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Industry Overview and
One Nykaa



Nykaa: India’s leading beauty and lifestyle destination NRAR

A/ House of

NKAR

India’s largest beauty India’s leading premium online India’s leading eB2B BPC distribution Consumer brands portfolio across
omnichannel retailer fashion platform platform beauty and fashion

FASHION

Rs 20,000 Cr Rs 10,000 Cr 55 mn

GMV NSV Cumulative customer base



India’s discretionary spend to see outsized growth with continued GDP growth NiKAf

[ ——
India GDP ($ tr) India Discretionary spend as % of retail
2x+ 8-10 400 870 1,250 7,150 |8,700
77%
67%
60-62%
53%

35%
FY16 - India FY26 -India FY36E - FY26 - FY26 - US
India China
GDP(Str) > 2 4 8-10 20 30

FY16 FY26 FY36E

Overall retail market size ($ bn)

Source: India got retail (2025), IMF, Morgan Stanley. U.S. Census Bureau, National Bureau of Statistics of China



BPC and Fashion are the fastest growing discretionary categories WAk

]
India BPC and Fashion to outpace Discretionary growth India’s Discretionary spend

FY21-26 CAGR

I FY26-36E CAGR 12%+ 12%+

S740 bn

10% ~10%

9%

7%

Overall Discretionary BPC Fashion B BPC + Fashion

Nykaa sits in the overlap of the most attractive consumption vectors: premium, digital and discovery-led

Source: CLSA report, Redseer (India BPC 2030 and India got retail 2025)



Nykaa’s core TG to double in next 10 years reaching 100mn+ households NikAk

India’s Annual Household Income

High (Rs S0L+) g B
Nykaa’s

e - o _

. i Nykaa’s
Lower Mid (Rs 4 - 12L) 88 mn (27%) ) 101 mn (26%)

Emerging TG
Low (<Rs 4L) 177 mn (54%) 174 mn (45%)
FY26 FY36E

55% of India Household will account for 85% of India’s Income Pool in FY36

Source: CLSA report



India is among fastest growing BPC markets, a $40 bn+ opportunity by FY31E Nk

|
India BPC market size ($ bn)

Unorganized Offline Organized Offline M Online #4

Largest globally by FY31
_[ 12%+ overall CAGR 42

20%+ online CAGR Nykaa is well placed to serve BPC market
across online, organized offline and
unorganized offline, each exceeding $13bn+ by

FY31
9% overall CAGR
|_{ ~30% online CAGR 23

14 32% WAk, NAk

— : W
20% S AV PERFUMERY
72% 48% 4%

+ Assisted GT/MT

FY20 FY26 FY31E

Source: Redseer (India BPC 2030), conversion rate 1 USD = Rs 95



India online fashion market: a $50 bn opportunity N kA

India online premium fashion market (S bn)

India Fashion market size ($ bn)

#3

Offline ®m Online Largest globally by FY31 B Men Women
N
12/3+o over.aII CAGR 160 26-28% orTIme premium > 8. 5 -— 9.5
22-25% online CAGR Fashion CAGR
J
30%
4-45

6-7% overall CAGR
27-28% online CAGR 87

60 3

8%
1.3
FY26 FY31E
FY20 FY26 FY31E

Premium fashion market in India is expected to become 3x by FY31

Source: Redseer (India’s got retail 2025), BCG and Meta. conversion rate 1 USD = Rs 95



Nykaa’s evolution to a Rs 20,000 Cr GMV beauty and lifestyle ecosystem NikAfk

]
One Nykaa GMV (Rs Cr)
~Rs 16,000 Cr+
. " 20,000
in5yrs
15,600
12,500
9,700
Rs 4,000 Cr+ R 6,900
in 8 yrs
4,050
74

FY13 FY21 FY22 FY23 FY24 FY25 FY26



Every business is scaling against a large and distinct market opportunity Nk

—
LT TAM (FY31E)
(FY21-26)

