strings and shifting 
preference to lower priced products like aerated beverages 
and milk-based products. The business continued to face 
pressures in the initial part of the year with the government 
announcing a lockdown, bringing the institutional business 
to a standstill. While the business saw a strong revival with 
in-home consumption returning to near normal levels in the 
subsequent quarters, the out of home category continued to 
be impacted by the continued closure of Hotels, Restaurants 
and Institutional businesses.

Our beverage business reported a smart recovery in the 
second half of the year in line with the growing consumer 
need for health. Our expanded in-home and out-of-home 
portfolio aided to this revival. While the HORECA channel is 
still not back to its normal levels, the early onset of summers 
in 2021 is helping drive growth for the beverage industry.

The fruit juice and beverage 
business had faced severe 
headwinds in the previous 
financial year with consumers 
tightening their purse-strings 
and shifting preference to 
lower priced products like 
aerated beverages and milk-
based products. 
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Key Highlights of 2020-21:

o	 Dabur re-purposed its brand communication for fruit 
juices and beverages to highlight the immunity benefits 
of our Réal range of fruit juices and beverages. Special 
campaigns were also launched to highlight the Vitamin 
C content in specific fruit juices e.g. Pomegranate to 
promote their Immunity building properties in the wake 
of the COVID outbreak.

o	 We launched new immunity-boosting juices like Amla 
Plus juice in a ready-to-drink format under the brand 
Dabur. New flavours were also added to the portfolio 
with the introduction of Aloe-Kiwi juice and Masala 
Sugarcane juice under the Réal brand. 

o	 To tap into the growing demand for low-priced drinks, 
Dabur entered the fruit drinks market with a Rs 20 and 
higher price point in the PET format, which was well-
received in the market and ended with a 1% share of 
the large fruit drinks market in India. In the larger Juices, 
Nectars and Still Drinks category, Dabur had captured 
10.3% market share by the end of FY21.

o	 We further strengthened our presence in the beverage 
space with our entry into the milk-based products market 
with Réal Frappe Milkshakes in four variants -- Belgian 
Chocolate, French Vanilla, Strawberry and Mango. The 
products were very well received, and the brand ended 
the year with a 1.3% market share of the milkshakes 
category.

Riding on the distribution enhancement exercise, Réal 
expanded its presence in the hinterland with its lower 
priced offerings and affordable packs. Targeting calorie-
conscious consumers who are increasingly seeking 
beverages that bring out the natural goodness of fruits 
without the guilt of excessive calories, Dabur launched 
premium health-focused variants with a Low-Calorie 
range under Réal Activ. 

Hommade Culinary Pastes & Purees: Dabur 
Hommade’s range includes culinary pastes like Ginger 
paste, Garlic paste, Ginger-Garlic paste and Tamarind 
paste, besides Tomato Puree, Lemoneez lime juice, 
Coconut Milk and Capsico chilli sauce. During the year, 
Dabur expanded this portfolio with the introduction of a 
range of pickles, a range of traditional Indian Chutneys, 
Tasty Masala and the extension of Hommade into Tub 

Pack with Ginger Garlic Paste. Dabur also increased 

its digital footprint for Culinary pastes, to better reach 

out to younger consumers who were experimenting 

with cooking at home during the lockdown. The brand 

witnessed strong growth driven by these initiatives.

In order to make an entry into value added staples 

category, the Company introduced Dabur Cold Pressed 

Mustard Oil and Dabur 100% Cow Ghee on ecommerce 

platforms. The products received encouraging response 

from consumers.

International Business

The International Business contributed 26.4% to Dabur’s 

Consolidated Revenues during 2020-21. Dabur today 

has a significant international footprint with manufacturing 

presence across eight countries and brand presence in over 

100 countries across the globe.

The International Business covers Dabur’s operations 

across Middle East, Africa, South Asia, USA and Europe. 

International Business registered a growth of 3.4% during 

FY 2020-21. The region-wise split of Dabur’s International 

Business Revenue is presented in Fig 1.7.

Fig 1.7: International Business-Revenue by Geography
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Middle East & North Africa (MENA)

The Middle East region is the largest business comprising 
25.3% of the International Business. Traditionally it has been 
a Hair Care business with a significant contribution of Hair 
Oils but now Shampoo has emerged as a substantially large 
segment where we are gaining market share and adding 
new consumers to the franchise; meanwhile, being market 
leaders in Hair Oils, we continue with category development 
initiatives. The business has further diversified with the 
Oral Care category gaining traction and emerging as a key 
growth driver. The other important segment is Skin Care 
and in addition we have seeded Health Care and Foods 
categories across countries.

During the year, the Company faced COVID driven macro-
economic headwinds and category growths for non-essential 
categories such as hair grooming, and styling were under 
pressure across markets. In addition, strict and prolonged 
lockdowns in some of the markets impacted movement of 
goods.

In this scenario, the Company improved market shares in 
most of the categories in hair care, oral care and skin care 
largely driven by optimization of marketing mix and digital 
media becoming more significant. In addition, tactical but 
aggressive consumer promotions and trade spends were 
deployed to counter heightened competitive intensity in 

certain markets and categories. A key pillar of growth were 
NPDs in emergent categories within home, health and 
hygiene segments.

Hair Care: The Hair Care business comprises Hair Oils, 
Shampoos, post-wash conditioners, Hair Creams, Hair Gels 
and Serums.

In the Hair Oil category, Dabur maintained its dominant 
position and continued to strengthen its nourishment 
proposition with existing consumers and recruiting new 
younger consumers through the new Dabur Amla Hair Oil 
communication ‘Strong Hair, Stronger You’ and Vatika 
Enriched Hair Oils’ relaunch with a 20-minute nourishment 
proposition.

