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Marico Q3FY21 

Financial Results & Highlights 

Brief Company Introduction 

Marico Limited is one of India's leading consumer goods companies providing consumer products and 

services in the areas of health, beauty and wellness. With its headquarters in Mumbai, Maharashtra, 

India, Marico is present in over 25 countries across emerging markets of Asia and Africa. It owns 

brands in categories of hair care, skin care, edible oils, health foods, male grooming, and fabric care. 

Standalone Financials (In Crs) 

  Q3FY21 Q3FY20 YoY % Q2FY21 QoQ % 9MFY21 9MFY20 YoY% 

Sales 1744 1510 15.50% 1695 2.89% 4975 4869 2.18% 

PBT 349 329 6.08% 361* -3.32% 1030* 979 5.21% 

PAT 293 270 8.52% 314 -6.69% 862 783 10.09% 

Consolidated Financials (In Crs) 

  Q3FY21 Q3FY20 YoY % Q2FY21 QoQ % 9MFY21 9MFY20 YoY% 

Sales 2146 1853 15.81% 2016 6.45% 6107 5911 3.32% 

PBT 394 358 10% 342* 15.20% 1241* 1122 10.61% 

PAT 312 276 13% 273 14.29% 973 844 15.28% 

*Contains provision for impairment of inventory of Rs 33 Cr 

 

Detailed Results: 

1. Consolidated revenues grew 15.8% YoY in Q3. 

2. EBITDA margins were down 90 bps YoY at 19.5% for Q3. 

3. PAT for Q3 rose 13% YoY. 

4. In Q3, domestic sales volumes were up 15% YoY while sales were up 18% YoY. 

5. General trade channel grew consistently with rural growing ahead of urban, while in the new-age 

channels, strong acceleration continued in E-Commerce. MT came back to pre-covid levels and 

CSD saw a QoQ rise. 

6. Parachute Rigids registered 8% volume growth & 9% value growth during the quarter. 

7. Value-Added Hair Oils registered a 21% volume growth & 21% value growth. The company 

anticipated market share gain in this segment. 

8. Saffola Edible Oils continued its stellar run with 17% growth in volume terms & 26% value growth. 

65% of the growth was attributed to increased penetration. 

9. The Foods portfolio grew by 74% in value terms, with the base Oats franchise posting a strong 

50% value growth. The company entered the plant-based protein category with the launch of 

Saffola Mealmaker Soya Chunks in select markets. 

10. Saffola Honey saw good growth and crossed 20% market share in E-Commerce. 

11. The Premium Personal Care portfolios of Leave-in Hair Serums, Male Grooming and Premium Skin 

Care has been witnessing a gradual revival in demand and thereby recovering progressively. 

However, the portfolio posted a modest volume decline on a year-on-year basis.  
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12. Advertising & Sales Promotions pend was at 9% of sales and was up 4% YoY. 

13. The volume market share of various divisions is at:  

1. Coconut Oils: 62% 

2. Saffola –Super Premium ROCP: 76% 

3. Saffola Oats: 33% 

4. Value-Added Hair Oils: 35% 

5. Post wash Leave-on Serums: 65% 

6. Hair Gels/Waxes/Creams: 59% 

14. Marico increased prices of Parachute by 5% in Q3 to counter inflation.  

15. Of the total coconut oil market, approximately 30-35% in volume terms is unorganized (sold in 

unbranded loose packs) which provides significant headroom for growth to branded players. 

16. The company expects to deliver 5-7% volume CAGR in Parachute Rigids over the medium term. 

17. In Q3FY21, the market price of copra was up 26% YoY and up 16% sequentially. In FY22, the 

company expects copra prices to be flat on an annualized basis owing to a healthy crop outlook. 

18. Rice bran oil was up 7% QoQ. The company expects this rise to be transient and come down over 

the next few months. Liquid Paraffin (LLP) was up 12% YoY, while HDPE was up 18% YoY. 

19. During the quarter, General Trade performed consistently with sales in urban and rural markets 

up by 10% and 24% in volume terms respectively. Modern Trade returned to pre-COVID levels 

with rising footfalls. E-Commerce delivered an exponential growth of 88% YoY, now contributing 

8% to the overall turnover. CSD recovered sequentially, however posting a decline of 10% YoY.  

20. International business grew by 8% YoY in Q3 in constant currency terms. 

21. The operating margin in the international business expanded to 21.3% in Q3FY21 vs 20.5% in 

Q3FY20. 

22. The international revenue growth breakup is:  

1. Bangladesh: up 15% YoY 

2. SE Asia: down 3% YoY 

3. MENA: up 1% YoY 

4. South Africa: up 7% YoY 

5. Others: up 16% YoY 

23. Market share in Bangladesh for Parachute coconut oil was at 82%. The non-Coconut oil portfolio 

in Bangladesh grew by 27% and 26% in Q3FY21 and 9MFY21. The non-Coconut Oil portfolio in 

Bangladesh constitutes 40% of the total business. 

24. Employee Cost was up 28% YoY, due to; i) higher incentive payout owing to better performance 

during the quarter; ii) integration of Beardo (not in the base quarter); and iii) higher share-based 

payout (linked to Marico’s share price performance on the bourses). Excluding the same, the 

increase in employee cost was in line with average salary increments. 

25. Other Expenses were up 9% YoY. Other expenses are likely to remain in the range of 11-13% of 

turnover in the medium term. 

26. The Capex for FY21 is expected to be around Rs 125-150 Cr. 

27. The current MAT credit stands at Rs 141 Cr as of 31st Dec 2020. 

28. The company improved its ROCE in Q3 by 210 bps YoY to 40.2%. The debt to equity was maintained 

at 0.09 times. 