GMV Mix! (%)

|
House of Nykaa - Fashion, 2% E 4 A
| ! Nykaa Beauty 4x Sn];i:'eg;
House of Nykaa - Fashion, 1% E \_ )
: s N ™
House of Nyka : $13 bn
Beauty, 8% 1
: Nykaa SRl 7x Organized offline BPC
BPC i N J J
Superstore, 6% 1
| f N A
E Superstore 4x $14 bn
House of Nykaa - ! (Launched in FYZZ) . Unorganized retail
Beauty, 14% | in 3 years
’ . - J
1
BPC Offline, 6% | 4 N )
: : 48 bn
: Nykaa R 7x On?ine Fashion
X -
Today, Nykaa’s ecosystem consists of a diversified set of ;
. . . . e ™
businesses spanning beauty and fashion, across online B2C, S
. . 1 n
B2B and physical retail ! AELER O bR 8x Overall TAM?
1
! o %

1. Total GMV mix exceeds 100% as House of Nykaa GMV will overlap with the omnichannel business verticals
2. Source: Redseer (India got retail 2025), excluding retail wellness



Nykaa crosses Rs 10,000 Cr Revenue milestone; EBITDA grew 5xin 5 yrs NikAf

O
Revenue (Rs Cr) EBITDA (Rs Cr)
26% YoY 59% YoY
10,022
—— 4xin5yrs > ——  5xin5yrs > 752
7,950
6,386
474
5,144
3,774 346
2,441 256
157 163
FY21 FY22 FY23 FY24 FY25 FY26 FY21 FY22 FY23 FY24 FY25 FY26

EBITDA

Margin% ~ ©-4% 4.3% 5.0% 5.4% 6.0% 7.5%



Investments in customer acquisition and best in class infra and tech

[ —
Cumulative customer base (mn) Beauty Store Count (#) Warehouse Count (#)
) . S— 313 .
~5xin5yrs — 55 4x+in 5 yrs ~3xin5yrs —~ 44
12 79 18
FY21 FY26 FY21 FY26 FY21 FY26
55 3.1Lsq. ft 15.2 L sq. ft
Cumulative customers in FY26 Store space in FY26 [5x in 5 yrs] Store space in FY26 [3x in 5 yrs]

We continue to invest in key focus areas:
Customer acquisition, Retail expansion, Fulfilment capabilities, and Technology

NiKAR



Productivity gains acceleration across the organization N KAk

On-roll employee headcount (#)

4,072

3,735

3,373
3,177
2,764
2,045

FY21 FY22 FY23 FY24 FY25

Revenue/employee ( 17 14 16 1.9 21 ( 25 [

(Rs Cr) 1 i ) . . . l :

2X



Beauty Omnichannel Retail



Beauty reached Rs 8,500 Cr+ NSV in FY26, growing 4x in 5 years NikAk

4,500+

Brands

.
NSV (Rs Cr)
| ( N
I
. - | Rs 15,000 Cr
4x in 5 yrs 8,504 | '
; . GMV [4x in 5 yrs] )
6,674 :
5,362 : - N
4,278 i
I
; 45 mn
2,115 i S Cumulative Customer Base y
- N
FY21 FY22 FY23 FY24 FY25 FY26 :
:
i
i



Trusted partner for all iconic beauty groups globally N KA

LOREAL  ESTEE LAUDER . PUIG PeG LVMH Beiersdorf
27 brands 11 brands 24 brands 8 brands 15 brands 6 brands 4 brands
I . | s QT a | . laprairie
MAYBELLINE E ~ea<c— | AKME (e i CharlotteTilbury :i_ _____ _S_ KE _____ E DIOR Eucerin
LOREAL |1 B i = T C Ol benefit | o
! : : . L DOV€ CAROLINA HERRERA ! FAMTRANETES @
R : CLINIQUE : viEd n 'e lfﬂ‘iﬁg
LANCOME 11| . SRk GIVENCHY
! c | @PONDS JHISEIDO
KERASTASE | Ordinary. | pacorabanne | AMOREPACIFIC | GUERLAIN
! _ - bealt 1110 lanil’ — 3 brands
I B, n| ESTEELAUDER [y 8 brands
| WESANTIAURENT | ~ linexwsiSimple | | wnaricor | TTRETEE T .| FOREVER JHIJEIDO
. 1| smashbox |t ... ! i i .
: : ; . LRIACE || innisrree ||| KIENZO NaRe
|| LARQCHEROAY 1/ BOBBI BROWN o ; L | ISSEY MIYAKE
| Cera@ ii | e === ISDIN ETUDE COTY
: :: .%‘2’0 9“ ( : I | SUlWhaSOO : SINCE 1904
. | | 3 brands interparfums | A B¢ xenvue
|| REDKEN ‘AZoAls |1 o m [ ETEETEEPPPEreres | AESTURA | 6 brands
: T NNNNNN Murad 15 brands i e BURBERRY 8 brands
i oo o I i -
: nh (ﬂ?&mcs i TOMEORD PAULA'S CHOICE GOUTAL RYO sce § KYLIE COSMETICS~ Neutrogena
E_ ______ Hv ________________ i dermalogica MONTBLANC LlLLIYOONE GucCCcCcl Aveeno.




