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Performance Highlights ”m—



Q1FY25 Performance Summary

GMV | Revenue from Operations Gross Profit
Rs. 33,209 mn Rs. 17,461 mn Rs. 7,560 mn
+25% YoY Growth +23% YoY Growth +22% YoY Growth
EBITDA Adj. EBITDA | PBT
Rs. 961 mn Rs. 1,090 mn Rs. 221 mn
+31% YoY Growth +44% YoY Growth 127% YoY Growth
Margin* 5.5% (/134 bps YoY) Margin* 6.2% (N90 bps YoY) Margin* 1.3% (M58 bps YoY)

PAT** of Rs 136 mn (150% YoY)

Adj. EBITDA is before ESOP expenses, GCC business and organisational restructuring expenses
* Margin% is on Revenue from Operations 4
** PAT is after considering share of loss of associate



Industry leading growth across Beauty and Fashion

All figures in Rs mn

Beauty Fashion
28% YoY 15% YoY
25,429 7,741
GMV
19,908 6,758
Q1FY24 Q1FY25 Q1FY24 Q1FY25
23% YoY 21% YoY
15,935 1,486
Revenue
12,984 -1’225
Q1FY24 Q1FY25 Q1FY24 Q1FY25




One Nykaa: Key highlights for the quarter

Customers Brand Partners Beauty Stores Fulfilment

=

HFEE
44 1 bn reach

Warehouses** created through multiple IPs
[servicing 98% pincodes]

W

35 mn

Cumulative Customer
Base

6,700+

Global & Domestic
Brands

Stores*
milestone achieved

Category creation through
Investing in faster delivery Nykaa Play, Stepification
in Top cities

+33% YoY added more than

1,500 brands in a year

Largest network in India

RITN

~%$ 400 mn

Consolidated GMV in Q1FY25

SUPER
STORE




Beauty Multi Brand Retall




New customer acquisition driving order growth

27% YoY 21% YoY 26% YoY

1.3x 13.1
10.9
X I

Q1FY24 Q1FY25 Q1FY24 Q1FY25 Q1FY24 Q1FY25

12.4




Nykaa continues to be the retailer of choice for domestic and international BPC brand partners

Colour Cosmetics
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Nykaa is doubling down on prestige fragrances and aims to gain significant market share

Prestige Fragrances are a focus area for Nykaa and have
witnessed high growth in Q1 FY ’25...

gl

74% 1

Q1FY22 Q1FY23 Q1FY24 Q1FY25

... with the ambition to gain market share and become the #1
prestige fragrances retailer in India

AL

FY23 FY24

FY25E

lllustrative list of key brands on Nykaa

Dior

GIORGIO ARMANI J© MALOoNE [ ANCOME

PARIS

$

pacorabanne TOMFORD  y(rGunpjaurent

BURBERRY ESTEE LAUDER

LoNDON

_______________________________________________

NKAR

[-Taorance
COLPECTIVE

An exclusive collective of discerning
prestige keepers meticulously curated
to create the fragrance category



Kickstarted the year of stepification through multiple owned IPs

WITH /74

QIFYZ5 MV YoV :>

WAk
MX(S

% & o Y
Cleans®  Sepuw  Vsyet™  Wscee®

INDIA’S DAILY SKINCARE ROUTINE

TREAT WASH  NOURISH

HABITS

BY A KAA
Suncreen growth Sett;[]g78pray Hair Serum
1.3X% X 2.6X
. of Color Cosmetics .
of Skin category category of Hair category
420 mn

Reach in Q1FY25
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Healthy Hair Habits (HHH): Nykaa's Flagship Hair Event to drive regime upgradation and basket building

Objective: Drive ‘stepification’ by empowering consumers with a haircare routine,
Educating about high efficacy solutions to solve specific hair concerns

360-degree activation

On-platform Off-platform

[ I7RES
For ey

'[ D D

LE0 L B |

NERR - | Ot
TLPI0 ek f1 NP HY R e r{/: r:rm’
HABITS L B

LB
HEALTHY
HAIR
HABITS
Anti-Frizz Hair

Care Regimen
Up To 50% Off

Impressions

TREAT WASH  NOURISH
HEALTHY

HAIR
HABITS

BY ¥ /K44

STEP 2: WASH

GMV YoY

Category building (Jun’24)

Hair Serum Z> 609%
Hair Masks Z> 3200
24%

Hair customer growth vs BAU 12




Nykaa Play: Gamified on-app beauty discovery experience

Shoppable content, livestreaming, games, influencer stores and more..

Editor's Desk Discounts Haircare Deals Of The  Bf
Upto 60% off Under 999 Day

- \ 4 - - - \ 4 ~\
NYKAA ARMY OFFICE : . Improving product discovery and Building on engagement to
WALK THROUGH o B . . . . .
st e 1 consideration . improve visit frequency )

™ y
o 'g {
O o
Gxchalve  Trending  Lomake  Dlockbuster
FvontAcess  Offers  Oozalves  Sunacresns

Super Searches o
Most Popular Questions On Nykaa, ANSWERED!
. 2V
= Y o) " 111q Vinita Dagal
. m ﬁ o . g =
\k 4 : - §
unscreens Y e

Win exciting offers and rewards

Lipsticks Foundatior
il
"
Eyeshadows ragrances i All Pos' -
km?9to5Vit e.lf. Cosmetics Nykaa lipstick Re'equil o
C Serum multistick Sunscreen

e 35% higher 30% higher

N @ 88 cart addition* Visits per visitor*

Home Offers Categories

Leveraging play for driving customer engagement, improving
purchase frequencies, and retention on the platform

