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Lakshya Sharma: Hello, and good evening, everyone. Welcome to Asian Paints Q4 and FY26 Investor Call. |
am Lakshya Sharma from the Investor Relations team, and it's my pleasure to welcome you all. We are joined
today by senior members of our management team, including our MD and CEO. Mr. Amit Syngle; our CFO and
Company Secretary Mr. R.J. Jeyamurugan; our AVP Finance, Mr. Parag Rane. | would now like to invite our MD
and CEO for his opening remarks. Over to you, sir. Thank you.

Amit Syngle: Hello, good evening to everyone, and welcome to the investor conference for the Q4 and FY26
results.

Delivering joy since 1942.. ()

We exist to Beautify, Preserve, Transform all Spaces and Objects,

bringing happiness to the World!

For Asian Paints, this has been a core value since 1942, and | have been speaking about this over several
quarters and years. We clearly believe that we exist to beautify, preserve, and transform all spaces and
objects, bringing joy and happiness to the world. If you see, whether it is any surface—home or object—
which we look at really transforming, beautifying, and preserving as we go ahead.

F ‘

Disclaimer

This communication, except for the historical
information, may contain statements which reflect

the Management's current views and estimates and

could be construed as forward-looking statements.

The Future involves many risks and uncertainties that

could cause actual results to differ materially from

the current views being expressed. Potential risks
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and uncertainties include such Factors as general
economic conditions, foreign exchange and
commodity price Fluctuations, competitive product

and pricing pressures and regulatory developments.

h
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The standard disclaimer for everyone.

P o ¢
Key Growth Initiatives Driving Growth ﬂ'
Massive Upsurge on 2 Dialed up 3 Services
Brand Building Innovation Quotient Ignition

i 1AL ‘

Regional Market Widening the Net
Ignition in B2B
g —
; B

Let's get on to what we have been doing and what we have been doing and driving in this quarter. Overall,
there have been very powerful initiatives that we have seen, and we have driven.

First of all, the whole area of upping up the ante in terms of building the brand and that is something which
we have purely driven very strongly throughout the year and also in Q4, given the whole area of focus in terms
of what we have taken. And it's a challenge to really see that in a fragmented media setting, what is it that
you can do both in conventional channels as well as digital to really bring it up.

The second area is driving growth with innovation, and that is something which we have driven from the
technology point of view in bringing differentiated propositions, which the market really holds.

The third area is the angle of services, and in today's world, that is something which takes precedence and
really builds the brand in being closer to the consumer, and that's what we have really put the real ignition
on.

Regionalization has been another objective which we have taken, and that is something getting closer to the
regional consumer and looking at appropriating areas, which really enthrall the customer in various regions
across the country.

The whole area of B2B has been very strong, and given the kind of investments that are happening in this
space, this has been a growth engine for us in a very big way.

And finally, giving credence to the fact that today we can really add to our areas of cost excellence, the whole
space of backward integration has also been very significant for us and a huge amount of investments are
taking place in this area.
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Asian Paints Damp Proof: The Real Waterproofing Champion \{ )
Trusted solution delivering long-lasting protection from extreme monsoons and heat

Aisi Waisi
Waterproofing nahi,
Asian Paints

paints @

UPTO!

o
SURFACE TEMPERATURE (
REDUCTION L

DAMP PROOF |

Asian Paints
Damp Proof lagao
Garmi aur leakage

bhagao.

WARRANTY'

70 Years

Link for Commercial Ad

= Thick and Seamless waterproofing

membrane blocks seepage & weather
damage

= Heat-reflective coating, that reduces

surface temperature by up to 10°C

= {0-years waterproofing warranty

Just to build this story and amplify the points which | just made, we have really gone full on at amping up the
whole area of Damp Proof so much, that now Damp Proof has become generic to the category, and therefore,
today, we are appropriating Asian Paints Damp Proof very strongly, which singularly is the largest product the
way it really offers solutions to the customer both from the point of view of waterproofing as well as the heat
conservation that is cooling the interior.

Asian Paints x Cricket: Key Initiatives (FY 2025-26)

A 4

Leveraging cricket as a 360° cultural platform - combining BCCI partnership, IPL reach, fan-led innovations, women's cricket”?
storytelling and contextual product activations - to deepen brand relevance beyond traditional advertising

Proud | to be the
COLOUR
PARTNER

g India
C'IO
asianpaints

OFFICIAL COLOUR PARTNER

Fan-led Innovations THE COLOUR PARTNER OF INDIA

THE BLUE OF INDLA

HAR GHAR WLL CHEER FOR
TEAM INDIA WITH THE

‘Women's Cricket Storytelling

We have also looked at appropriating cricket. Cricket is a religion in India and that's something which we have
really taken in a very big way and therefore we partnered up with BCCl in terms of a colour sponsorship for
every cricket event which is happening in India and that's a very big space we have appropriated where we
have looked at lots of innovations during the matches, of really getting the fans aligned and owning up the
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colours in a very big way and this is something which has really worked magically for us to reaching out the
brand to billions of people across.

One Nation. One Emotion. One Anthem ’Q
Owning the emotion of cricket with the launch of Asian Paints’ Rang De India Cricket Anthem 4

(‘S-I:) asianpaints
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Link to the Cricket Anthem

What is it that you can do in every match apart from the innovations, you also reach out to one emotion, one
nation, and therefore, we created one anthem where we used Sunidhi and Vishal to really appropriate an
anthem which really touches people at the right spot. At the same time, it amplifies the whole nation partin
a very big way as a universal emotion which comes out.

ColourNext: South Asia’'s Most Authoritative Colour and Material Intelligence ’9
Offering globally relevant insights grounded in cultural depth and design foresight ’

In the Asian Paints Colour of the Year
2026 Moonlit Silk

X Colour of the Year 2026: ~ Wallpaper of the Year 2026:
.\ Moonlit Silk Zanskar .