FY26: A defining year of marquee brand launches NikAfk

200+ New brands launched in FY26

From Korean favourites to iconic luxury houses, from clinical derma brands to cult-favourite labels — brands across every price point,
origin and category have chosen Nykaa as their trusted partner.

 AESTURA  Apencia RYO ANUA | medicube® dAlba

Korean Beauty

Dr#&ﬁm, fwee  ILLIYOONE Sggﬁgn émiXSOOH Pyunkang Yul

________________________________________________________________________________________

o, wroclBrosay NBows Mk AdBeany KEgosencs

& i
‘j COSMETICS Qupergeepl ~ PAULA’S CHOICE beautyblender

SKINCARE

o lapraiie  ARMANL e e
Ultra Luxury § @ , Y
. CHANEL SKH . CHANTECAILLE DOLCE s GABBANA

____________________________________



India’s largest specialty beauty stores network covering nearly 100 cities NikAk

N
FY26 was a breakthrough year for Nykaa Retail, marked by the launch of differentiated premium and
experiential formats catering to diverse consumer needs Store Count
Store count 313 3 1 3
237
187
145 Cities
= 99
1
FY15 FY22 FY23 FY24 FY25 FY26 Space (Sq. ft.)

3.1 L+

Launched first Crossed 100t : Launched Nykaa Perfumery, Kay
Launched first Kafe, Charlotte Tilbury’s Flagship

T retail store )
Flagship store store and Kiehl’s store takeover

milestone

Nykaa has a well diversified store network across tiers, regions and servicing different customer need states



FY26 was a landmark year of retail innovation and first-of-a-kind format launches Nk

Nykaa Perfumery

Exclusive brand boutiques Kay Kafe House of Nykaa store

= S Y B N 13

Managing 11 exclusive Kiehl’s India store
E RY and expanding brand footprint

=
=
-

A new way to discover luxury
fragrances through personalized
experiences

A first of its kind lifestyle café blending A curated multi brand destination
15t flagship Charlotte Tilbury boutique in beauty, coffee and community exclusively for House of Nykaa Beauty
South Asia brands



Nykaa Now: Rapid delivery serving largest BPC assortment, live across 13 cities

/ﬁ\ Capabilities Assortment Coverage - Speed
’ﬂg
1) A Top ]
) 1,000+ -

A @ ”MA-N"W Brands 13 Cities 30-60 mins
h 9 m [high demand pockets]

a A 4

& 4‘\9
Pan India
/ﬂ\q ”m— NEXT DAY 4’850do+ [70% of orders 24-36 hrs

mﬁ

9 100 Rapid stores in 13 cities

44 warehouses servicing 19K pincodes

delivered by next day]

NRAANOW

Top 25+ Cities
by FY27

Expansion Plan

NKAA NEXT DAY

90% of all orders across 19k pincodes
by FY30

N KAk
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N KAk

Nykaa has the right to win amongst Gen Z, the next frontier for beauty growth

|
Gen Z accounts for ~40% of India population (600 mn) in FY36 with more than 50% spend in lifestyle categories

Gen Z Campus On-ground Onsite
Ambassadors programme immersive events Gen Z store

Nykaa X Snapchat

NKAR

SNAP STAR
BEAUTY
INCUBATOR
PROGRAM

(-

7

The Back-To-College Sale In On!