•	 The Dabur Amla campaign celebrated younger local 
Arab and expat audience’s resilience and strength 
through multiple creatives.  Each of these creatives 
emotionally depicted young girls display inner strength 
that is synonymous to Dabur Amla Hair Oil’s function of 
strengthening roots for stronger hair. 

•	 Dabur Amla extended the ‘Strong Hair, Stronger You’ 
campaign on ground in UAE by tying up with non-profit 
Friends of Cancer Patients (FOCP) and Tips & Toes 
Salon to support cancer patients. Dabur Amla spread 
awareness on the consequences of chemotherapy 
and partial or complete loss of hair in cancer patients 
and invited volunteers to donate their hair that can be 
transformed into free wigs.  The campaign received 
nationwide press coverage and was very positively 
received by consumers with 300 women donating their 
hair for the cause. 

Dabur continued to expand its presence in the niche but fast-
growing Organic Coconut Oil category with USDA Organic 
certified Dabur Virgin Coconut Oil, that was introduced last 
year and maintained its leadership position in the Hair Oil 
category with 69% market share in KSA and 41% in UAE.

Newly launched Dabur Amla Hair Repair Solutions, 
comprising Hair Growth Oil which helps in 3x improvement in 
hair growth rate and Hair Fall Control Oil which leads to 50% 
improvement in Hair Root Strength, increased its presence 
across pharmacies to target discerning hair care consumers.  

Dabur Amla, which extended its equity into Kids range 
continues to grow aggressively.  With its one-of-a-kind 
animated communication featuring protagonist Princess 
Amira doing wonders with her strong hair, Dabur Amla Arabia 

Dabur continued to expand 
its presence in the niche 
but fast-growing Organic 
Coconut Oil category with 
USDA Organic certified Dabur 
Virgin Coconut Oil, that was 
introduced last year and 
maintained its leadership 
position in the Hair Oil 
category with 69% market 
share in KSA and 41% in UAE.
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channel on YouTube saw its subscriber base increase to 
430,000+ with 422 million views to date.

Vatika refreshed its entire range of products by further 
enhancing its product proposition and revitalizing packaging 
designs across shampoo, hair oils, hair creams, hot oil 
treatment and hair colours, making it more appealing and 
relevant to the Arab youth. Vatika’s commitment to nature is 
in sync with our consumers’ desire to help the environment. 
Vatika#NotesByNature campaign is making this a reality by 
planting a tree for every thousand plays. With this campaign, 
Vatika leveraged technological innovation and power of 
digital connectivity to effect impactful positive change. 

Upholding the brand purpose, #VatikaVoices campaign 
aims to enable Arab consumers live their natural best 
through sharing inspirational stories of remarkable women 
achievers and enabling fellow women aspiring to excel in 
their respective fields.

Vatika Shampoo launched youth focused, brand infused 
content ‘AYA’ (As You Are), a progressive, Pan Arab 
collective of creative influencers that connects with young 
Arab women through unique story-selling. The digital 
activations, combined with pan-Arab TV Media campaign 
and enhanced value proposition for consumers, led to 
market share gains in Saudi Arabia and UAE. Vatika 
Enriched Hair Oil range was relaunched with a 20-minute 
nourishment proposition. Supported by new TV commercial 
and digital campaigns, the relaunch enabled a strong share 

gain to reach 24 % MS in Saudi Arabia.  

Leveraging the COVID situation, Vatika Hamam Zait 
promoted its in-home salon treatment proposition to 
aggressively gain share and consolidated leadership 
position with 51.5% MS in Saudi Arabia and 52.2% MS 
in UAE. Vatika Hair Cream continued to maintain its 
leadership position in Saudi Arabia and UAE despite intense 
competitive pressures. With enhanced product formulations 
and refreshed pack designs, Vatika increased its relevance 
for consumers with new-age performance claims and 
compelling new TV Communication. 

Vatika Henna Colour is a strong No 2 Player in the UAE with 
the launch of new innovative and youthful fashion shades of 
Plum, Mahogany & Blue-Black. Backed by social & digital 
campaigns, Vatika Henna targets young consumers to 
pick up its fashion shades as their first choice of colouring 
product. Vatika also introduced a first ever range of Crème 
Colours infused with natural colouring oils to combat the 
category barrier of dryness.

Oral Care

Dabur continued to achieve strong market share gains in 
the highly competitive Toothpaste category and reached 
16.5% Market Share (as per UAE Nielsen) primarily driven 
by significantly enhanced presence on both traditional 
media (TV) and Digital and improved in-store visibility. 
Further, the highly successful campaign #StrongTeeth…
StrongAmbitions won the “Best Marketing Campaign” at 
the prestigious Beautyworld Middle East Awards during the 
year. The campaign celebrated the human spirit for space 
exploration and coincided with the 50th year of Man landing 
on Moon and the UAE’s pioneering space program. The 
campaign was in-line with Dabur Herb’l being a purpose 
driven brand which encourages youngsters to achieve their 
ambitions.

In the COVID impacted new normal, a new segment of 
“Cautiously Extravagant” consumers emerged and Dabur 
Herb’l Toothpaste was well positioned to service this new 
segment with its highly premium alpha ingredient range 
of toothpastes comprising Activated Charcoal, Olive, 
Blackseed and Aloe Vera variants. In-line with caring for the 
environment these come with a Bamboo toothbrush. This 
premium range of Dabur Herb’l toothpastes garnered highly 
positive response across markets during the year.

An innovative format of LUPs of toothpaste was introduced 
without mono cartons during the year to further drive 

Backed by social & digital 
campaigns, Vatika Henna 
targets young consumers to 
pick up its fashion shades 
as their first choice of 
colouring product. Vatika also 
introduced a first ever range 
of Crème Colours infused 
with natural colouring oils to 
combat the category barrier 
of dryness.
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penetration in traditional trade and generate trials in modern 
trade with placements at check-out counters. The Dabur 
Red franchise which was initially launched to target South 
Asian consumers in GCC region is being extended to Arab 
consumers and was advertised for the first time on Pan 
Arab TV channels during the year and well supported with 
new packaging. During the year, Dabur Herb’l entered the 
toothbrush segment. The pilot launch has elicited positive 
response and will be gradually extended to other markets.