The other big area that we have been working on for the last 23 years involves looking at and talking about
the only Indian research in the Indian market on colours and regional usages. This is our ColourNext property,
where we look strongly at colour and material intelligence, and this has been something that has been really
very close to architects, making us literally the forerunners in dictating what colours would move and what
materials would move along with them.
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Here we spoke of two things very clearly, the colour of the year “Moonlit Silk” and the wallpaper of the year
“Zanskar” inspired from a peak in Ladakh. So, lots of areas that really motivate the architects and the design
community strongly.

Eclipsia - A Signature Collection from Novacolor and Asian Paints \{
Exclusively previewed at ColourNext 2026, inspired by the fleeting grace of an eclipse

We have also looked at upping the ante on decor by coming out with signature collections, which are topmost
and top-notch across the world. We bring in the best of the excitement from all the fashion capitals across
the world, look at appropriating what it means for the walls, and really offer scintillating finishes, which
basically up the whole game of how today's high-end homes can really look like appropriating these kind of
finishes.

The Architecture of Aspirations: 9th Season of ‘Where the Heart Is’ ’9
Key addition in the 9t season was the introduction of Lookbook X

where the
heart is

A Lookbook that transforms inspiration into action,
enabling viewers to interpret and apply aesthetics
meaningfully in their own homes.

10

Not only this, the whole world of digital is very important. We have shifted a lot of our spending into the
digital zone now, and we have various properties which we keep on appropriating. One of the biggest
property is “Where the Heart Is”, which is bringing the whole area of "Har Ghar Kuch Kehta Hai" in a very
strong manner. We launched the 9t season with very strong personalities like Cricketers, Bollywood and
Regional stars coming in a very strong manner, and doing up their homes and making it something which is
very aspirational, both from the point of view of colour and decor in terms of what you bring in.
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New Product Launches W
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Enhancing portfolio depth through differentiated product introductions £
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| spoke about innovation, and this is constant at Asian Paints. We have been looking at amping up the whole

element of bringing lots of new technologies. Today, we speak of more than 160 patents of what we have put
into the market.

As a part of that, we look at commercializing certain patents giving parameters and differentiated product
propositions for the customer. We launched something called "Damp Secure" in the whole world of
waterproofing.

We have launched for the first time in the world an anti-termite finish called "PU Gold", and in the space of
high-performance coatings as well, some elevated finishes for steel structures, based on really evolved
platforms and technology of what we appropriated. Lots of new zones which we brought in Q4 in alignment
with our innovation strategy of what we have taken.

Lodhi Art Festival 2026 *

= Concept: “Dilate All Art Spaces” -
Expanding the idea of where art
belongs — from galleries to
everyday urban spaces.

Guided by the ethos of #Art for All

Celebrating 10 years of India’s
First public art district at Lodhi
Colony, New Delhi

Led by St+art India Foundation,
supported by Asian Paints
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We have been partnering with the St+art Foundation across the country, and for about last 10 years, this has
been avery strong foray where we have looked at really beautifying the public spaces in a very big way. Today,
we do more than 500 murals across about 29 cities, seven art districts of what we have created. And this is
something which is really an unparalleled initiative, which gives us a very strong work with the nation as well
as modernizing India with art - one wall at a time.

Services as a Differentiator 0
P
1 \S'C BEAUTIFUL HOMES 2 S asianpaints Service specializing in preventive

T@ TAL maintenance of large Factories

{ iy
P a I n t I n q ASSURE 7 Comprehensivesssessments

4 ¥" Expert execution
SErvVICE with asianpairis
Our Flagship direct-to-consumer service

v Timely completion “ y protection service for B2B

v’ Data-driven model to forecast corrosion

Highly-sophisticated, predictive asset-

¥ Tailored colour guidance

Metacare - Asse! Protection Management

¥ Dedicated supervision ¥ Tailor-made maintenance solutions

¥ Tech Integration Further driving Customer Delight

«  AlVisualizer - WOW in Shade Selection 4 Service aimed at partnering clients in

+ Alled Supervision @ Sk R executing waterproofing work

+  AINPS: Customer Delight Score ¥ Tailored and comprehensive solution

¥ End-to-end Project Management
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Services, as | said, and this is one area, which we have been really amplifying a lot. We have today the world's
largest painting service which is called the "Beautiful Homes Painting Service" and we run various models here
where we are looking at appropriating these services directly to the consumers, offering them the best of the
solutions, the best of the decor for their homes and this is something which is Fully technology-led service
which we pursue in a very strong manner.

The second areais “Total Assure”, which is a service we offer backed on an Al platform to large projects. Large
projects where builders and other big entities can monitor how the painting is going at their large areas and
this is something which we also give to large factories as well and seeing what we can do across the painting
cycle there.

The other thing which we do very strongly is the whole area of maintaining factories and maintaining assets
against corrosion resistance and other things and this is a service called "Metacare". A very popular service
and all the big names in the industry today are aligning with us taking care of their assets from the point of
view of coatings, which come in strongly from preserving the assets.

And lastly, "Smart Assure” service, which talks of offering solutions regarding waterproofing in a very big way
so that the clients get a full experience of the expert knowledge of Asian Paints, and they are able to take
care of any dampness or waterproofing issues in their homes. A series of services as a very big differentiator,
which is really unparalleled in the industry.
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Accelerating B2B Sales by Capitalizing on the Infrastructure Growth A\l

5 —r'zl _ '.--
Factories Hospitality Segment Government

Strong growth in Factories and Hospitality segments driving synergy across Coatings solutions and services
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The other area which has been very strong is the B2B, and this we look at appropriating from the point of
view of the conventional builders in the CHS, but we have moved very strongly into parallel spaces where we
looked at large builders, large factories, large hospitality areas and also the whole area of the government
where today every airport, every port, every tunnel which we are approaching and looking at participating in
the growth story where government is putting a lot of money where we are able to offer a very strong
platform for aligning our services, our products to give solutions here. And we think this is a very high-growth
segment.