* for Nykaaplay visitors 13



India’s largest specialized beauty store network

Achieved 200 stores milestone in Jul’24

* Omnichannel Beauty GMV includes Nykaa.com, Nykaa Physical Stores, and Beauty owned brands

First 100
stores in 8 yrs

Store Count

First physical

53
store launch in
Delhi

Jun'l4 Dec'19

Strong presence across

72 cities

(as on Jun’24)

8%

of Omnichannel Beauty GMV*

Next 100 stores 200
in2yrs
———

Jul'24

1.9 L sq. ft

Total Area
[doubled in last 2 years]

70%

3-year Revenue CAGR
14



New Store Launches: Nykaa Luxe




New Store Launches: Nykaa On Trend
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/70 masterclasses and offline events in Q1 FY25

10 Prestige Brand Events 60 Masterclasses in store and in mall atriums

60 events
across 30+
cities

7,000+
registrations

Partnership
with the best of
regional
makeup artists
to drive
education and
awareness

17



Highly invested in providing a personalized experience to each user

Cohort based discovery

Improved luxe product discovery &
revenue share basis identified customer
cohort

n:08 w50 @D 12:23 il 5 €8
v N QOB v A Q0 OO

/ THE BEST OF LUXURY

feSonfurer REDKEN  esteeacen €

LN BUMBUM 4 <
RN b s

" BEIY
CANINE 7 =

RICH, CREAMY PRODUCTS
FOR DRY WINTER SKIN

WINTER WOES RESCUE

Explore Your Favourite Brands!
ShopNow » |
\ j I am
n & oo e N ® ®

Meme Heme

Observed higher CTR, impressions and
increase in luxe revenue

Hyper personalized collection widget
» Based on user’s brand x category affinity

» Users’ all past interactions (product views,
cart additions, searches)

= Aids product discovery & conversion

Explore Your Favourite Brands!

Lakme
Makeup Combos

Forest Essentials
For pigmentation

Showe

Hyper personalized bestseller widget
= Based on users’ category affinity

= Bestseller recommendations personalized
by boosting relevant bestseller products

Stepification via Routines Widget

Recommending relevant beauty routines
(CSMS, TWN, PCS)

Drive repeat sales and increase AOVs

Complete Your Skin Routine

STEP1 STEP 2 STEP 3 STEP 4
Cleanser Serum Moisturiser Sunscreer

Minimalist
10% Multi Peptide Face Serum g
For Anti Aging & Collagen Boost... =

= 30ml

%855 2000 5% Off Addito Bag

4 items at ¥2373 only #2498 5% off

Add Routine To Bag [}

CRM - Personalized Collections

Push notifications based on users’ brand
X category preferences, products
previously purchased

Observed incremental CTRs and
revenues

18



Getting closer to the customers to drive delight in delivery

Warehouses* (#)

a4

18

FY21 Q1FY25

Increased by 2.4x in 3 years

* includes 3P managed warehouses and FDA

Capacity (mn sq. ft.)

0.6

FY21 Q1FY25

Increased by 2.5x in 3 years

Order to delivery (days)

FY21 Q1FY25

Reduced by 45% in 3 years

19



Share of SDD/NDD

City Coverage

Same Day /Next Day
Coverage

Jun’24

12

Major cities

»

comes from Top 12 cities

25%

» Of Nykaa’s order volume T~

50%
Of Nykaa’s order volume ~ 7777

Same Day Delivery (SDD)

Applicable for orders placed
by customers before 12 PM
on the same day

Increasing Same day/Next day delivery share in Top cities

Sep'24E
120+

cities

-

70% - 80%

Major cities Other cities

65%

Of Nykaa’s order volume
comes from 120+ cities

~50%

Of Nykaa’s order volume

Next Day Delivery (NDD)

Applicable for orders placed by
customers after 12 PM, order
fulfilled by next day 20




Fashion /V

FASHION




Healthy growth in a muted demand environment

B Existing Customers [  New Customers

15% YoY 21% YoY

7,741
6.758 1,486

1,225

44%

Q1FY24 Q1FY25 Q1FY24 Q1FY25

Revenue growth higher than GMV growth, driven by leakages improvement
and services related income/fees

Women Western wear P> 34% YoY

Lingerie » 54% YoY

Women Athleisure > 110% YoY

22



Strengthening assortment across key properties

LUXE EDIT

minimal yet alluring styles

20%

GMV YoY
[Indian
designer
luxury]

200+

Brands*

New Launches

(fTARINI ViIlJ

VQQI

RAJIRA

S ARI KA
Yka!

MEGHA & JIGAR

M NIQ

HIDDE EMS

HIDDE EMS

AZAON

GMV YoY

300+

Brands*

Niche
homegrown
labels

Hidden Gems First in Fashion

Brands*

Latest and
curated
fashion

collections

37%

GMV YoY

8.
SPRING SUMMER'24

l*IRbT

in

FASHION 48
P ' AVV@ d |

* Total brand count as on Jun'24
Data is for NykaaFashion.com

23



Improved customer mix driving improvement across metrics on platform

GMV share from Tier 1 cities

45%
43%

Q1FY24 Q1FY25

——  Reduction in leakages

X
I O.gx

Q1FY24 Q1FY25

— GMV share from premium shoppers —

44%
36%

Q1FY24 QI1FY25

Order to Visitors (%)

3.0%

2.5%

Data is for NykaaFashion.com

Q1FY24 Q1FY25

24



Stay Stylish Campaign: Positioning Nykaa Fashion as the ultimate style destination