29. The net surplus for the company was at Rs 1508 Cr after a gross debt of Rs 346 Cr as of 31st Dec 

2020. 

30. The company is targeting 8-10% volume growth and 13-15% revenue growth in the medium term. 
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31. It aims to reach Rs 450-500 Cr Mark in Foods category and Rs 100 Cr in sales of Saffola Honey by 

FY22. 

 

Investor Conference Call Details: 

1. Rural markets continued to outperform growing at 24% vis-à-vis urban markets, which grew by 

10%.  

2. The management expects a correction of 10-15% in copra prices as the winter goes away. 

3. Rising oil prices have caused Marico to undertake price increases of 15%+ in the edible oils 

segment. 

4. The management expects Beardo to reach sales of Rs 100 Cr in FY22. 

5. The management outlined 5 focus areas for Marico going forward which are: 

1. drive double-digit growth in VAHO while maintaining growth in the core Parachute and 

Saffola 

2. aggressively scale up food business into INR 400 crore to INR 500 crore business in the 

next year  

3. bring discretionary portfolios back into healthy and sustained growth 

4. dial up the contribution of Vietnam in International business while maintaining 

momentum in Bangladesh 

5. accelerate digital transformation and try to create at least 2, 3 digital brands like Beardo 

6. The two main changes to consumer behavior that the management has observed post COVID-19 

are the rise in in-home consumption and cooking & the adoption of healthier options in snacks 

and meals. 

7. The company has also seen that the adoption of healthy foods is sticky and this seems to be a 

permanent trend given the significant limelight on lifestyle diseases or comorbidities because of 

COVID-19. 

8. The company has reduced debtor days to 23 days from 36 previously using strict credit control in 

the general trade channel. It has also been able to do so as it has reduced dealer inventory 

significantly. 

9. The management has stated that the growth in VAHO has been driven by all brands and not just 

Shanti Amla. 

10. The management is not worried about any sourcing issues for materials for new products like 

Hiney and Chawanprash as it believes that Marico has proved itself in supply chain management 

with its other products already. 

11. Employee expenses are expected to remain high in Q4 as well. 

12. The management has stated that the Chawanprash products need till April or May at least to 

establish whether the brand response is good or not. 

13. The company is not looking to invest behind advertising in the hygiene brand as it contributes a 

minuscule 1% to sales only.   

14. The company has entered into the soya market as it is largely unorganized and the branded section 

in this market is at Rs 800-900 Cr with only 2 players. Given Saffola’s brand equity, the 

management is confident of establishing market share in this segment swiftly. 

15. The management is confident of growth in the core Saffola edible oil segment as it was delivering 

9% volume growth CAGR since 2017 even before COVID-19. 

16. The management has stated that it is focussing more on the foods segment than on personal care 

as it offers a far better business model and an opportunity for scale-up faster as compared to 

personal care. 
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17. The management has stated that Masala Oats business should reach that inflection point in 

another 1 year or 2 years, where there will be significant opportunity to improve margins because 

of backward integration and scale. Thus once the entire foods category reaches Rs 400+ Cr, 

economies of scale should kick in and yield margin expansion. 

18. Total turnover for Foods business in FY21 is expected to be at Rs 325-350 Cr. 

19. The management is making significant changes to the Masala Oats business which it believes will 

drive growth. These are: 

1. Increasing distribution 

2. Moving it from breakfast to in-between meals as the new category is 50-70 times the 

breakfast market and with lesser competition. 

3. Drive regional tastes in new launches 

20. The management has stated that soya chunks have a similar margin profile as Masala oats. 

According to the main drivers in the soya segment are the big unorganized market and the rise of 

plant protein as a healthy option. 

21. Beardo will stay a digital first brand with 80%+ sales through the website and ecommerce sites. 

The management believes that there is a good opportunity to develop a profitable working model 

with digital-first and then move aggressively on other channels. 

22. The management wants Beardo to function completely independently and stay in a startup 

mindset. 

23. In terms of distribution, Masala Oats is available in 1.5, 2 lac outlets, and Honey is expected to be 

available at 1.2 lac outlets. 

24. The management states that in edible oils, the company is not the one leading price increases and 

it is just following the general trend here while in Parachute, it is the one who leads pricing moves. 

25. One big measure that the company is doing in Saffola is increasing marketing spend and 

communication on Saffola Gold which is the premium product instead of Saffola Activ which is the 

entry product to prevent Activ from cannibalizing Gold. 

 

 

Analyst’s View: 

Marico is one of India’s leading FMCG companies with many market-leading brands like Saffola and 

Parachute. The company has done well to maintain value and volume growth on a YoY basis in almost 

all categories and sustain growth momentum in domestic business. It is showing encouraging 

performance in the food category, especially in the health foods segment. The VAHO segment has 

seen a good recovery for Marico after 6 months of underperformance. The company has seen decent 

growth in overall volumes and has maintained its leadership position in all categories highlighting good 

brand resilience. In light of the COVID-19 disruption, the company has done well to develop direct 

distribution channels and rationalize its SKUs and develop towards the health category by launching 

Honey, Chawanprash, and Soya Chunks products. The company’s focus on expanding into new health 

food categories under the Saffola brand and the in-demand hygiene looks shows good room for 

growth in these segments. It remains to be seen how long the COVID-19 situation lasts and what 

second-order effects it has on the company and general consumer behaviour. Nonetheless, given the 

company’s solid standing in its core categories, its expansion plans for high margin food categories, 

and its robust distribution network, Marico looks like a pivotal FMCG stock to watch out for. 
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If you found this report useful and would like to receive more such investing insights, you can subscribe 

to our updates.  
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