We have an initiative called the "Juggernaut", which brings the strength of One AP, where we marry
decorative and industrial interfaces to give one solution to the consumer, which is holistic in nature, what we
putin. Lots of great things happening in this space as we look at it.

Strengthened Volume Growth Momentum "
L
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Coming to the numbers, it has obviously been a strong quarter of growth. The volume growth is back in double
digits in this quarter, and we can see that the trajectory has been steadily good over the four quarters this
year.

Resurgent Q4FY26 growth elevated FY26 Performance ’\!19
Q4 FY25 Q4 FY26 FY25 FY26
=
o
©
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—
= 10.2% 8.7%
w)
v
% 43%
2.5%
o 1.8%
Q
>
—
o
g -5.2% -5.7%
(] Volume Gr% Value Gr% Volume Gr% Value Gr%

When we look at the decorative business, we have achieved 12.4% volume growth and a very strong value
growth of 10.2%. Both double-digit growths, and also this time the difference between the volume and the
value is just about 2.2%, indicating a fairly healthy mix in terms of what we have been able to sell.

On a yearly level, volume growth is close to about 9%, which is quite commendable, and the value growth is
about 4.3%. The volume-value gap at a year level is still about 4%. Overall good going for the quarter.

Robust Industrial Segment Growth Amplified Overall Coatings Trajectory '@
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When we look at the coatings world, which is decorative plus industrial, which means the full coatings range,
the volume growth from 12.4% goes up to 12.7% in the quarter, and the value growth goes up from 10.2% to
about 11%.
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Very strong, robust growth you see for the full coatings of what we have been able to get in. At a country
level, yearly volume goes to about 9%, and the value growth goes to about 5.3%. So, Good growth and they
are strongly above the market growth rates.

Q4FY26 was an all-round performance 0

O Witnessed improvement in demand conditions in a seasonally strong quarter

O Improvement in growth across rural and urban centers with rural being ahead of urban growth

O Improved offtake in PreLux portfolio led to increase in realizations

O B2B Projects business continued to do well, making further inroads in the Factories segment

0 Distribution footprint continued to expand along with expansion in tech-enabled Beautiful Homes Painting Service

Q0 Significant efforts on launching differentiated product propositions yielding results
= New product contribution improved to ~17% of overall revenues

= VAM-VAE project on track; expect to commission the first phase in H1FY27 fFurthering our innovation capabilities

If you look at some parts of this overall growth, we saw improvement in the demand conditions in all three
months, where we were able to register good growth across the months.

We got good growth both in rural and urban centers across, that is something which was good. Rural was a
little bit ahead of urban growth of what we could really get in, which is good news in terms of market growth.

The other area which was very good was that the premiumization strategy has been working very well. It
improved the mix, and the PreLux categories have moved quite well improving the mix.

| spoke about B2B business. This has been stellar in terms of how it has been able to do, and this is something
which has now become a very strong growth vehicle, from the point of view of a builder segment, the factory
segment and the government segment, going very well here.

Then, if you look at the area of distribution, we continue to add retail touchpoints; more than 6,000 retail
touchpoints we have added across the country this year. Not only that, but we have also been able to spread
our distribution footprint For "Beautiful Homes Painting Service”.

If you look at the area of technology and innovation, new products are something which we have always
looked at, and they have now contributed to a substantial 17% of the revenues, which just shows the pace of
innovation and the whole area of consumer excitement that we can bring into the market.

The area of VAM-VAE, which is our backward integration project, is something which we are looking forward
to strongly. Today, worldwide, there are very limited players who are making VAM-VAE, and for us, it is a
signature project and we expect to commission first phase in the first half of this year. The VAM-VAE project
will bring to us very strong innovation capabilities in the market and really change the fabric of the market
from the area of looking at green paints in a strong manner. That's something which we feel is a very strong
catalyst For us going forward.
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Har Ghar Kuch Kehta Hai: From Surface Décor to Space Décor: Owning Homes ”
L

No. 1 Integrated
Home Décor
Player

No. 1in
Decorative
Lighting

~ 4% of

Decorative Modular Kitchen, Kitchen  gagh Fittings & Sanitaryware Fabrics & Furnishings
5 Hardware & Components
74 Beautiful Revenue
Homes Stores / B ;

Studio - One Stop
Home Décor
Destinations

No.1in
Wallcovering &
Textures

No. 2 in Fabric &

Furnishing Wardrobes and Vanities Furniture Wall Coverings

Collaborations
with Sabyasachi,
Jaipur Rugs,
Sarita Handa
uPVC Windows and Doors

Decorative Lighting Rugs

In the area of Home Decor, we have moved our inclination from surface decor to space decor because we felt
we are very close to homes. We have been struggling a little bit in this area over a period of time, and this is
one strong zone which we are not leaving so easily. We are today the number one integrated home player

with very strong strengths in areas like kitchen, lighting, textures, wallpapers, furnishings. These have been
strong areas in terms of what we have been doing.

74 Beautiful Homes Stores. 20 States. One Integrated Home Décor Vision. ’9

Beautiful Home Stores are scaling the Home Décor Ecosystem and propelling the surface to space transition *

And this is something which we are also marketing through 74 "Beautiful Home Stores" across 20 states, and
no one today in the industry has created a space of convergence for the customer where the customer gets
their visualization very strongly, and they get a spate of territories to beautify their homes through the

"Beautiful Home Stores" which we have putin.
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Building a Profitable Home Décor Ecosystem ()

Kitchen and Bath Business White Teak and Weatherseal Business
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o evene grew byle 8t crinthe quarter O Revenue at ¥ 23 cr for the quarter was higher by 16.8%
= Q PBT loss reduced to 21 cr from 16 cr in Q4FY25

% Bath: Weatherseal:

2 J  Revenue at ¥ 20 cr for the quarter, higher by 24.9%

U Revenue for the quarter came in at ¥95 cr, higher by 3.7%
O PBTimproved to ¥4 cr compared to PBT loss of ¥4 crin Q4FY25

21

Note: PBT is before exceptional items; Figures in columns in ¥ ¢

If we look here, we have been better in the quarter. The kitchen revenue has grown both from the point of
view of the quarter as well as from the point of view of the year, even bath has done fairly well in the quarter
by about 4% growth, while at a yearly level, we are just below the base.