Skin Care

The flagship Skin Care brand DermoViva was extended 
into the Hand Sanitizers category in the wake of the urgent 
need gap that emerged due to COVID-19 in March 2019. 
With Dabur’s supply chain strength enabling shorter time to 
market than other players, Dermoviva was able to capture 
a huge portion of sanitizer demand across more than 25 
countries. DermoViva Anti- Bacterial Hand Sanitizer range 
was launched in two variants, Aloe Vera and Olive, providing 
the added benefits of natural ingredients to the otherwise 
only alcohol-based hand sanitization.  COVID-19 also gave 
a boost to the hand washing category where Dermoviva 
more than doubled its volumes during the year.  In the 
coming year, Dermoviva face & skin care range will see a 
transformation to capture evolving consumers’ needs.

In the Depilatory category, Fem continued its tie up with 
local female comedian and influencer Maya Acra to launch 
a series of videos to create conversations and bring 
lightheartedness to an otherwise serious category.  The 
videos cumulatively garnered 15 million+ views. Vatika was 
extended to the skin care category with the launch of Vatika 
Sanitizing Body Wash in two variants – Pine Oil & Olive and 
Tea Tree & Lemon Oil.

Health Care

Dabur expanded healthcare portfolio in the GCC markets. 
As boosting immunity was a preference for consumers 
during COVID-19, Dabur’s immunity boosting products 
- Chyawanprash & Honey witnessed greater demand.  
Dabur Honitus Lozenges was introduced in 4 variants viz 
Honey, Orange, Lemon and Mint. Dabur Honitus highlighted 
strength of its natural ingredients in curing sore throat in its 
communication across Radio, TV and digital media. The 
Company also introduced Rapidex in pain relief segment. 
A number of new products are lined up for expanding the 
healthcare portfolio. 

Foods 

With its Réal brand, Dabur focused on increasing its 
presence in Packaged Juices & Nectar category. During the 
year, Real Mango Lassi in Tetrapack format was launched 
that has elicited positive response.  Given Real’s masala 
juice variants being accepted well by consumers, Dabur is 
launching 2 new variants of Masala Mausambi and Masala 
Mixed Fruit in Q1 2021. Dabur is also launching its Hommade 
range of cooking pastes with Ginger, Garlic, Ginger-Garlic 
and Tamarind pastes in UAE in April 2021.

Africa

Contribution of African region to Dabur’s International 
Business stood at 21.9% in FY 20-21, with Egypt, Nigeria, 
South Africa and Kenya being the key markets. 

Nigeria: Dabur’s Nigeria business covers Hair Care, Oral 
Care, Personal Care and Home Care products. Dabur has 
continued to consolidate its presence under the national 
distribution structure which has enabled the reach across 
Nigeria via the multiple hub-and-spoke arrangement. The 
business lost initial months of the fiscal year owing to Covid 
shutdown, followed by a prolonged national strike which 
created severe economic headwinds. Strong focus through 
digital media to extend brand franchise and generate 
demand, coupled with extensive market level visibility led to 

The flagship Skin Care brand 
DermoViva was extended into 
the Hand Sanitizers category 
in the wake of the urgent 
need gap that emerged due 
to COVID-19 in March 2019. 
With Dabur’s supply chain 
strength enabling shorter 
time to market than other 
players, Dermoviva was able 
to capture a huge portion of 
sanitizer demand across more 
than 25 countries.
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the business registering a strong comeback and gain market 
share and numeric distribution in the highly competitive 
toothpaste category. Our brand access to wide spectrum of 
sub-distributor network and shared direct-to-retail structure 
in top cities across Nigeria has enabled volumetric gains. 

Low Unit Price (LUP) sachet packs of pre-measured, no-
Lye Relaxer enabled our ORS business to attain leadership 
position in the market. The team also developed an engaging 
Influencer-Consumer online connect during the Covid 
period to enable DIY styling coupled with online purchasing 
through dedicated websites. The consolidation work with 
the top stylist-hair associations, became extremely relevant 
during these economically tough times to provide sustained 
business at subsidized rates to the stylist segment. 

To cater to the Hygiene & Health needs of the evolving 
consumers, the business launched a range of new products 
like Floor Cleaners, Hand Sprays, Hand Wash and Sanitizers, 
besides expanding the range of styling and maintenance hair 
care products to cater to Protective and Go-Natural styles.

South Africa: During the year, added focus was on DIY 
styling, Maintenance Range and Naturals styling regimens 
amongst African women on account of closure of salons due 
to the Covid pandemic. Two offering of ORS Black Castor 
and Vatika Afro Naturals were extended to new markets 
within SADC (South African Development Community) 
and COMESA (Common Market for Eastern and Southern 
Africa). Long & Lasting brand saw a packaging upgradation 
and the extension into Naturals range, to offer affordability 
to the value conscious consumer seeking maintenance aids 
within Natural haircare domain. 

Our manufacturing operations for all our brands have been 
fully integrated and operationalized within Dabur’s in-house 
unit at Johannesburg. In addition, new markets within 
ECOWAS and COMESA construct have been added to the 
sales sourcing matrix with the range proliferation to include 
the Maintenance Care segment from ORS. 

During the year, Dabur collaborated with Influencers and 
Regional Hair Associations to drive saliency for its products 
across markets like Nigeria, Ghana, Kenya, Tanzania, 
Zambia, Uganda and South Africa. These local insight-
driven initiatives, leveraged with event led activations, are 
expected to enhance business growth and expand our 
foothold across various markets in Sub-Saharan Africa.