U Mo 40% OFF

Steal Deals On Skincare & Bodycare \%

Aqualogica derma

Up To 25% Off Up To 25% Off {
Extra 10% Off On Extra 10% Off On E)
3899 3899

—

College Beauty Fixes

amtmn, T [ oD |

o I N7
Community of 300 KOLs with Showing up at Gen Z dominated spaces. Curated assortments and commercial events India’s 1t Gen Z
strong Gen Z audience connect. 13+ marquee college lifestyle and music from 80+ trending brands Beauty Creator Incubator Program,

generating 60 mn+ reach festivals with 60K+ footfalls generating 2,000+ content pieces



Wellness: Nykaa is well positioned to capture the emerging lifestyle opportunity Nk

In App Education and 200+ Brand

India Health & Wellness will grow 15% CAGR to $27 bn ] i
wellness store experiences onboarded in 2 yrs

by FY31E

Wellness retail will add +$12 bn to take Nykaa’s TAM HEALTmART

to $54 bn in FY31E

WELINESS
WEEK

whole
The,Truth

NKAK
EEK 15 g%
A %us - , = Sy,
Right to Win 7 % W
('7' R|1\°

FY36E 12

lt‘soﬂmsmyougutneedsagetﬂer
notacrash detox.

FY26

4 | | *Bodywise

Simplifying ingredients  Driving Education via

for specific need-states Social Influencers,
(Skin & Hair Health, Affiliates, Brand @Zlva
Fitness, Hydration, Partnerships and Events o
Wellness retail ($ bn) Prescriptive ($ bn) Services (S bn)

Mind, PCOS, etc) both Online and Offline

Source: Redseer
Note - Wellness retail: Includes VMS Daily Dietary (31%), Sports (8%), Weight Management (13%), OTC Sleep, Pain, Beauty (32%), etc. Prescriptive includes Specialist administered supplements, Non-OTC, etc; Services Includes licensed services


https://www.instagram.com/p/DTmuujNjIh-/?img_index=1

Fashion




Fashion reached Rs 1,450 Cr NSV in FY26, growing 6x in 5 years

|
NSV (Rs Cr) |
i
|
6Xxin 5 yrs 1447
i
|
1,125 :
988 |
|
780 |
i
586 :
i
|
!
231 :
i
|
|
FY21 FY22 FY23 FY24 FY25 FY26 :
i
EBITDA margin 0 o !
wofnsy)  ~11.3% -2.6% i

N KAk

r
Rs 5,000 Cr
FY26 GMV [7x in 5 yrs]
.
r
11 mn
S Cumulative Customer Base
r
5,500+
. Brands

Achieved EBITDA breakeven in Q4FY26



FY26 has been a year of strong assortment building - 1,280 New brands launched WA

m,lf/l/l &— GUESS pomelo [BH vider, iy

680+
“ HSNITCH
INDIAN X BB=
‘/ = jjcle GARAGE WROGN é}% e | 170+
RARE RABBIT LACOSTE

)

AM b Y. Ul pocoo carters M | 120+

RARE ONES

mokobara , 0C

: . Stowimx
Accessories fbonhomlej Lo PIERREREARDIN BOROSIL ,

60%+ YoY 50%+ YoY 40%+ YoY
Men Kids Home

280+




Global fashion giants trusting Nykaa Fashion as partner of choice

NAKAAFASHION ., W*FASH'ON

Global trend forward #1 brand

fashion powerhouse on Nykaa Fashion since launch

N KAk

A
-
Pegasus 42

Now On §
FASHION

Everyday Athletic'Styles

SAME WORKHORSE.
NEW WINGS.

E ”
Summer Shop  Westernwear ndian

Nike Live Now!

on edlgliad kur(as -
g 1 n ()'(\ | Ilea Cada: KIIDTAFEST]
V4 2 O Q VY ) A
Home Home Shop Favourites Bag Profile

Global leader in athletic Nykaa. Fa:shion manages
footwear, apparel, Nike.in and lee -
equipment and accessories Commerce App in India




House of Nykaa



House of Nykaa continues to scale rapidly, reaches nearly Rs 1,900 NSV NikAk

HOUSE OF /A4

Building India’s leading new age
consumer brands portfolio

~“Rs 3,200 Cr

FY26 GMV
[8x in 5 yrs]

~Rs 1,900 Cr

FY26 NSV
[7xin 5 yrs]

-----------------------

1

2 Consumer Brands portfolio

=
7 B
MRS(;:: Em '
Al § ‘ =
M@l e
PEODDESS (\A |

| gahan
Jij

»