When we look at the two other businesses, White Teak and Weatherseal, we have had a very strong quarter
where both White Teak and Weatherseal have done very well. Weatherseal for the yearly level has also really
done well at about 42%, whereas White Teak has been a little bit down.

A little bit of a mixed result, but this is again continuing to be an area of passion which we are strongly driving
because we know that it adds back to the original coatings category in the same manner, because it is the
same customer whom we are approaching and really appropriating the whole area of "Beautiful Homes" very
strongly. So that's about Home Decor.

International Business WI'ID
’

Nepal
Bangladesh

Solomon
Islands

o ! Vanuatu
Bahrain
s Fiji
Qatar

Egypt Oman 7

Our Presence

6.7
UAE
Echiopia

Sri Lanka 6

Samoa
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When we come to international business, this is the spread of our business across the world, which you can

see across geographies. We also export from some of these markets to 60 other countries, but some of our
brands here are also different brands, which have come in over a period of time through some acquisitions.
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Resilient Growth with Improved Profitability 0
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If you look at the business, the overall business has done very well. The markets of Asia have really led the
show very strongly, but the Middle East has also been strong, along with Africa. It's been a very good quarter
where we have grown in double-digit terms, and in the year also we had 9% growth, and there are clearly
good gains which have been registered in markets of Sri Lanka, Egypt, UAE. And despite the current
geopolitical situation continuing, the Middle East has still stretched and delivered a strong, resilient
performance.

Now this is also reflected in the profitability when we see in absolute terms, very strong growths, but the
good part is that we have been able to extend the PBT margins, which is about 8.5% for the quarter, which is
a strong improvement by 370 bps year-on-year. If you look at a yearly level, we have also done fairly well. So
that's AP Global for you.

Continued Growth Momentum in Industrial Segment ’9
4
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Coming to the industrial segment, today we have two joint ventures, as you are aware of one for the auto OE,
which is called “PPGAP”. The other is for general industrial products, which is called “APPPG". Both businesses
have done well in Q4. In both businesses, strong double-digit growth has been achieved in the revenue, and
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that is something which is also reflecting in the yearly sales in both the JVs. Both at the quarter as well as the
year level, strong growth is coming.

As far as PBT is concerned, if you look at the area of PPGAP, very strong delivery we have got here, very strong
growth upward of about 20% both at a quarter and a yearly level, PBT margins are at about 12.2% for the
quarter and higher than the year-on-year for the same quarter.

When we look at APPPG today, as | said, the revenue growths have been very strong, double-digit both in the
quarter and the year level, but even from the point of view of PBT, the margin has been a little bit affected,
given the fact that there has been a little bit of competitive intensity which we have seen in the market.
Overall, PBT margin is at about 7.3% lower by 100 bps.

But combined, both the businesses have done very well in terms of their performance.

Quarterly progress in Gross Margin Trend throughout FY26 ’!'
Gross margins improved on sourcing and formulation efficiencies and raw material deflation, d

despite mix impact and higher discounting
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If you look at the whole trajectory, it has been a good year where we have seen deflation in the market across
the four quarters and even in Q4 we saw a deflation of about 1.4%, taking our Gross Margins to almost an all-
time high of about 45.6%, which is very strong.
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And therefore, how does it really reflect on the financials. First, if we were to look at it from a perspective of
the standalone financials, | spoke of the Net Sales, which is in double digits 10.3%. From the point of view of
PBDIT, very strong growth of 26%, with a PBDIT margin of about 21.2%, which is higher by 260 bps year-on-
year. Very strong growth which is there, even if you look at PAT, while the PAT is shown as 67%, if you exclude
the exceptional items and were to compare like-to-like last year, we are at about a 32.7%, year-on-year
growth, which is pretty substantial.

A very strong top line driven by an equally strong bottom line have come in a very big way.

Similarly, if you were to look at the yearly level, the overall top line is at about 4.3%. | spoke of the volume
growth closer to about 9%. From the point of view of PBDIT, growth has been strong at 11.2% growth, PBDIT
margins at 20.1%, higher by 130 bps, and even PAT is at double digit, about 10.8% growth excluding the
exceptional items. For the year also, the bottom line has been very strong, the volume has been very strong
and the value is at about 4.3%.

Summary Consolidated Financials L2
b 4
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to growth
#
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Let us look at the consolidated numbers. Now consolidated numbers are reflected from the standalone
definitely, and even consolidated numbers are pretty good. In fact, the top line moves further to about 11%
as | spoke. The top line again is very strong, and if I look at it from the point of view of Gross Margins, again
higher by 100 bps year-on-year, PBDIT growth is quite good at 24.4%, and the PBDIT margins at about 19.4%,
higher than 210 bps year-on-year. PAT growth before minority interest and after excluding exceptionalitems,
is 34.1%, so strong numbers which we are able to see for the quarter.

For the year, the net sales growth from 4.3% moves to about 5.1%, consolidated from standalone. Gross
Margins at 43.7%, higher by 140 bps. PBDIT grew in double-digits, and PBDIT margins at 18.9%, higher by
almost 110 bps. Similarly, the story of PAT before minority interest and after excluding exceptional items,
where we have grown by about 11.8%.