4 Brand Films launched in Jun’24 with 1 Celeb & 3 High Impact KOL’s

NRARFASHION
STAY STYLISH

7 Lakh+

Influencer-Approved Styles

UPTO

70% OFF

.;;.\,‘\ 7
/ ' 'ﬂ‘/ui’ . '
 STAYSTYLS

"w'é‘ = , 360 degree Amplification

Owned media assets Total Reach
Influencers,
Events & Activations

Media Partnerships Media Clips




Significant expansion of ~500 bps in profitability

: . Q1FY25 o
Fashion Vertical (as % of NSV) YoY Change Driving factors
Improved marketing income,
Gross Margin 49.4% N356 bps services related income and
platform fees
Leakages optimization and
Fulfilment expenses 9.7% 167 bps increased share of land
shipment
Better mix of repeat customers
Marketing expenses 27.4% V101 bps and improving order to visitor
conversion
Contribution margin 10.1% N587 bps
Other expenses (including employee 19.4% A6 bpS Investment in people and
and G&A) 470 P technology
EBITDA Margin -9.2% N492 bps

26



eB2B: Superstore by Nykaa




Driving GMV growth as Superstore continues to widen reach

GMV (Rs mn) Cumulative Transacting Retailers (‘000)

72% YoY 65% YoY
— Ax > r 5x > 210
45
- Q1FY23 Q1FY24 QIFY25
Q1FY23 Q1FY24 Q1FY25
Cities mp 1,000+

28



Strong order growth YoY with improvement in critical order-level metrics

Orders (‘000)

|’ 45% YoY — > 393

264

Q1FY24 Q1FY25

Driven by increasing retailer network
expansion

AOQV (Rs) Average Basket Size (ABS) (#)

0 D
|/21AJYOY r 11% Yoy ——»

Q1FY24 Q1FY25 Q1FY24 Q1FY25

Increasing share of premium brands and
featured brands

Driven by increase in product assortment

29



Sales mix, scale and efficiencies leading to margin and unit economics improvement

Gross Margin Fulfilment Cost

1 274 bps

195 bps
; p

Q1FY24 Q1FY25 Q1FY24 Q1FY25

* Moving from 3P to owned warehouses

« Strong inventory management with optimum space
utilization

* Reduction of packaging cost per order (down 16% YoY)

* Increased Ad-Income share

* Improved featured brand shares

« Growing share of higher margin categories like
makeup, premium skincare

Contribution Margin improvement of 520 bps YoY

-18.5% - -13.3%

Q1FY24 Contribution margin Q1FY25 Contribution margin

(as % of NSV) (as % of NSV) 30



Nykaa's House of Brands

FASHION

31



Our owned brands continue to scale

Annualized GMV runrate (Rs mn)

2 yrs journey.

Q1FY23 Q1FY25
8.3x
DOT@ KEY 900+ — 7,500
1.6x
@U’ 1,000+ — 1,600+
Beauty

2.5X
/\W 650+ —p 1,600+

Emerging K|CA ~30 &} 200+

[KICA acquired in Apr’22]

32




Targeted intervention to drive growth across each brand lifecycle

Beauty owned brands Fashion owned brands

DOT (Y KEY

High Growth
brands K /\W

@ TWENTY
DRESSES
N

brand Cosmetics I&P

Focus Area

Maintain momentum with
investment in marketing
and offline expansion

Accelerate growth by
revamping innovation funnel

NRAA
KICA |
Sm Q:Lbhr_ar;]ds p SKINRX MIXT: Drive awareness, brand
wi 'g KAA NHAA : building, category/assortment
poten“a] PERFUMERY NATURALS Iq*e 2 gaJégng depth
@arth @

rhythm NYVEDA 3



Beauty Owned Brands: Innovation fuelling brand’s growth

NKA” DOT (G KEY

Cosmetics

Lip Glaze

cosmetics

Innovative product formats to increase category depth
Among Top3 sunscreen brand across all marketplaces

NEW
i DA
&

“ BATH & BODY COLLECTION

with the scent of
Champagne
& Berries

Rank 4 on highlighters for
top variant

Introducing new Liquid
highlighter collections

Al & ol
“New Bath & Body Range

Assortment building with innovative collection and packaging

o
S d

Liquid Highlighter

34



Kay Beauty: Foundation Marketing Campaign Case Study

40 mn

Impression generated

2X Faster growth
than Category

~10%
Contribution to Kay Beauty GMV
(Q1)

' HYDRATING FOUNDATION
| ENRICHED wiTH ETZYOIITTEE]

| Forina's

RADIANT GLOW

RATING FOUNDATION

HYDRATING FOUNDATION  ENRICHED WITH [EYZYNIN XY

ENRICHED WITH HYALURONIC ACID

Kay by Katrina b
Sponsored (demo) - @
Discover the secret to flawless skin with
Hydrating Foundation! % Enriched with
Hyaluronic Acid for all-day moisture, choose

from 20 shades. Enjoy a lightweight, radiant
glow. Shop now at Nykaa!