How We’ve Been Building & Scaling Winning Brands N KA

nudge gyt oin

FEEL GOOD DAILY

Cosmetics

NKAA K DOT@KEY WANggwsr

2015 2019 Acquired 2021 2019 Acquired 2022 Current
asendoss S pmonginditsiops  promimiaionin PSR frerage | mishetenty | sdemetded
Makeup brand y P D2C skincare brands Bath & Body space ging

brand beauty space experience together skincare brand



Innovation expertise across House of Nykaa

DOT (5 KEY

Breakthrough innovation in large and fast-
growing categories such as moisturizes and
sunscreens, with active and fruit led
formulations

Oil free hydration and Reapplication sunscreen
moisture control format
#2 in moisturizer #1 in sunscreen

NKAA

cosmetics

Building an innovation-first, trend-led brand
for young consumers with differentiated
formats

9-in-1 Eyeshadow Palette Nykaa Cosmetics

Top 3 eyeshadow palette X
Bridgerton Collection

Kay

Driving premiumisation across the brand
portfolio through differentiated product
innovation

X FALGUNISHANE PEACOCK
Beouty,
LIMITED EDITION

MATTE TEXTURE.
DRAPED IN COUTURE.

Launched the cushion Kay Beauty X FSP
foundation format — first
time ever by an Indian brand

couture label

Limited-edition premium
collection with India’s leading

N KAk

20

New Launches in FY26

~26%

FY26 GMV contribution from new launches

~25%

FY26 GMV contribution from new launches




Superstore by Nykaa



Superstore continues to expand its scale and reach — growing 4x in 3 years NiRAfk

S
GMV (Rs Cr) 26% YoY
Onboarded Retailers (FY26)
I 4x . 1,187

in3yrs
» 493K 3x+
Retailer base in 3 years

597

325

Penetration (FY26)

FY23 FY24 FY25 FY26 ~ 1’ 2 O 0 ~ 2 x
~3,500 bpS Cities in 3 years

EBITDA margin improvement in last 3 yrs

A digital-first B2B engine driving wider reach for brand partners in the underserved BPC market



Strengthening our portfolio with 220+ leading brands

High-impact partnerships . Preferred B2B platform
with large FMCG brands [170"' bra”ds] ' for D2C brands [ 30+ brands ]

B mamaearth DOT EKEY tzﬁ 1
rinduster U%”%?” e o) I ‘ m O closgwetics
%lmalavao SKIN - HAIR - MAKEUP 3 _I_

AAAAAAAAAAAAAAAA

SUGAR
dermach 0
) [REMEE

THE MAN COMPANY Blue
Heaven

M

marico

g d |
Daja) consumen cane 2yd® . INSIGHT

50 new launches in FY26

Colgate ) @ N
N’ reckitt foxtale BOdWlse WlshCare’ts

(@ Piramal |
'OREAL <>

g B g 9 ! m “+DR. SHETH’S Chf}j’)w AN]ZI?%EMYE
i - for indian skin- ;
PALMOLIVE ' :

CLEAN BEAUTY

pilgrim’

A ¥  THEFAcEsHOP

NiKAR

National distribution

for regional brands [ 20+ brands ]

oré

\ |
4?:0 vinKare
Making Lives Happier

nnnnnnn

ST{DIm:

ASDKA T



Nysaa




GCC remains a key BPC market globally, a $25 bn opportunity NikAfk

A Beauty ecosystem built for
the GCC consumers

6 ~25%

(D Stores Online GMV
0 v
e i ahris While GCC offers strong long-term opportunity, we are
tracking the evolving geopolitical landscape in West Asia

Nysaa is currently below 1% of overall revenue, given the
business is in its early stages.

Source: Euromonitor



Technology



Driving elevated consumer experience using technology N kA

/ @D \ Ask Nykaa Virtual Closet

« howtogetg'owujgskl o (Nykaa Beauty) (Nykaa FaShiOn)

f how to get glowing skin 93 N

‘lf how to get glowing skin naturally 93 N First—o -its-kind AI_ Owered
Al powered f P

. . virtual try-on experience
conversational assistant y P )

evolving into a trusted transforming how

: consumers discover and
beauty advisor

shop for fashion online

480K+

skin skins skincare &
1 2 k] 4 5 6 7 ~ 8 9 0
qwer T tyuil op 5 X

asdf gh j kI I ; i
ncrease in : - i .
conversational queries coral g > Virtual avatars created
: araj Jaipur .
G ¢ X € b ol @ : Gota Patti Digital Lehariya Kurta < by USEI‘S (Slnce May’ZG)
€ Get if for even less - 1,100 How?