Again, | could say that strong numbers we see both at a quarter level as well as the year levels, especially from
the bottom line, have been very strong.
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Consistent Dividend Payout \{]
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= Board has recommended final dividend of ¥23.00 per share (2300%)
= Interim dividend of Rs 4.50 per share (450%) declared in Nov'25

= Total dividend for FY26 at ¥27.50 (2750%) per share; Dividend payout of 60%

= Total dividend for FY25 was 24.80 (2480%) per share; Dividend payout of 60%
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As we promise, we have been consistent with respect to our dividend payout. Again, this year we have
declared about 60% payout. The final dividend would be Rs. 23 per share, and there was an interim dividend
which we had already declared at Rs. 4.5 per share.

If we look at the total dividend for the year it becomes Rs. 27.5 per share, and the payout is about 60% ratio.
So that is something which is again very strong and that is something which we feel is very clear, as a return
to all the shareholders we really pledge out.

Outlook for Q1FY27 \{

#Y

O Demand conditions continue to hold steady, though near-term macro volatility persists due to the inflationary risks
linked to the West Asia conflict

O Endeavour to sustain the growth momentum through disciplined execution despite these uncertainties and amidst

continued competitive intensity
Q Industrial Coatings expected to maintain its strong growth trajectory supported by structural demand tailwinds
O International business to continue its steady progress — select markets might see some challenges

O Calibrated pricing actions alongside agile sourcing and cost optimization to help mitigate adverse impact from RM
inflation and currency depreciation

o ~10.4% cumulative price increase implemented in India Decorative business till now

& 3

After this performance, the question is how is the market panning out? We are already two months into this
quarter.

We have seen obviously very high volatile macro conditions in the market, the geopolitical situation is very
dicey and there is a cautiousness around that of how this volatility translates into inflation, because we have
already seen a very high inflation in the market and that is something which is to be watched out day in day
out how that situation points out.
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We want to sustain the growth momentum despite all these uncertainties happening and really see that we
look at controlling the market from the point of view of what price increases we pass out, so that we are not
in a situation where inflation becomes really very high, affecting the demand. We are approaching that very
carefully in terms of what we want to do.

Industrial coatings will continue to grow much higher than decorative, given the investment happening in the
infrastructure and Government spending that is happening in this area.

International business again is expected to continue to grow and therefore, both industrial and international
will strongly contribute to our growth going forward, as far as Q1 is concerned.

When | spoke about pricing, despite very strong inflation, where we have already taken close to about 10.5-
11% price increase, and we are talking of going ahead and taking some more price increases, which are going
to happen. And itis really important at this point of time that as a leader of the industry, we see the measured
increases which we can pass out to the customers, so that we do not allow the inflation and let it affect the
demand going forward. We are continuously evaluating this the way we want to go, but at the same time,
some minimum increases are something which we have already passed in the market, and some more might
happen as we go ahead.

. N "
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Now the areas of sustainability, this is an area of passion. If you can see that the performance has been very
strong. And somewhere we are getting closer to our targets for 2030 much earlier, whether it is water
replenishment, whether it is specific hazards, whether it is a reduction in specific effluent generation or it is
about the Scope 1 & 2 emissions, along with the usage of recycled plastic in packaging.

Not only that, the renewable energy is also a very big area along with bio-based raw materials coming in
products.

We have also really looked at working in the health space so that we are able to align and help people in that
space and at the same time we have looked at training a lot of people through our Beautiful Homes Academy.
More than 9 lakh people we have really trained and that is something which has been the hallmark of a service
which we are offering. Along with training, there is a quality of training which is monitored.
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And finally, the whole area of employee engagement has been strong. We have had a very strong quarter. We
just did the engagement survey, and we have really come out very strongly, how we have been able to
increase people's engagement, inclusiveness and empowerment in a very strong manner.

That is all from me in terms of how we have really performed, what we have done, and it is a real pleasure
speaking to all of you. Thank you.

Moderator: Thank you so much, sir. Ladies and gentlemen, we will now open the call for question-and-answer
session. The first question is from Mr. Vivek Maheshwari from Jefferies.

Vivek Maheshwari: Hi, good evening, team. Two questions, the First is, you mentioned price hikes of about
10-11%, can you just highlight if you were to pass on the total cost impact, including the rupee depreciation.
Have you passed on the entire impact, or what will be the shortfall? You did mention another round of price
hikes. What are your thoughts on that? So that is the First question.

Amit Syngle: As | said, we have only passed on some necessary increases. We feel that the impact is much
higher, maybe closer to about 20% or so. We have passed on around 11%. We are looking at further price
increases, which might happen in the market, as we go ahead. And at the same time, we do not intend to look
at passing out the entire impact so that we can maintain a balance between inflation in the market and what
we can really absorb.

At the same time, we are also looking at a lot of measures from our side, which would be in the area of cost
excellence, looking at what we can do around material sourcing, efficiencies. That part of the inflation which
we are not passing out is something which we can work around and see how we conserving those costs and
seeing that we are still able to maintain our margin guidance.

Vivek Maheshwari: And just a follow-up Mr. Syngle, when you say 20% versus what you have taken, that is
the basis of the previous quarter, or that is the basis where the spot prices are as well as where the rupee is?

Amit Syngle: Largely, we look at the inflation, which is affecting the quarter. And from that point of view, we
have looked at evaluating it, and that is how we have looked at passing the price increases.

Vivek Maheshwari: And the second question is on volume growth. This quarter and the last, you have been
doing well for the last two quarters. Part of this is essentially the base. But what do you think about the
intrinsic demand in the sector? What is your outlook? And would love to know your thoughts on the
competition. Two parts. One is the outlook on volume growth beyond the base. And the second is, the
competition bit.

Amit Syngle: What we see is that, as | mentioned, the demand has been good both from the point of view of
the rural demand as well as from the point of view of the urban centres. We expect at least some part of this
demand to sustain in the market. And we have been seeing some early shoots in the months of April and May.
And we basically believe that going forward, we are still looking atleast a high single-digit volume growth in
terms of what we would kind of achieve.

Vivek Maheshwari: Sure. And any comments on the competition?