Kay RTALURON

KATRINA'S GO-TO
HYDRATING FOUNDATION

WITH HYALURONIC ACID

Katrina's Secret to Achieve
Flawless Skin Shop now Glow
App store App stort

(ﬁ Like Q Comment d> Share

35



Beauty House of Brands: 47% YoY growth

GMV* of Beauty owned brands (Rs mn) GMV Channel Mix

47% YoY

3,406

Q1FY25

2,310
Nykaa Online
Nykaa Stores
GT/MT (including eB2B)
Others**

Q1FY24 Q1FY25

Owned brands expanding presence in offline channels - Q1FY24
through Kiosks/ Nykaa stores and GT/MT vis Nykaa D.
3P marketplaces going well
* doesn’t include GMV/NSV of Earth Rhythm, as company holds a minority stake in the brand 36

* *Others primarily includes other online marketplaces



Fashion House of Brands: Nykaa Platforms driving growth

GMV of Fashion owned brands (Rs mn) GMV Channel Mix

916

903
Q1lFY25
Nykaa Online
Nykaa Stores (Nykd EBOs)
GT/MT
QlFY24 QLlFY25 Others*
QlFY24
GMV growth from 3P channels (-14% YoY) was
muted, which was compensated by owned brands
GMV growth on Nykaa Fashion platform (10% YoY)
* Others primarily includes other online marketplaces 37

** 3P Channels includes GT/MT and other online marketplaces



Nykaa expands its stake in Dot & key to 90%

Brand Overview

Differentiated skincare solutions that are
effective, safe, and fun to use

Investment Update

Estd. in
2018 June

FSN E-commerce Ventures Limited is acquiring
an additional 39% stake in the current financial
year for a total amount of Rs 265 Crs

FSN E-commerce Ventures Limited acquired 51%
stake in Dot & Key in September 2021

Profitable
since
Q4FY23

GMV (Rs mn)
51% 80% 238%
YoY YoY YoY
7.500
r Ox > 4,550

500 750 1,350

Fy21 FY22 FY23 FY24 Q1FY25
Annualized

38



Dot & Key: Differentiated products across large categories

Differentiated assortment Clutter breaking packaging

Water light Vit C

Sunscreen
Moving away from typical oil
based and heavy on the
skin to formulation that was
super light on their
consumer skin.

SPF Based Lip Balm
G
First to lauch SPF Lip Balm

Ungiue patented, hat-capped Focusing on core categories like
packaging has become a Sunscreens and Moisturisers
standout feature in the market,
Cooling Watermelon drawing attention and fostering Prioritizing core categories which are
sunscreen brand loyalty fast growing, with more runway helps
— Sunscreens are most used in the brand grow without hitting ceiling

hottest time of the year.
Consumers needed a sunscreen
that'd give them protection but
also provided cooling.

39



Dot & Key: Investing in Innovation and R&D capabilities

In-house R&D capabilities Rigorous and Agile NPD process

Well defined and structured NPD process

62 trials of sunstick to
deliver final products

In-house R&D lab, fully equipped lab to help create
and test formulations in house.

First to launch barrier

28 30% of NSV repair range

from new launches in

New SKUSs in FY24 £Vv24

40



Dot & Key: Brand Love created

Most loved reviews on — Product quality and

o Average Rating is 4.4/5.0 (based on e ! _ _
innovative packaging

35k+ reviews) on Nykaa

« Most reviewed products are Moisturizer,

« ~85% reviews are positive
Sunscreen and Facewash

Customer Perception

45% - 50%

Customer retention
(Website & Nykaa)

Social Engagement

Instagram Followers - 372k

High Engagement Rate on Social Media l

- ’ TL
‘| §iC- .
N s
1 A (0T !
% E

“UVA +°UVB rqys

Organic traffic on website is 70%+

No chalky residue 41

-




Nykaa to acquire majority stake in Earth Rhythm

Brand Overview

D2C new age brand specializing in skincare,
makeup, haircare and bath and body products

Well Being, Beyond
Beauty!

* FSN E-commerce Ventures Limited is acquiring a majority
stake in Earth Rhythm

« This in addition to the 18.57% stake acquired in Earth
Rhythm in April 2022

o Investment Update o

GMV (Rs mn)

8X 673
553 549

373

v

84

Fy21 FY22 FY23 FY24 Q1FY25
Annualized

42



Earth Rhythm: Differentiated Positioning — Sustainable and Inclusive

CERTIFIED ORGANIC | PLANT BASED | 99% PLASTIC FREE

Good For You. Good For The Earth.

Earth Rhythm isn’t just our name. It is a commitment to producing the purest, healthiest
products and educating everyone on why being Earth Concious is so important.

Innovative shampoo and Accessories (Reusable) Inclusive and Gender-Neutral brand ethos

conditioner bar solution

Eco-friendly
packaging
design using
recyclable
materials : : .
N Diverse skincare range across skin
Lower water tone, age and gender
consumption —
production and Reusable makeup accessories to Gender Neutral, highly inclusive
application reduce wastages and diverse communication
‘?:\((\C\AL FRq o &Q«\;\ED OQC"/;, '&\)ELTY FQ€€. &Q\gsPONs,e/(//\ 3 \_\;JURAL & be Y\PRVESTEO‘,%
0 w
P 4

ER®E®®®

PETA certified Plastic neutral certified 43



Earth Rhythm: Continuous Investments in R&D

D

R&
‘. ' In-house fully equipped
1 R&D Lab
First to launch

50%
Innovations in FY24
breakthrough products
such a Gel to milk series
15 and Phyto series
New SKUs in FY24 ;

In house testing and stability
studies enables save cost +
high quality formulations

Being 1stin many..