Egypt: Egypt is one of the largest markets in Africa and 
contributes to 12.7% of the International business. The 

business comprises brands such as Dabur Amla, Vatika, 
Miswak, Fem, Vatika Gel and Dabur Herbal Toothpaste. 
Dabur is a household name in hair care category with its 
strong foothold in the market, with 77% share in Hair Oils, 
62.7% in Hair Creams and 69.6% in Hammam Zaith where 
it remained number one brand of choice of the consumers 
with high market shares. In many other categories such as 
hair gels, Vatika shampoo and oral care, Dabur is the fastest 
growing brand with increasing market share.  Dabur inched 
up shares in all the above categories. 

The business suffered with the outbreak of Covid-19 during 
first quarter, however the recovery from Q2 onwards was 
strong despite continued partial lock downs and restrictions 
which helped bring back the business on growth path. Dabur 
invested strongly behind its brands and introduced several 
new products in the portfolio. New Initiatives includes 
launch of Sanitizer range and extension of mink variant to 
Vatika hair cream range. With an ongoing strong marketing 
support through traditional medium, the Company continued 
its focus over digital marketing with strong presence of its 
brands across social media garnering 130 mn impressions, 
and several successful campaigns were executed for its 
leading brands.

South Asia

The South Asia business for Dabur covers key markets like 
Nepal, Bangladesh, Sri Lanka and Myanmar. This region 
accounts for 22.8% of total International business for Dabur.

Nepal: Dabur’s Nepal business was under severe 
stress in Q1 FY20-21 on account of the strict nationwide 
lockdown announced by the Government of Nepal. As this 

The Company locally 
manufactured these new 
products like Prostyle Hair 
Fall Control, Dabur Dant 
Rakshak Toothpaste, Fem 
Hand Wash, Dabur Sanitiser 
to name a few, in its Birgunj 
plant.
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also coincided with the peak summer season, the highly 
salient juice business felt the major brunt as out-of-home 
consumption declined, spending on discretionary categories 
fell & HORECA and tourism related channels got impacted. 
However, post July the business bounced back strongly as 
the lockdown gradually eased and the Company pivoted 
strongly towards the Health, Hygiene & the Immunity 
building portfolios.

The Company saw strong growths across categories in the 
non-food business led by health supplements and oral care. 
These growths were supplemented by launch of a slew of 
new products especially in the health & hygiene categories. 
The Company locally manufactured these new products like 
Prostyle Hair Fall Control, Dabur Dant Rakshak Toothpaste, 
Fem Hand Wash, Dabur Sanitiser to name a few, in its 
Birgunj plant.

Despite the COVID overhang, the Company continued to 
advertise strongly with a focus on localized communication 
for greater relevance & connect. In the sales and distribution 
space, the Company drove urban distribution, expanded 
rural reach and built capabilities in emerging channels like 
EComm & Modern Trade.

Bangladesh: Dabur’s Bangladesh business manufactures 
and markets wide range of consumer goods under 
segments of hair care, personal care, oral care, home 
care, healthcare, and digestives. In FY 2020-21, amidst 
Covid-19 challenges, overall business witnessed a strong 
constant currency growth of 25.7% in revenue. Growth was 
largely driven by honey, hair oils and oral care category. The 
Company also ventured into hygiene space by launching 
sanitizers and handwashes. Dabur Bangladesh continues 
its focus on range availability and the emerging channels of 
Modern Trade & E-commerce.

Europe

The European region contributed to 13.7% of International 
sales for Dabur. Turkey and UK are the two biggest markets 
for Dabur in this region.

Turkey: Dabur’s business in Turkey registered a strong top 
line growth of 24.2 % in constant currency terms. The growth 
was driven by liquid soap and shampoos. Market share of 
Hobby brand in Hair styling category increased from 18% 
to 19%.

Turkey continued to face economic head winds in FY 2020-
21. The Turkish lira devalued almost 30% as compared to 

last year leading to high inflation (12%) and unemployment 
rate (13%). All categories except liquid soap saw volume 
decline over last year due to eroding purchasing power and 
impact of Covid pandemic. 

Market penetration of Hobby Body Wash and Hair Styling 
increased with listing in perfumeries and launch of new 
products such as Hobby Marsh mellow range in body wash 
category and Mermaid spray and Kivir Kivir Gel in hair 
styling category). Anti-bacterial liquid soap was launched 
mainly focusing on export markets to capitalize on Covid 
led spurt in demand. Hobby continued its digital and social 
media presence throughout the year resulting in market 
share gain in key categories.

America

In USA, Dabur operates in two broad segments, viz., 
Namaste business and the US Ethnic Business. 

Namaste Business: The Namaste business caters to hair 
care needs of the African American community and is a 
leader in the relaxers and hair dress category. The business 
reported growth of 9.4% during fiscal 2020-21. Namaste is 
market leader in African hair care categories, and the brand 
gained because of consumer reliance on trusted brands. 
Entire distribution model changed during lockdown and there 
were more sales from big retail chains and Ecommerce. 
Namaste has strong presence in Mass, Chain and E-com 
channel, so company got positive results from the strong 

The overall sales were driven 
not only by the food products, 
but also by the Beauty/
personal care products. With 
the evolution of E-commerce, 
Dabur products saw 
increased demand from South 
Asian consumers as well as 
from consumers of different 
backgrounds.
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distribution reach. Our products were available all the time 
through E-com, though there were some supply related 
constraints which were resolved with continuous monitoring. 
We have strengthened our presence in E-comm channel 
even more during the year.

Namaste continued to focus on new product launches and 
strengthened its position in temporary hair color and Fix IT 
wig and weave collection. Newly launched temporary hair 
color under sub brand ColorBlast performed very well and 
we have also started distribution in Europe during reported 
financial year. 