Amit Syngle: Yes, the competitive intensity in the market is going to be strong, and we feel that it is
something that will continue. We have the consolidated players now who have been trying to align and come
out with a unified strategy. We also have newer competition in the market, and the existing players are also
equally intense in the market. We feel that the competitive intensity will continue to grow in terms of how
we see the year ahead.
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Vivek Maheshwari: Got it. Thank you. Wish you and your team all the very best.
Amit Syngle: Thank you.
Moderator: Thank you so much, sir. The next question is from Mr. Mihir Shah from Nomura.

Mihir Shah: Hi, sir. Good evening. Thank you for taking my questions, and congrats on a great set of numbers.
Sir just wanted to understand how you see the volume growth trajectory as we go through the quarters during
the year? How are you seeing the 4Q and 1Q volumes? Are you seeing dealers buying more than what they
bought in the past, and they're stocking up due to the 10% plus price increase that you have announced?

And secondly, post 2Q, you will be having a higher base, unlike a favourable base that we had seen over the
past few quarters. Can this upstocking that we are seeing in 4Q and 1Q maybe, and a higher base from 2Q,
impact volume growth trajectory for the year? So that's my first question.

Amit Syngle: Yes, even in Q4 towards the fag end, we have seen some increased stocking, which would have
happened because of the price increase announcements. But in quarter one, we would expect that the
pipeline stocks to go up to some extent as and when a price increase is announced. But at the same time, we
are also very clear that today we will look at the liquidation of the stocks in the market and the demand
conditions being there in terms of how it is going, because the market can really stock up to only a certain
limit.

So, while there could be a little bit of upstocking, which could happen because of the price increases, we are
still confident that demand conditions should continue giving us closer to high single-digit volume growth in
the band of about 8 -10%, as we predict going forward.

As far as bases are concerned, in Q2, we have a longer Diwali. We have a larger period, which is there both
from the point of view of Q2 and Q3 as compared to the previous year. We are also looking forward to the
monsoons being quite okay, not full, as what the IMD predictions are coming in. We are looking at good, fairly
okay demand conditions, and a longer festive season also. The only worry in the segment is the geopolitical
scenario, which is going on. If that really prolongs, it will have a different set of calibrations of what we will
have to look at from the point of view of inflation and other things hitting the demand conditions.

Mihir Shah: Understood. That is very clear. Thank you for that. Sir, the second question is on the margins
again. The price hikes that you have taken will cover a part of the Gross Profit per ton, but margins, on a
percentage basis, will see some impact. However, the commencement of your backward integration projects
from 1Q or 1H, which you have called out now, is also quite timely. So, how should one think about the benefits
that you will probably get from these backward integrations plus which the peers will not see, but you will
see the benefits coming in. And how should we see the impact of the margins as we go along, because in the
past upcycle of crude, we had seen margins going down by 500 to 800 bps also. Any colour on the percentage
margins with the benefits of backward integration over the coming year will be helpful.

Amit Syngle: Two things, one, as | said, we will continue to take some more calibrated increases, which we
think the market can absorb, and we are also aware of the fact that we should not really look at suppressing
the demand by too much of increases, which happen in the market. That's one part of it.

Second, as | said, we have been working very strongly in terms of our cost frameworks, how we conserve
material prices, how we bring more efficiency with respect to how we consume material, and how we
manufacture products. That's a strong initiative, which we think would give us definitely some cover from the
point of view of margins.
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The third area, as you rightly mentioned, is backward integration. However, as | see it, we'll have to see the
whole impact of backward integration over the year because today a part of it is coming in H1, as | said, and
therefore, we will definitely get benefits, but we'll have to observe these benefits over a year, rather than
getting those benefits immediately in Q1. But with a set of things which we are doing and some passing of
some more price increases, we should see how we can retain our margin guidance going forward.

Mihir Shah: Sorry, so you said you'll maintain the margin guidance, sir?

Amit Syngle: Yes.

Mihir Shah: Understood. Got it. Thank you. Wishing you all the very best.

Amit Syngle: Thank you.

Moderator: Thank you so much, sir. We now move on to our next question by Mr. Amit Sachdeva from UBS.

Amit Sachdeva: Good evening, sir. Congratulations on a great set of numbers, sir. My question is to your
comment when you say competitive intensity will remain high, or at least that's what I could hear. But last
year we saw competitive intensity show up in a manner that there was a free volume to consumers and there
were higher discounting and even higher margins for dealers as well by new entrants. And that persisted for
a while. Now we are in a very volatile environment of commodities, input prices. Things look uncertain on
many fronts. When you say competitive intensity remains high, do you still allude to that discounting will
remain high or do you think that it will show up in more product innovation or A&P spends and so on and so
forth? | would assume that in such an environment, perhaps discounting-led competitive intensity would have
reduced. How should we interpret your comment on this front?

Amit Syngle: First of all, despite the inflationary environment that we are seeing and despite the price
increases that we have taken, we have not seen any let-up in terms of the discounting in the market. | must
make it straight that today the discounting intensity stays whether it is retailers, whether it is contractors,
whether it is other stakeholders, and therefore what we see very clearly is that, whether it is existing players,
whether it is new players, the intensity of that continues and people calibrate how much they need to really
spend.

Maybe there could be some rationalization around the A&P spends, what we could see in the market, but
when | mentioned competitive intensity, | meant about the whole area of discounting, which, according to us,
will continue.

Amit Sachdeva: Got it. Very well understood, Amit. Thank you so much. My very quick second one would be
where the 10% price hike that you mentioned that you have taken on a cumulative basis. Has some part of it
reflected in Q4 as well, oris it largely For Q1? I would assume that some inventory buildup was already there.
How should we think about the pricing playing out in the revenue line in this quarter or the next and if you
take incremental price increases? Just to help understand a little bit on the pricing side.

Amit Syngle: You are right because some part of the inventory is always with us. It has not majorly impacted
us from the point of view of any things which are hitting the margin because the existing inventory has helped
us tiding over the inflation which is there and therefore the larger impact we will definitely see in Q1 and Q2
which is going to happen.