India’s first
water free
Sunspray

44



Financial Performance

NIRAR

45



Topline growth and profitability momentum sustains

GMV (Rs mn)

25% YoY

|, 24% CAGR — > 33,209

26,672
21,558

Q1FY23 Q1FY24 Q1FY25

EBITDA (Rs mn)

31% YoY
A4% CAGR —— »
|7 961
735
461 I
QLlFY23 QLlFY24 QLFY25

Maintaining
strong topline
growth

Improving
Profitability

1. Adj. EBITDA is before ESOP expenses, GCC business and organisational restructuring expenses

2. Margin as % of Revenue

Revenue (Rs mn)

23% YoY

lf 23% CAGR — 17,461

14,218
11,484

Q1FY23 Q1FY24 Q1FY25

Adj. EBITDA (Rs mn)

44% YoY

’7 48% CAGR — 1,090

759
] I
Q1FY23 Q1FY24 Q1FY25

46



Profit and Loss Statement

Qs | quvad

All Values in Rs mn

Revenue from Operations
Gross Profit

Gross Margin

Fulfilment expenses

As % of revenue from operations
Marketing and S&D expenses
As % of revenue from operations
Employee Expenses

As % of revenue from operations
Other Expenses

As % of revenue from operations
EBITDA

EBITDA Margin

PBT

PBT Margin

PAT

PAT Margin

Adj. EBITDA
Adj. EBITDA Margin

1. PAT is after considering share of loss of associate
2. Adj. EBITDA is before ESOP expenses, GCC EBITDA and organisational restructuring expenses

17,461

7,560
43.3%
1,667
9.5%
2,484
14.2%
1,559
8.9%
890
5.1%
961
5.5%
221
1.3%
136
0.8%

1,090
6.2%

14,218

6,186
43.5%
1,357
9.5%
1,918
13.5%
1,386
9.7%
790
5.6%
735
5.2%
97
0.7%
54
0.4%

759
5.3%

23%
22%
-21 bps
23%
0 bps
29%
-73 bps
12%
82 bps
13%
46 bps
31%
34 bps
127%
58 bps
150%
39 bps

44%
90 bps

a7



Quarterly Vertical Performance: Business Wise

All amounts in Rs mn, unless otherwise stated

Q1 FY25 QlFY24

Fashion Others Fashion Others
GMV 25,429 7,741 39 33,209 19,908 6,758 6 26,672
Growth 28% 15% 25% 28% 13% 24%
NSV 14,695 2,449 39 17,183 12,121 2,089 5 14,215
Growth 21% 17% 21% 28% 19% 26%
Revenue from Operations 15,935 1,486 40 17,461 12,984 1,225 10 14,218
Growth 23% 21% 23% 24% 21% 24%
Gross Profit 6,328 1,210 22 7,560 5,223 957 6 6,186
Fulfilment expenses 1,417 237 12 1,667 1,114 237 6 1,357
Marketing & advertisement expense 1,268 672 9 1,949 971 594 2 1,567
Selling and Distribution expenses 413 52 0 465 285 37 0 322
Contribution Profit 3,230 249 1 3,480 2,853 89 -2 2,941
Other expenses (Including Employee and G&A expenses) 1,975 474 69 2,518 1,800 384 21 2,206
EBITDA 1,255 -226 -68 961 1,053 -295 -23 735
Key Ratios as a % to NSV
Gross Profit Margin % 43.1% 49.4% 44.0% 43.1% 45.8% 43.5%
Fulfilment expenses % 9.6% 9.7% 9.7% 9.2% 11.3% 9.5%
Marketing and Advertisement expense % 8.6% 27.4% 11.3% 8.0% 28.5% 11.0%
Selling and Distribution expenses % 2.8% 2.1% 2.7% 2.4% 1.8% 2.3%
Contribution Margin % 22.0% 10.1% 20.2% 23.5% 4.3% 20.7%
Other expenses% 13.4% 19.4% 14.7% 14.9% 18.4% 15.5%
EBITDA Margin % 8.5% -9.2% 5.6% 8.7% -14.1% 5.2%
Notes:
1. Branding Media & Production Cost is not considered for Contribution Profit as it is not allocatable, and its benefit accrue over long term
2. Fulfilment expenses include freight, payment gateway charges, warehouse off-roll manpower, warehouse operation expenses and packaging expenses 48

3. Selling and distribution expenses include BA/BDE cost, 3P channel commission, distributor expenses and customer care service charges



Key Highlights of Vertical Reporting

Improvements Levers

« Beauty gross margin remains steady
« Expansion of Fashion gross margin driven by marketing income, services related income
Gross margin expansion of 48 bps YoY and platform fees
« Superstore gross margin expansion led by improved Ad-income and higher share of
featured brands

* Accelerated new customer acquisition in Beauty led to higher marketing expenses YoY

Marketing expenses up by 31 bps « Fashion marketing expenses improved YoY due to better customer mix and conversion

« SnD expense in Beauty increased due to owned brands penetration further into 3P offline

S&D expenses up by 44 bps and online channels
« Fashion S&D expenses increased slightly due to Nykd’s EBO expansion

« Scale efficiencies in Beauty

Other expenses improved by 86 bps * Investment in tech and employee still continues in Fashion

Beauty includes Nykaa.com, Nykaa Physical Stores, Beauty Owned Brands, Nykaa Man Grooming, Nudge, and Superstore by Nykaa
Fashion includes Nykaa Fashion, LBB, and Nykaa Man Lifestyle 49
Others includes GCC business and International business



Focus on a leaner balance sheet

Fixed Assets Turnover (X) Working Capital Days ROCE (%)
10.3 44 8.3%
9.1 42 41 7.5%
6.6%
7.0 I
FY23 Fy24 QIFY25 FY23 FY24 Q1FY25 FY23 FY24 Q1FY25

Focus on capital efficiency resulting in consistent improvement in ROCE
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Business restructing initiatives and investment updates

O Acquisition of western wear and accessories business by way of slump sale from Nykaa Fashion Limited to FSN E-
Commerce Ventures Limited:

After the successful completion of phase one in which Athleisure and Lingerie business was transferred in Q4'24, the
company has now completed the Acquisition of western wear and accessories business by way of slump sale from Nykaa
Fashion Limited to FSN E-Commerce Ventures Limited in Q1°25. This will help to streamline and consolidate owned brand

business in a single entity, similar to beauty owned brands business which are already within FSN E-commerce Ventures
Limited.