Overall, the Namaste business reported considerable 
improvement in topline and bottom-line, led by its increased 
volume growth and the realized cost efficiencies.

US Ethnic Business: With Covid-19 at helm, from small 
businesses to corporate giants, all faced uncertainty, 
however, as COVID-19 kept surging, Dabur’s US Ethnic 
business, saw a considerable increase in the demand 
of its products, largely due to its products being based 
on Ayurveda which emphasizes on the usage of natural 
ingredients. Products like Chyawanprash saw a growth of 
over 300% as it helps in boosting immunity and offers many 
other health benefits. 

In FY 2020-21, the business grew by 108% in constant 
currency terms. The overall sales were driven not only by 
the food products, but also by the Beauty/personal care 
products. With the evolution of E-commerce, Dabur products 
saw increased demand from South Asian consumers as well 
as from consumers of different backgrounds. 

To further strengthen the presence, we have taken new 
initiatives which include targeting of the millennials through 
different marketing strategies, like influencer marketing. The 
future marketing campaigns will see a high emphasis on the 
digital marketing strategies which will help to align with the 
ongoing trends and target millennials efficiently. 

As we go forward, the priority is also to expand into 
mainstream chains, regionally & nationally, by launch of 
premium products. This will help Dabur to not only target 
new business segments but will also help extending our 
mission of being able to provide consumers with natural, 
clean, and healthy alternatives. 

Sales & Distribution - India 

Dabur is home to a diverse portfolio of products and one of 
the strongest and widest supply chain in the industry with 

our products reaching 6.9 million outlets and 59,217 villages 
across the country. 

The initial days of the lockdown saw our sales system come 
to a complete standstill with most stockists points closed. As 
the lockdown eased, we worked towards ensuring smooth 
functioning of the supply chain. We were in constant touch 
with our retail partners and stockist points, and together we 
left no stone unturned to get the products distributed to a 
maximum number of outlets.

Alongside, we developed innovative solutions to ensure 
uninterrupted supply of our essential products to retailers. 
We established direct contact with some retailer points 
and leveraged technology to service demand, to the 
extent possible. We created a special App for Retailers, 
through which they can place orders for Dabur products. 
These orders were then serviced either directly through 
our Salesforce or through nearby stockists. We also 
initiated Retailer order-booking through WhatsApp, besides 
activating our call centre to receive orders directly from 
retailers. We also joined hands with online delivery service 
providers like Swiggy, Dunzo, Delhivery, etc. to ensure 
uninterrupted supplies of our products to retail outlets and 
consumer households.

With consumers facing difficulties in stepping out of their 
homes to go to the market and buy products, Dabur rolled 
out the ‘Immunity at your Doorsteps’ programme to reach 
out directly to consumer households across the country and 

Special points of sale were 
set up in residential areas and 
apartments blocks across the 
country where consumers 
could purchase our range 
of immunity boosters like 
Dabur Chyawanprash, Giloy 
tablets, Giloy Churna and the 
Immunity Kit, besides fruit 
juices and hand sanitisers.
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provide them easy access to our range of immunity-building 
and hygiene products. Special points of sale were set up in 
residential areas and apartments blocks across the country 
where consumers could purchase our range of immunity 
boosters like Dabur Chyawanprash, Giloy tablets, Giloy 
Churna and the Immunity Kit, besides fruit juices and hand 
sanitisers. Special Dabur Immunity Vans were also deployed 
across cities, reaching out to consumers and educating them 
about the need to boost immunity to fight illnesses, besides 
giving them access to our range of Ayurvedic Preventive 
Healthcare products. These vans continued to operate 
through most part of the year and helped bring Ayurveda 
closer to their homes.

Moving forward on this mission to make Ayurveda more 
mainstream and accessible to every household, Dabur 
has now rolled out a new retail initiative christened ‘Ghar 
Ghar Ayurveda’. This program works towards increasing 
penetration of our range of products by adding stores and 
driving assortment through a better store program. The 
program is supported through steep technological changes 
in digitizing GTM. This program works towards increasing 
penetration of our range of products by adding stores and 
driving assortment through a better store program. The 

program is supported through steep technological changes 
in digitizing GTM. The coverage drive was supported 
through digital footprint of all Dabur Outlets – across rural 
and urban India. In addition, Dabur tied up with MapmyIndia 
for a dynamic visualization of existing coverage across 
urban and rural geographies. The new addition of outlets 
comes with technology to capture its location and other 
details automatically. Dabur also rolled out Suggested Order 
module – an AI / ML based algorithm that helps salesman 
drive the right assortment in store – to leverage cross sell 
and up sell opportunities. The initiative was further supported 
by rolling out of CRS (Continuous Replenishment System) 
at stockist point – that enabled automation of order flow – 
for maintenance of right inventory and Range availability at 
stockist point to support assortment drive.

The year also saw Dabur embark on an ambitious new 
initiative ‘Dabur Yoddha’ to further reinforce its rural 
presence. Dabur Yoddha was initiated with the twin objective 
of penetrating deeper into the hinterland while providing 
sustainable livelihood to the rural folks by appointing them 
as our local sales representatives in their respective villages. 
These local representatives would work towards ensuring 
that our brands and products reach every rural household. 
This initiative was piloted in Bihar-Jharkhand, Uttar Pradesh, 
Madhya Pradesh & Chhattisgarh in the first phase. By the 
end of 2020-21 financial year, Dabur has already appointed 
3,100 Yoddhas across these states.