The other thing is that, in the last quarter, we also had the benefit of a deflation, which we saw and that is
why we are also seeing higher PBDIT margins and even higher Gross Margins. And as | said earlier, we are
looking at recovering some of these things through the price increases already taken, some we are in the
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process of taking, coupled with the whole area of cost excellence and other areas of how we want to calibrate
our spends going forward, so that we are able to play this game of driving top line as well as balancing the
bottom-line margins.

Amit Sachdeva: Just to understand clearly that in doing so, you would like to maintain your margin guidance,
which has always been 18-20%, there is a high single-digit volume ambition as well for the year. | assume when
you say high single-digit, you mean FY27. And also the pricing whatever will build up on top of it. Is this a way
to interpret what you are saying?

Amit Syngle: Absolutely right. We are maintaining our margin guidance, which is there. We are looking at the
price increases that are happening and trying to see that we get into that area of 8-10% volume growth.

Amit Sachdeva: Excellent, Amit. Thank you so much. Excellent set of results. Congratulations once again.
Moderator: Thank you so much, sir. The next question is from Latika Chopra from J.P. Morgan.

Latika Chopra: Hi. Part of my question was answered, but Amit, | just wanted to check again on the
competitive intensity. It seems all the players, including the new entrant, took double-digit price increases,
and it seems that the pricing levels are now coming at least at par, but you mentioned that the discounting
levels remain high. Is it right to assume that the new player pricing is still below yours?

Amit Syngle: Just to reiterate what | said earlier, finally, what we see is that everyone adjusts to the overall
pricing at the same level, which are the apparent rates of the market in terms of what pricing is pitched at.
But finally, today, what matters is what discounts you are giving to various stakeholders. And as | said earlier,
today, the differentials in terms of the discounting between the various players are the same as they were
earlier. There is no change at all and therefore, the intensity of competition still remains going forward.

Latika Chopra: Assuming the raw material prices come off, in such a scenario, do you think a part of these
price increases that the industry has taken will be sticky, basis your experiences from the past?

Amit Syngle: As | see it, if there is a prolonged situation which really happens today, we will have to really
think of what part we can really pass further in the market from what we have already done. And therefore,
some of those will be sticky till the time the situation carries on, there is no going back on it. And it is going
to take some time before softening is going to really happen, all depending on how the geopolitical
environment behaves.

Latika Chopra: And last bit, Amit, we have wrapped up FY26, you had a good exit quarter. Basis your
understanding of the secondary sales environment, how would you read the market shares for Asian Paints
in FY26 versus last year?

Amit Syngle: All the results are out in the market, all of you can calculate the shares in terms of where we
have moved from where we were.

Latika Chopra: All right. Thank you and all the best.
Moderator: Thank you so much. The next question is from Percy Panthaki from IIFL.
Percy Panthaki: Hi, sir. Thanks for taking my question, | just wanted to understand this. When you are saying

that you will maintain the margin guidance of 18-20%. Does this in the backend imply an assumption that the
macroeconomic situation or the geopolitical situation will get resolved and the commodity prices will come
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down pretty quickly? Or would you say that even if crude remains in that $90 to $100 band for the rest of the
year, even in that scenario, the margin guidance would remain intact?

Amit Syngle: As we see it, in these conditions, it is very difficult to really predict for over three to four
quarters. Clearly, if we were to look at the next two quarters as something which we are seeing, the inflation
levels are not going to come down so easily. It depends on where the whole war situation goes and how it
really fructifies, what further impact on raw material prices it really caters. In the given scenario, we need to
work very diligently, looking at maintaining our margin band. It will be a combination, as | said, of working on
cost efficiencies. It could be a combination of the mix that we are able to sell in the market and at the same
time, looking at a very disciplined approach, in terms of how we really look at our spends in the market as we
go ahead.

Percy Panthaki: Understood. The context of my question was, if | look at the last crude cycle which was FY22,
at that time, also, on a Y-0-Y basis for the full year, there was about a 14% average price increase. At that time,
we had finished the full year at a margin of 16.5%, FY22 consolidated. If | compare it to FY20, because FY21
was exceptional because of cost savings, etc., FY20 was about 20.5%. There was about a 400 bps contraction
in FY22 despite fairly high price increases. What is different this time which gives you the confidence to say
that we have closed this year at 18.8%, you are saying the contraction would not be more than about a 100
bps?

Amit Syngle: See, first of all, the current context is that, we are looking at the First six months at this stage
because it is very difficult to really predict for the full year. And as | see it, for the first six months, possibly
yes, we are still open to more price increases we need to take from the current levels where we are, and that
would really compensate for some deficit what we are seeing.

The second different thing this time, is the whole area of the premiumization story and other areas of
bettering the product mix we want to set up in the market. And the third area is backward integration, and in
some of the areas of our cost efficiencies we are looking at. It is not going to be an easy one, it is going to be
tough, but the endeavour is definitely that you try to remain in the margin band given.

Percy Panthaki: Understood. My second question, sir, is on demand, in any product, there is a certain price
elasticity of demand. If you take pricing up, it affects demand. How do we look at this price elasticity for
paints? Just For example, in the last cycle again in FY22 we did not see any impact, but the construct was
different there in the sense that people were spending more time at home and therefore, looking at their
houses and feeling that we need to make this better and spending more on home improvement anyways
there were not too many avenues to spend on at that point of time. But that is not the case right now.

People right now will have to pick and choose where to spend, and very frankly, the last big crude inflation
cycle, apart from FY22, that | can see where you have taken a double-digit pricing is only FY12, where the
demand scenario itself was very buoyant and robust. In a way, we are at a position today where this question
is difficult to answer, empirically speaking. What is your take on the price elasticity of demand for this product,
and how do you think the price increases will impact volume?