O Acquisitions update:

The Board of Directors at its meeting held on August 13, 2024 approved the following transactions:

a) Acquisition of 5,29,286 shares in Dot & Key Wellness Private Limited, a subsidiary of the Company, for a consideration of
upto Rs. 265.3 crores. Post this investment, the Company’s equity Interest in D&K will increase from 51% to 90%.

b) Acquisition of up to 57,302 shares and 12,226 warrants of Earth Rhythm Private Limited for a consideration of upto Rs.
44.5 crores resulting in Earth Rhythm becoming subsidiary of the Company.
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Glossary

Term

Annual Unique Transacting Customers (AUTC)

Average Order Value (AOV)
Contribution Profit

Cost of Goods Sold

EBITDA

Adjusted EBITDA

Gross Profit

Gross Merchandise Value (GMV)

Monthly Average Unique Visitors (MAUV)

Revenue from operations

Net Sales Value (NSV)

Orders

Visits

Existing Customers

New Customers

Verticals

Description

Unique customers identified by their email-id or mobile number who have placed at least one Order on our websites, mobile applications or physical stores during the last 12 months ended as on measurement date. Annual Transacting
Customers, with respect to beauty and personal care, denotes Annual Transacting customers on the Nykaa websites and mobile applications and physical stores. Annual Transacting customers, with respect to Fashion, denotes Annual
Transacting customers on the Nykaa Fashion website and the mobile application, with respect to Others, denotes Annual Transacting customers on the Nykaa Man website and the mobile application, “SuperStore by Nykaa” website and mobile
application

GMV generated across our websites, mobile applications and physical stores divided by Orders considered for such GMV.
Contribution Profit is a non-GAAP financial measure. Contribution Profit refers to Gross profit for the period, after the adjustment of Fulfillment Expenses, Marketing Expenses (Other than branding), Selling & Distribution Expenses.
Cost of Goods Sold is a non-GAAP financial measure. cost of goods sold refers to cost of material consumed, purchase of traded goods, changes in finished goods and stock-in-trade.

EBITDA is a non-GAAP financial measure. EBITDA refers to our profit/(loss) before Tax for the period, as adjusted to exclude (i) Other Income, (ii) Depreciation and Amortization Expenses, (iii) Finance Costs. EBITDA Margin refers to the
percentage margin derived by dividing EBITDA by Revenue from Operations

Adjusted EBITDA is a non-GAAP financial measure. Adjusted EBITDA refers to our profit/(loss) before Tax for the period, as adjusted to exclude (i) Other Income, (ii) Depreciation and Amortization Expenses, (iii) Finance Costs, (iv) ESOP
expenses & (v) GCC business and (vi) organizational restructuring cost Adjusted EBITDA Margin refers to the percentage margin derived by dividing Adjusted EBITDA by Revenue from Operations.

Gross Profit is a non-GAAP financial measure. Gross Profit refers to Revenue from Operations less COGS. Gross Profit Margin refers to the percentage margin derived by dividing Gross Profit by Revenue from Operations.

Monetary value of Orders inclusive of taxes and gross of discounts, if any, across our websites, mobile applications and physical stores prior to product returns or order cancellations and including sales to and through third party channels. GMV,
with respect to BPC, denotes GMV of BPC vertical. GMV, with respect to Fashion, denotes GMV of Fashion vertical. GMV, with respect to Others, denotes GMV of Other Verticals

Number of unique devices (laptops, mobile phones, etc.) which recorded at least one Visit to our websites or mobile applications during the month. Monthly Average Unique Visitors, with respect to BPC, denotes Monthly Average Unique Visitors
on the Nykaa websites and mobile applications. Monthly Average Unique Visitors, with respect to Fashion, denotes Monthly Average Unique Visitors on the Nykaa Fashion website and the mobile application. Monthly Average Unique Visitors,
with respect to Others, denotes Monthly Average Unique Visitors on the Nykaa Man website and the mobile application, “SuperStore by Nykaa” website and mobile application

Revenue from operations includes sale of products, marketing support revenue, income from marketplace and logistics services
NSV refer to Net Sales Value and calculated basis GMV minus Discounts, Cancellation & Returns, and Taxes.

All orders placed on our websites, mobile applications and physical stores prior to any cancellations and returns. Orders, with respect to BPC Vertical, includes all Orders that placed on Nykaa websites & mobile applications and Physical Store,
having at least one BPC product. Orders, with respect to Fashion Vertical, includes all Orders that placed on Nykaa website & mobile application, and Fashion.com website & mobile application having at least one fashion product . Orders, with
respect to Others includes all Orders that placed on Nykaa Man website & application, and “SuperStore by

Nykaa” website & mobile application.

Number of visits to our websites and mobile applications. A visit is considered ended when no new request has been recorded in more than 30 minutes from the same device to the website or the mobile application. Visits, with respect to beauty
and personal care, denotes Visits to the Nykaa websites and mobile applications. Visits, with respect to Fashion, denotes Visits to the Nykaa Fashion website and the mobile application. Visits with respect to Others, denotes Visits to Nykaa Man
website and mobile application, “SuperStore by Nykaa” website and mobile application

Existing Customers, identified by their email-id or mobile number, are Customers who placed at least one Order in any prior Financial Year on our websites or mobile applications.
New Customers, identified by their email-id or mobile number, are Customers who placed at least one Order in any current Financial Year on our websites or mobile applications.