123 ¢ English . &

\1 6 1 20% off Add to Bag
west price since launch




Driving elevated consumer experience using tech

Skin Scan (Nykaa Beauty)

9:41

< SkinScan

NikAk
SKINSCAN

Scan Your Face

Start scan now

Al powered in appé

skin diagnostic

tool that analyzes
skin concerns and

delivers
customized
product

recommendations

1.5M+

Skin Scans
completed

V4
< NikAk QU®
B
570 WORTH IT INTENSE
View Similar . @ Tryiton
L'Oreal Paris <

Color Riche Satin Lipstick - 124 S'il Vous
Plait

(4.3g)

% % & & A7 4.4/5 (140) >
EEIESETETY Lipstick See Top 20 >
T594 juno-2840 30%

© Price dropped by 100

124 S'il Vous Plait All Shades >

. Try iton yoursel’
upload a photo to start

Sold by : Nykaa E retail private limited

@ 100% Authentic e Easy return policy

Make-Up VTO (Nykaa Beauty)

Interactive Al-
powered virtual
try-on that lets
consumers test
makeup products
before purchase

1.3M+

Make-up VTOs
completed

N KAk

Foundation Finder (Nykaa Beauty)

« v a o @

b DESTSELLER

. 24-HOUR'

AIRTSS  FULL COVERAGE

WATERFROOF = TRANSFERFROOF!

Chartlotte Tilbury L4
Airbrush Flawless Foundation - 4 Neutral | 30ml

i W WYY 4.4/5(80,840)
l:}lm Foundation See Top 20 >
25100 e ot

Get it for 24800 with offers >

PITE VN

(35 | Add to Bag O

\_ _/

In-app shade-
matching tool that
helps consumers find
the right foundation
match

2X

Product Viewed to Cart



Al permeates every function at Nykaa N KAk

Every function at Nykaa runs on Al in its day-to-day — Growth & Productivity compound

Image and video . Automated . Content Ideation . Demand . Al chatbot . CV sourcing,
generation catalog listing and generation forecasting & resolution screening &
replenishment scoring

Al voice over . Feedingestion& . Campaign . Al Voicebot

production enrichment Optimisation & - Returns QC (Nynaa) . Bot Screening
Automation automation Interviews

Social media - Quality Check . Agent quality

content at scale . Creative . EDD prediction audit & training - Legal first-cut
Analytics model drafting &

diligence

Al + Human = 100X Throughput



FY30 vision



NKAA

Nykaa’s diversification and India’s consumption acceleration to create significant growth opportunity

GMV growth (FY21-26) FY26 GMV (Rs Cr) GMV growth (FY26-30E) TAM (FY31E)

( )

$14 bn

Online BPC

WSS [ ax || ~15000 | | [ 2.5-3

—
-
-

( N ) ( 1\ ( )

Nykaa Stores 7X ~1,200 2.5-3x $13 bn

Organized offline BPC

Superstore 4x ~ $14 bn
(Launched in FY22) . 1’ 200 3-4)( Unorganized retail
\ in 3 years AN J N J \ J

S48 bn

Online Fashion

~5,000 3-3.5x

Nykaa Fashion [ 7X

8x

House of Nykaa

)

~3,200

8x 2.5-3x

One Nykaa

~20,000

~
J
1\
J
1\
J
N
J

i 100 b )
2 ° 5-3x } L gverall TA& )

$100 bn
Overall TAM

)

-—
N N Y
—-— /=
N N Y

Source: Redseer (India BPC 2030 and India’s got retail 2025), BCG and Meta conversion rate 1 USD = Rs 95
Total GMV mix exceeds 100% as House of Nykaa GMV will overlap with the omnichannel business verticals



Step up in profitability : Roadmap to EBITDA expansion NKAA

.
FY26 GMV number rounded off to 10s

4-5x

in next 5 yrs [FY30E EBITDA]
(early to mid teens EBITDA margin)

Beauty Store Network Fashion Super Store path House of Nykaa Operating
expansion Vintage Structural to profitability Acceleration Efficiency
Profitability
Improved profitability Maturing stores ) Organ.ic and Efficiencies through
on the back of + footprint unlocking + Growth + Higher throughput + inorganic bran(.:l + scale leverage angd
Strengthening operating leverage compounding and with lean strategy along with Al adoption
customer LTV and structural infrastructure channel expansion
premiumization profitability
improvement