Amit Syngle: If you look at it from the point of view of the paint industry, when we speak of the final cost to
the consumer, it is a combination of the material prices and the labour prices. The material component in
terms of the per square feet of what lands to the customer, is only about 35-40%. The larger area is of labour.
What we are seeing is that the increase in the material prices gets a little bit nullified in terms of per square
feet prices. The impact which we see from the percentage terms doesn't come to the same thing and that is
why in each cycle, which we see that the impact might be limited unless obviously the things go haywire of
everything turning very different from the point of view of crude prices or from the point of view of dollar
strengthening. We will have to watch out for that from the point of view of looking at it, but we feel that
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today, given the fact that one the spend on paint is discretionary and sometimes it is occasion and
maintenance led, also which is there.

From that point of view, the elasticity is definitely there. But it all depends on the quantum of increases you
take and that is why | said we need to calibrate those increases in such a manner that the final landed cost to
the consumer is something which is still tenable, and we do not really ruin that equation of the prices
becoming too high, which becomes untenable for customers to get their homes done.

Percy Panthaki: Just a couple of very quick hygiene questions. One is, what is the impact of upstocking on
this quarter? I know it is difficult to exactly calculate, but whatever you think is the best estimate, we will go
with that. Or even if that is not possible, what is the growth in Jan and Feb, only these two months, and we
will go with that as the substitute. Second question is the other expenses line has grown only by 2% this
quarter. Any reason behind that?

Amit Syngle: When you look at the current quarter, the good thing is that all the three months have grown
by double-digits. That has been very strong. Some uptick from a point of view of upstocking has happened in
the fag-end of March in terms of what | see. The impact of that would be for the month of March, the March
growth rates would be higher by 3-4% mark, which would be the impact of the upstocking which would have
happened in the month of March. But the good part is that both January and February have been very strong
in terms of what we have been able to achieve from the point of view of sales, which has happened this
quarter.

Percy Panthaki: And the other expenses?

Parag Rane: The other expenses growth is largely in line with how we have seen the full year, where the
various cost initiatives have actually worked for us. Also, it helps that we have a higher revenue scale this year
in this quarter, which has also helped the overhead absorptions.

Percy Panthaki: Okay sir. | will take this offline. Thank you very much, sir.
Moderator: Thank you so much. The next question is from Aditya Bhartia from Investec.

Aditya Bhartia: My first question was again on VAE and VAM project. While | understand that these benefits
would be felt over the course of the entire year, could you give us some indication of what could be the
benefit in terms of costing and in terms of Gross Margins? | understand that it will also help formulations and
improve the quality of the product, help us differentiate, but what could be the impact on Gross Margins over
the course of the year?

Amit Syngle: As | said, it is too early to say because there are several factors at play. One is the extent of
usage and production of this emulsion across various products of what we can take, and the other is how do
we ramp up the capacity of what we are able to make. And therefore, at this point, it will be very difficult to
really give a quantum to that because the whole thing will vary from quarter-to-quarter, and it is only by the
last quarter that we would be able to come to know, what would be the larger impact across in terms of what
we would be making.

Aditya Bhartia: Understood, sir.
Parag Rane: Also, the fact that what we are commissioning in this first half is only the VAE part, the entire

VAM-VAE project as such will still take some time, and that is when we will start realizing the whole
anticipated benefits. We will have to phase it out over the next one and a half to two years.
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Aditya Bhartia: Understood. That is very clear. My second question was on the mix impact that we saw in this
particular quarter, which was only minus 2.5%. If I recall, it was almost a similar trend that we had seen in Q3
of FY22 as well, which is again a period wherein we had taken very sharp price increases. Is it a case that when
we take sharp price increases, there is upstocking that happens specifically for paints and therefore, paints
proportion goes up in the mix and that's why we get to see a lower mix impact as well, and we should be back
to whatever 4.5-5.5% range in the next few quarters.

Amit Syngle: See Q4 is also a month where you have larger, higher value contributions, which really happens.
That is one. Second, yes, because of the price increase, there is definitely an upstocking which happens in
high-value products, especially as | said that in the month of March, we would have seen some upstocking
happening there. And we feel that over a period of time, it is good to maintain that 3-4% gap, which would
remain from a point of view of overall direction between volume and value.

Aditya Bhartia: But we are now speaking about a 3-4% gap versus, let's say, 5-6% that we used to speak
earlier. Is that on account of the confidence that we are having that premium and PreLux categories are doing
better?

Amit Syngle: Currently, it looks like that. We should really be able to look at that gap of about 3-4%.
Aditya Bhartia: Sure, sir. That is very helpful. Thank you so much.

Moderator: Now, we will be taking the last question. The last question is by Mr. Pratik Gothi and he is from
HSBC.

Pratik Gothi: Thank you for the opportunity. | just have one question, please. In terms of mix, you already
touched upon this. Any more colour on the performance of the PreLux category and whether economy range
continues to outpace them on growth?

Amit Syngle: No, as stated earlier, the contribution from the economy range remains significant. It is not a
trade-off where growth comes only from the premium or PreLux segment at the expense of the economy
range. That said, there is a clear and strong strategic focus on driving growth in the PreLux segment. This is
not limited to emulsions but extends across categories, including waterproofing and wood Finishes.
Premiumization, therefore, remains a strategy, with an objective to outpace overall category growth, even as
the economy emulsions segment continues to grow.

Pratik Gothi: Got it. And a related question is the volume value gap. The volume value gap of 3-4%. Did you
mention that?

Amit Syngle: Yes, | did.

Pratik Gothi: That will remain over the next few quarters as well, even while the price hikes are being
followed through.

Amit Syngle: Yes, because the price increases might not be at a regular interval. But, we think that this
trajectory of 3-4% will remain as we go ahead.

Pratik Gothi: Got it. Okay. That helps. Thank you so much.
Moderator: Thank you, sir. On behalf of Asian Paints Limited, this concludes today's conference. Thank you
for joining us. You may now disconnect your line and exit the webinar. Thank you once again, everyone, for

participating.
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