For Dabur, Rural India has been a key growth driver even 
through the pandemic. In fact, rural demand continues to 
outpace urban demand, and this is a result of our strategy of 
expanding our rural footprint. The year 2020-21 saw Dabur 
further deepen its village coverage and reach out to 59,217 
villages by the end of March 2021, up from 52,298 villages 
a year ago. We see Tier 2 & 3 towns growing at a faster 
clip as compared to metro towns in the near and medium 
term. To ride this opportunity better, we plan to expand our 
distributor network and direct retailer reach in these towns. 
At an overall level, we reach 1.3 mn outlets directly and plan 
to reach over 1.4 million outlets directly next year.

Dabur also continued to focus on IT-enablement as a major 
driver of enhancing productivity and field force efficiency 
which is being measured through Every Day Great Execution 
(EDGE). We are also investing in upskilling our field force by 
identifying the training needs based on their market working 
and behavioural analysis. This has helped us customise the 
content and training solutions for every individual.

Special Dabur Immunity 
Vans were also deployed 
across cities, reaching out 
to consumers and educating 
them about the need to boost 
immunity to fight illnesses, 
besides giving them access 
to our range of Ayurvedic 
Preventive Healthcare 
products. These vans 
continued to operate through 
most part of the year and 
helped bring Ayurveda closer 
to their homes.
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Today, our spends on 
Digital platforms, including 
e-commerce, account for 
around 20% of the total 
Advertising spends, up from 
12.7% a year ago. A total of 
130 Digital First/Digital Only 
films were created and aired 
across platforms in 2020-21 
financial year. In addition, 
830 videos were created on 
YouTube linked to Health, 
Lifestyle and Beauty.

Digital Marketing

Over the past few years, the world around us has 
increasingly been moving towards Digital and 2020 -- or 
shall we say, the year of the COVID pandemic -- became the 
year when the digital ecosystem saw a revolution of sorts 
with the acquisition of many new users. This was the year 
that leapfrogged India’s digital ecosystem into the future.

The year 2020 not only saw e-commerce sales gain new 
highs, it was also the year when Digital Marketing truly 
emerged as the go-to solution for brands and companies. 
The nation-wide lockdown gave a push to augmented 
reality, mobile marketing, digital animation, video content, 
voice search and influencer marketing. With most retail 
outlets closed and social distancing becoming more of a 
habit, e-commerce became the safe and most-preferred 
contactless method of making purchases, among 
consumers. For Dabur, e-commerce sales today account for 
6% of our total Sales, up from under 2.4% a year ago. In 
the normal course of time, this growth would have taken 3-4 
years, but the pandemic fast-tracked it.

With the lockdown in full effect, Indians were spending more 
time on their mobile devices, as per data released by BARC. 
The average time a user spends on their smartphone 
increased by 7% in just 8 weeks. Video calling became a 
common practice to keep in touch with friends and family; 
while mobile gaming and content consumption rose as 
users sought more ways to keep themselves occupied. In a 
manner of speaking, the COVID pandemic has transformed 
the way we shop, work, and connect with people more than 
any other disruption in the recent past.

Another major driver for this trend was the growing 
mobile or smart phone penetration in the country, which, 
in several key states like Uttar Pradesh and Bihar, even 
exceeded television penetration. According to GlobalData, 
a leading data and analytics company, mobile subscription 
penetration in India is set to cross 100% mark in 2023 from 
88.3% in 2020, driven by growing smartphone adoption and 
increasing coverage of 4G services across remote areas.

Dabur was a fast mover in this market, ramping up our 
spends on digital and e-commerce exponentially in the past 
year with brands creating special digital-only content. Today, 
our spends on Digital platforms, including e-commerce, 
account for around 20% of the total Advertising spends, up 
from 12.7% a year ago. A total of 130 Digital First/Digital 
Only films were created and aired across platforms in 2020-

21 financial year. In addition, 830 videos were created on 
YouTube linked to Health, Lifestyle and Beauty.

The Millennial and GenZ being highly active on social media 
platforms like YouTube, Instagram, Facebook, Snapchat 
etc, following influencers, picking new age trends from them, 
learning how to’s, and watching DIY videos created by these 
influencers. While celebrities still work when it comes to 
build immediate awareness for any brand, these influencers 
have increasingly become the organic choice for brands to 
connect with the millennials and GenZ consumers.

Given the fact that these new age consumers trust 
influencers more than celebrities when it comes to product 
recommendation, we roped in influencers to improve our 
connect with these consumers and build awareness and 
consideration of our brands. During the year 2020-21, we have 
worked with over 1,700 macro, micro and nano influencers 
across health & fitness, lifestyle, beauty, sports and parenting 
genres. Nearly 39% of these influencers belong to the health 
and fitness arena while 24% were mom bloggers. Given the 
growing rural and semi-urban user base for digital content, 
25% of content created during the year was regional. Our 
influencer selection has gone hyper-local this year, where 
we on-board regional level influencers, who can engage and 
bring a stronger and relatable connect with local consumers. 
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In all, our videos generated over 5,000 million impressions 
and 1,000 million views.

Retail Business-NewU

Dabur operates in the specialized beauty retail business with 
its wholly owned subsidiary, H&B Stores Ltd. This is a chain 
of beauty retail stores under the brand ‘NewU’, offering a 
wide range of beauty care products covering cosmetics, 
fragrances, skin care, personal care and beauty and fashion 
accessories.

NewU is today amongst the largest one-stop-shop for all 
beauty care needs with a range of domestic and exclusive 
international brands available at its stores. At the end of FY 
2020-21, NewU’s retail footprint stood at 88 stores across 
36 cities. Along with the offline footprint, NewU has also 
enabled E-Commerce on newu.in and increased presence 
on other marketplaces. The year was severely impacted 
due to Covid-19 though the recovery has been significantly 
faster in second half of the year. 

The year saw NewU enhance its portfolio of exclusive 
brands at its stores with the launch of various products 
under the brand Jaquline USA such as sheet masks, 
liquid eyeliner, kajal, cleanser, toner, moisturiser and sun 
protection. Going forward, the Company plans to expand 
the Jaquline USA range to cover a host of beauty, make-up 
and skin care products. The Company is also planning to 
introduce other brands in hygiene, personal care, skin care 
and fragrance.