Beauty includes BPC, Nykaa Man Grooming, Nudge, and Superstore by Nykaa
Fashion includes Nykaa Fashion, LBB, and Nykaa Man Lifestyle 53
Others includes GCC business and International business



By attending the presentation or by reading the presentation slides you agree to be bound as follows:

This Presentation is prepared by FSN E-Commerce Ventures Limited (“Company”) and is for information purposes only without regards to specific objectives, financial situations or
needs of any particular person and is not and nothing in it shall be construed as an invitation, offer, solicitation, recommendation or advertisement in respect of the purchase or sale
of any securities of the Company or any affiliates in any jurisdiction or as an inducement to enter into investment activity and no part of it shall form the basis of or be relied upon in
connection with any contract or commitment or investment decision whatsoever. This Presentation does not take into account, nor does it provide any tax, legal or investment
advice or opinion regarding the specific investment objectives or financial situation of any person. This Presentation and its contents are confidential and proprietary to the Company
and/or its affiliates and no part of it or its subject matter be used, reproduced, copied, distributed, shared, or disseminated, directly or indirectly, to any other person or published in
whole or in part for any purpose, in any manner whatsoever.

The information contained in this Presentation is a general background information of the Company. We don’'t assume responsibility to publicly amend, modify or revise any
information contained in this Presentation on the basis of any subsequent development, information or events, or otherwise. This Presentation should not be considered as a
recommendation to any investor to subscribe to any security. This Presentation includes certain statements that are, or may be deemed to be, “forward-looking statements” and
relate to the Company and its financial position, business strategy, events and courses of action. Forward-looking statements and financial projections are based on the opinions
and estimates of management at the date the statements are made and are subject to a variety of risks and uncertainties and other factors that could cause actual events or results
to differ materially from those anticipated in the forward-looking statements and financial projections. Forward-looking statements and financial projections include, among other
things, statements about: our expectations regarding our expenses, sales and operations; our future customer concentration; our anticipated cash needs, our estimates regarding
our capital requirements, our need for additional financing; our ability to anticipate the future needs of our customers; our plans for future products and enhancements of existing
products; our future growth strategy and growth rate; our future intellectual property; and our anticipated trends and challenges in the markets in which we operate. Forward-looking
statements are not guarantees of future performance including those relating to general business plans and strategy, future outlook and growth prospects, and future developments
in its businesses and its competitive and regulatory environment. No representation, warranty or undertaking, express or implied, is made or assurance given that such statements,
views, projections or forecasts in the Presentation, if any, are correct or that any objectives specified herein will be achieved.

We, or any of our affiliates, shareholders, directors, employees, or advisors, as such, make no representations or warranties, express or implied, as to, and do not accept any
responsibility or liability with respect to, the fairness, accuracy, completeness or correctness of any information or opinions contained herein and accept no liability whatsoever for
any loss, howsoever, arising from any use or reliance on this Presentation or its contents or otherwise arising in connection therewith. The information contained herein is subject to
change without any obligation to notify any person of such revisions or change and past performance is not indicative of future results.

It is clarified that this Presentation is not intended to be a document or advertisement offering for subscription or sale of any securities or inviting offers or invitations to offer or
solicitation to offer from the public (including any section thereof) or any class of investors. This document has not been and will not be reviewed or approved by a regulatory
authority in India or by any stock exchange in India. No rights or obligations of any nature are created or shall be deemed to be created by the contents of this Presentation.
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Profit & Loss Statement

(All amounts in Rs mn, unless otherwise stated)

Particulars

Quarter Ended

Mar-24

YoY Growth

QoQ Growth

Year Ended

Mar-24

Mar-23

YoY Growth

Revenue from Operations 17,461 14,218 16,680 23% 5% 63,856 51,438 24%
Cost of goods Sold 9,901 8,032 9,577 23% 3% 36,464 28,657 27%
Gross Profit 7,560 6,186 7,102 22% 6% 27,392 22,781 20%
Gross Profit Margin % 43.3% 43.5% 42.6% -21 bps 71 bps 42.9% 44.3% -139 bps
Fulfilment expense 1,667 1,357 1,550 23% 8% 6,085 5,606 9%
Fulfilment cost % to Revenue 9.5% 9.5% 9.3% 0 bps -25 bps 9.5% 10.9% 137 bps
Marketing & advertisement expense 2,018 1,597 1,911 26% 6% 7,372 5,906 25%
Marketing & advertisement expense % to Revenue 11.6% 11.2% 11.5% -33 bps -10 bps 11.5% 11.5% -6 bps
Selling and distribution expense 465 322 447 45% 4% 1,541 1,040 48%
Selling & distribution expense % to Revenue 2.7% 2.3% 2.7% -40 bps 2 bps 2.4% 2.0% -39 bps
Contribution Profit 3,410 2,911 3,194 17% 7% 12,394 10,229 21%
Contribution Margin % 19.5% 20.5% 19.2% -95 bps 38 bps 19.4% 19.9% -48 bps
Employee benefits expense 1,559 1,386 1,421 12% 10% 5,649 4,917 15%
Employee expense % to Revenue 8.9% 9.7% 8.5% 82 bps -41 bps 8.8% 9.6% 71 bps
Other expense 890 790 841 13% 6% 3,284 2,752 19%
Others expense % to Revenue 5.1% 5.6% 5.1% 46 bps -6 bps 5.1% 5.3% 21 bps
EBITDA 961 735 933 31% 3% 3,462 2,560 35%
EBITDA Margin % 5.5% 5.2% 5.6% 34 bps -9 bps 5.4% 5.0% 44 bps
Depreciation & Amortisation@ 601 519 596 16% 1% 2,242 1,733 29%
Depreciation & Amortisation % to Revenue 3.4% 3.7% 3.6% 21 bps 14 bps 3.5% 3.4% -14 bps
Finance Cost (Net of other income)® 140 118 141 18% -1% 529 444 19%
Profit before Tax 221 97 196 127% 12% 690 384 80%
PBT Margin % 1.3% 0.7% 1.2% 58 bps 9 bps 1.1% 0.7% 33 bps
Total tax expense 78 33 98 253 136

Profit before share of (loss) of associate 142 65 97 119% 45% 437 248 76%
Share in loss of associate -6 -10 -7 -40 -39

Net Profit for the period 136 54 91 150% 49% 397 210 90%
PAT Margin % 0.8% 0.4% 0.5% 39 bps 23 bps 0.6% 0.4% 21 bps

1. Adjusted EBITDA margin of 6.2% in Q1FY25, is before ESOP expenses, GCC EBITDA and organisational restructuring expenses

2. Amortization includes the depreciation on RoU (Right of Use Assets)

3. Finance cost includes the interest cost on lease liabilities (Net of Interest Income on Security Deposit & Gain on cancellation of lease)
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Quarterly Vertical Performance: Business Wise

(Al amounts in Rs mn, unless otherwise stated)

Q1 FY24 Q2 FY24 Q3 FY24 Q4 FY24

Particulars . . . .

Beauty Fashion Others Beauty Fashion Others Total Beauty Fashion Others Total Beauty Fashion Others Total
GMV 19,908 | 6,758 6 26,672 21,559 | 7,872 8 29,438 25,696 | 10,465 18 36,179 23,377 | 8,760 36 32,172
Growth 28% 13% 24% 25% 27% 25% 27% 36% 29% 34% 26% 32%
NSV 12,121 | 2,089 5 14,215 12,566 | 2,411 6 14,983 14,954 | 2,899 15 17,868 13,979 | 2,479 30 16,487
Growth 28% 19% 26% 23% 35% 24% 23% 29% 24% 28% 24% 28%
Revenue from Operations 12,984 | 1,225 10 14,218 13,695 | 1,365 10 15,070 16,227 | 1,640 21 17,888 15,193 | 1,454 33 16,680
Growth 24% 21% 24% 22% 31% 22% 22% 22% 22% 28% 31% 28%
Gross Profit 5,223 957 6 6,186 5,427 1,061 8 6,496 6,317 1,274 16 7,607 5,949 1,137 17 7,102
Fulfilment expenses 1,114 237 6 1,357 1,171 283 5 1,459 1,396 318 4 1,718 1,283 259 8 1,550
Marketing & advertisement expense 971 594 2 1,567 1,030 617 1 1,648 1,414 714 3 2,131 1,206 625 25 1,856
Selling and Distribution expenses 285 37 0 322 306 40 0 346 385 42 0 427 403 44 0 447
Contribution Profit 2,853 89 -2 2,941 2,920 121 2 3,043 3,121 200 10 3,331 3,056 209 -16 3,249
Other expenses (Including Employee and 1,800 | 384 | 21 2206 | 1,812 @ 412 | 12 | 2237 | 1,890 | 412 | 42 | 2344 | | 1793 | 427 | 96 | 2,316
G&A expenses)
EBITDA 1,053 -295 -23 735 1,108 -291 -10 806 1,232 -212 -32 988 1,263 -218 -113 933
Key Ratios as a % to NSV
Gross Profit Margin % 43.1% | 45.8% 43.5% 43.2% | 44.0% 43.4% 42.2% | 43.9% 42.6% 42.6% | 45.8% 43.1%
Fulfilment expenses % 9.2% | 11.3% 9.5% 9.3% | 11.8% 9.7% 9.3% | 11.0% 9.6% 9.2% | 10.4% 9.4%
Marketing and Advertisement expense % 8.0% | 28.5% 11.0% 8.2% | 25.6% 11.0% 9.5% | 24.6% 11.9% 8.6% | 25.2% 11.3%
Selling and Distribution expenses % 2.4% 1.8% 2.3% 24% | 1.6% 2.3% 2.6% | 1.4% 2.4% 29% | 1.8% 2.7%
Contribution Margin % 23.5% | 4.3% 20.7% 23.2% | 5.0% 20.3% 20.9% | 6.9% 18.6% 21.9% | 8.4% 19.7%
Other expenses% 14.9% | 18.4% 15.5% 14.4% | 17.1% 14.9% 12.6% | 14.2% 13.1% 12.9% | 17.2% 14.0%
EBITDA Margin % 8.7% | -14.1% 5.2% 8.8% |-12.1% 5.4% 8.2% | -7.3% 5.5% 9.0% | -8.8% 5.7%
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Key Operational Metrics

Beauty mn 269 330 23%
Fashion mn 126 _ 0%
Beauty mn 27.3 - 326 19%
Fashion mn 16.6 _ -5%
Beauty mn 9.9 124 26%
Fashion mn 1.5 _ 10%
Beauty Rs 1922 1,924 0%
Fashion Rs 4058 | 4237 4%
Beauty mn 10.9 131 21%
Fashion mn 2.6 _ 18% 57
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