Operations

With our relentless focus on quality and affordability, brand 
Dabur evokes feeling of trust in the minds of our consumers. 
Our products are tailored to meet the diverse needs 
and aspirations of our consumers across the globe. Our 
manufacturing footprint today covers four continents.

Domestic Manufacturing

Dabur’s manufacturing operations cover 12 locations in 
India: Baddi (Himachal Pradesh), Pantnagar (Uttarakhand), 
Sahibabad (Uttar Pradesh), Tezpur (Assam), Jammu 
(Jammu & Kashmir), Katni, Pithampur (both in Madhya 
Pradesh), Silvassa (Gujarat), Narendrapur (West Bengal), 
Nashik (Maharashtra), Alwar and Newai (both in Rajasthan). 
We are now in the process of setting up a new manufaturing 
unit in Madhya Pradesh, besides establishing a unit in Silvasa 
to cater specifically to the overseas markets. More details 
on our manufacturing operations in India are presented in 

Manufactured Capital section of the Annual Report.

Overseas Manufacturing

Dabur has been following a localized supply chain policy in 
the overseas markets, having established manufacturing 
bases across the globe to develop and manufacture a range 
of products catering to the needs and preferences of the 
local populace. Our overseas manufacturing facilities are 
located in UAE, Egypt, Turkey, Nigeria, South Africa, Nepal, 
Bangladesh and Sri Lanka. 

UAE: In UAE, Dabur has a large integrated manufacturing 
unit in the emirate of Ras Al Khaimah (RAK). The unit 
produces a wide range of hair care, oral care and skin care 
products. With a capacity of over 58,000 MT / 9 million cases 
of finished goods annually, the RAK unit caters to more than 
70 countries. Despite the pandemic affecting normal plant 
operations, utilizing the Company’s strategic investment 
in plant digitization last year of Manufacturing Execution 
System (MES) in line with Industry 4.0, RAK unit was able 
to demonstrate effective remote plant management during 
the pandemic lockdown and has been able to service 
the market requirements, while implementing Covid-19 
control measures. During the year, the unit enhanced its 
manufacturing capacity and also launched various cost 
saving automation projects to capture efficiencies.

Egypt: The manufacturing facility is located at Cairo, where 
it produces hair oils, styling creams, hair gels, shampoo 
& conditioners, henna hair colors, hair removing creams, 
toothpastes & ORS Kits. The plant has an annual capacity of 

Dabur has been following 
a localized supply chain 
policy in the overseas 
markets, having established 
manufacturing bases across 
the globe to develop and 
manufacture a range of 
products catering to the 
needs and preferences of the 
local populace. 



149

Corporate Overview Board & Management Reports Financial Statements

27,500 MT. During the year, the plant implemented various 
automation initiatives especially in products like hair colors, 
and energy efficiency measures by switching to alternate 
energy sources like natural gas in line with the Company’s 
strategy to optimize its operations cost. The plant continues 
to build on its operational excellence initiatives to drive cost 
optimization and wastage reduction. The plant attained 
ISO 9001:2015 & ISO 22716 and added ISO 45001-2018 
Health & Safety, ISO 14001 Environment to reflect ongoing 
commitment of the business to comply with global best 
practices.  

Turkey: Hobi Kozmetik factory, located near Istanbul, is a 
manufacturing source for Turkey as well as exports to Africa, 
Middle East and USA. Manufacturing capacity is 55,000 
MT per annum of liquid soaps, shampoos, conditioners, 
hair care and skin care products. During the year factory 
continued investments to increase bulk production and 
filling capacities particularly in view of increased demand for 
Liquid soap. Hobi also increased its plastic bottle capacity 
by 30% with investment in new ASB machines and moulds.

Nigeria: Dabur’s Nigeria factory is located at Lagos and 
is engaged in manufacturing of oral care, ethnic African 
hair care and personal care products like toothpaste, 
hair relaxers, shampoo and conditioner, hair foods, hair 
mayonnaise, hand sanitizers and toilet cleaners. During the 
year, the plant increased manufactured volumes coupled 
with enhanced batch size, wastage reduction and improved 
OEE through kaizens & TPM initiatives. 

South Africa: In South Africa, Dabur’s manufacturing plant is 
located in Johannesburg, and has now become the sourcing 
site for SADC and EA hub markets. The plant produces 
relaxer kits, tub relaxers, lotions, shampoos, conditioners, 
hand sanitizers and a variety of styling and maintenance 
products catering to different styles i.e. relaxed, protective & 
natural. Annual in-house production is over 286,000 cases 
with total of 450,000 cases including sheen sprays. Various 
initiatives for increased batch size, utilization of automated 
machines to improve the productivity and manage cost 
control were operationalized. Major safety improvement 
projects were also executed during the year. New products 
were added during the year including ORS Black Castor 
range, L&L Naturals, Vatika Afro Naturals, which continue 
to grow.

Nepal: Dabur, in Nepal has a manufacturing plant at Birganj. 
The plant manufactures products in various segments such 
as fruit juices, hair care, oral care and skin care.

Bangladesh: The manufacturing facility is located at 
Dhamrai in Bangladesh. The products manufactured here 
includes hair care, oral care, digestives and honey.

Sri Lanka: Dabur’s manufacturing plant in Sri Lanka is 
located at Kotedeniya. The plant manufactures fruit juices.

Human Resources

We pursue perfection every day, by continuously aiming 
to rolls our products that meet the emerging needs of our 
consumers. And our employees help bring this purpose to 
life. It was aptly demonstrated during the peak of COVID-19. 
The period saw high level of engagement from our 
employees across the organisation, from our manufacturing 
units to our field staff. The entire organisation worked as a  
single cohesive unit, coming out with some highly innovative 
ideas to support our customers and consumers to ensure 
business continuity and minimise the impact of the pandemic 
on our business.

The hard work, commitment, and invaluable contributions of 
our extraordinary employees helped us weather the COVID 
storm and emerge stronger. They are our true Lockdown 
Heroes!

During the year, our focus was on the physical safety and 
mental well-being of our colleagues as we dealt with the 
emerging challenges while finding flexible and safe ways of 
working. More details of the initiatives on HR are provided in 
Human Capital section of the Annual Report.

Financial Review

During fiscal 2020-21, the Company recorded Consolidated 
Revenue from Operations of `9,562 crore, compared to 
`8,704 crore in fiscal 2019-20. Despite a washed-out Q1 due 
to the national lockdown, the Company registered a 9.9% 
consolidated revenue growth over the past fiscal, with gross 
sales crossing the `10,000 crore mark for the first time. 

Material cost in fiscal 2020-21 stayed steady at 50.1%, 
despite high inflation in commodity prices towards the end 
of the year. The advertisement and publicity expenditure 
increased to 8.2% as against 7.5% in the previous year. 
Employee cost was steady at 10.8% of revenue from 
operations. Other expenses decreased by almost 100 bps 
to touch 10.0% of revenue from operations.

The Company’s operating profit grew by 11.7% to reach 
`2,003 crore. The operating margin saw an increase of 
35 bps to reach 20.9% as against 20.6% in the previous 
year. Profit After Tax (PAT) was `1,693 crore in fiscal 
2020-21, seeing a growth of 17.2%. Diluted EPS for fiscal 
2019-20 was at `9.58. Table 1 provides a summary of the 

consolidated income statement.
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Table 2: Working Capital
As Days of Sales FY2020-21 FY2019-20
Inventories 66.0 57.9
Receivables 21.4 33.9
Payables 73.3 62.1
Working Capital 14.1 29.7

Working Capital in the business saw a significant decline 
from 29.7 days in FY2019-20 to 14.1 days in FY2020-21. 
This was primarily on account of reduction in receivable 
days from 33.9 in FY2019-20 to 21.4 days in FY2020-21. 
Inventory days saw an increase from 57.9 to 66.0. Payable 
days increased from 62.1 to 73.3.

Table 3: Other Key Ratios
FY2020-21 FY2019-20

Debtors Turnover Ratio 17.1 10.8
Interest Coverage Ratio 65.0 36.2

The company saw its debtor turnover ratio improve from 10.8 
to 17.1 on account of better management of receivables. The 
Interest Coverage Ratio increased from 36.2 in FY2019-20 
to 65.0 in FY2020-21 on account of the reduction in interest 
expense due to the repayment of debt.

Table 4: ROIC and Return on Net Worth
In ` crores FY2020-21 FY2019-20
ROIC 58.7% 43.5% 
Return on Net Worth 22.0% 21.8% 

ROIC and Return on Net Worth increased on account of 
strong growth in profit after tax during the year.

Table 5: Cash and Debt Position
In ` crores FY2020-21 FY2019-20
Debt 350 335 
Cash & Cash  
Equivalents 5,568 4,137 

Net Cash 5,218 3,802 

The business generated Net Cash flow from Operations 
of `2,115 crore in fiscal 2020-21. Capital Expenditure of 
`311 crore was incurred during the year which includes the 
expenditure on domestic as well as overseas manufacturing 
facilities. The cash available with the Company as on 31st 
March 2021 was `5,568 crore and the total debt amounted 
to `350 crore. Table 4 reflects the cash and debt position of 
the Company.

The Company increased its payout ratio to 50% of 
consolidated Profit After Tax. This has resulted in total 
dividend of `839.5 crore for the fiscal 2020-21.

Internal Control Systems and Their Adequacy
Please refer to the Director’s Report.

Risks & Concerns
Please refer to the Risk Management section of the 
Integrated Report for more details.

Strategy & Resource Allocation
Please refer to the Integrated Report for more details.

Stakeholder Relationships
Details of our Stakeholder Engagement initiatives have been 
provided in the earlier sections of the Integrated Report.

Table 1: Consolidated Income Statement Summary
All figures are in INR crores, unless otherwise stated FY2020-21 FY2019-20 Growth % (Y-o-Y)
Net Sales 9,507.8 8,622.9 10.3%
Other Operating Income 53.8 80.7 (33.3%)
Revenue from operations 9,561.7 8,703.6 9.9%
Material Cost 4,789.0 4,360.2 9.8%
% of Revenue from Operations 50.1% 50.1%
Employee expense 1,033.5 947.7 9.0%
% of Revenue from Operations 10.8% 10.9%
Advertisement and publicity 784.4 650.0 20.7%
% of Revenue from Operations 8.2% 7.5%
Other Expenses 952.2 953.2 (0.1%)
% of Revenue from Operations 10.0% 11.0%
Operating Profit 2,002.6 1,792.4 11.7%
% of Revenue from Operations 20.9% 20.6%
Other Non-Operating Income 325.3 305.2 6.6%
EBITDA 2,327.9 2,097.6 11.0%
% of Revenue from Operations 24.3% 24.1%
Finance Costs 30.8 49.5 (37.8%)
Depreciation & Amortization 240.1 220.5 8.9%
Profit Before Tax (PBT) 2,057.0 1,827.7 12.5%
Share of profit / (loss) of joint venture (1.0) (0.0) 10,028.4%
Exceptional item(s) 0.0 100.0 (100.0%)
Tax Expenses 361.1 279.7 29.1%
Minority Interest – Profit/ (Loss) 1.7 3.0 (44.3%)
PAT (After Minority Int.) 1,693.3 1,445.0 17.2%
% of Revenue from Operations 17.7% 16.6%
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