Financial Performance



Nykaa crosses Rs 10,000 Cr Revenue milestone; PAT grows ~3x in FY26

C
Revenue (Rs Cr) EBITDA (Rs Cr) PAT (Rs Cr)
26% YoY 59% YoY
10,022
752
7,950
474

72

FY25 FY26 FY25 FY26 FY25

Margin % 6.0% 7.5% 0.9%

183% YoY

204

FY26

2.0%

NiKAR



Capital efficiency driving strong ROCE improvement

|
Fixed Asset Turnover (x) Working Capital Days (#)
34
9.1
FY2s FY26 FY25 FY26
Rising salience of asset-light businesses such as Inventory days were lower by 4 days while
Fashion and House of Nykaa receivables improved by 2 days

NiKAR

ROCE (%)

21.2%

11.3%

FY25 FY26

EBIT has doubled in last 1 year
Net debt reduction of 47% YoY



Nykaa’s future growth to translate into superior profitability outcomes NikAk

oy
Revenue (Rs Cr) EBITDA (Rs Cr) ROCE (%)
40%+
X
. 5
V26 fv30E FY26 FY30E FY26 FY30E
Accelerated growth across all businesses Improved structural profitability across Focus on capital efficiency resulting in
businesses coupled with operational ROCE improvement

leverage with scale
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Nykaa Values NikAk

“Be the
customer’s
champion




Cultivating value for every stakeholder

e

A 220K+
Beauty professionals

“Onboarded via Nykaa pro

4 ™
10,000+
Brand partners
. y,
4 ™
» 14,500+
) Direct employment
generation
. y,
4 ™
09 170K+
Q Influencer Network
. y,

-
e a
SME
~— 8,700+
MSME Vendors
- y
e 2

~5 Lacs

Retailers supported

through Superstore)

N KAk



Sustainability is at the core of Nykaa’s operations

Sustainable packaging  Renewable energy ~ Waste Management

v ¢ @

85%+ 982 GJ 1,116 MT

Orders shipped using Renewable energy Waste recycled under
sustainable packaging consumption in FY26 EPR guidelines

N KAk

Digital order
processing

A
5

Zero

Paper utilisation for
order processing



N KAk

Turning sustainability commitments into action

|
Nykaa Recycling Initiatives Earth Rhythm’s
sustainability initiative
100% Clean up drives

Rewarding customers to return their beauty
empties at Nykaa stores

Corrugated boxes reused across all House of
Nykaa and Superstore warehouse




N KAk

Gender Balanced

Promoting a Diverse and Inclusive Workforce

Young Organization

~80% employee ~45%

Below age 35 yrs Women employee

60%+

~60% Nykaa leadership Women employees
Under age 40 in beauty and fashion category management, marketing
and HR

Nykaa leadership includes AVP and above employees

JomBay

Best

% Workplaces” Linked i}
E in Retail TOP
2
O COMPANIES
O Retail, ?:CG
u & Allied
m
o ' .
Nykaa Retail Beauty Ranked Among India's Awarded WoW workplace by Jombay for cultivating Recognized as one of LinkedIn's Top
Top 15 Best Workplaces in Retail 2026 a culture of growth, innovation, and excellence

Midsize Companies in India



Culture that prioritizes employee wellbeing

URPERSON'S

SALAL AWARDS #

£

Nykaa Chairpersons Annual Award

—— —

-
o | -




Nykaa Foundation: Beauty With Purpose VKA

Our Presence Women Empowerment at the Core

Our CSR initiatives are designed to expand opportunities, strengthen
capabilities, and foster greater inclusion for women, enabling them to
participate more fully in economic and social progress.

Impact Created

~2 lakh 60%+

Nagaland . . . o e
Lives empowered till date Women beneficiaries

15 NGO Partners

Ry,
Yy~
AKGNKSHR.  AATAPI £

Aspire. Achieve. Be the Change. DCCW

Ryse “ N

AGAINST HUNGER
INDIA YouthNet NCAER

SLUM U, Anushkaa
SOCCER| ST coseioner

AAAAAAAAAAAAAAAAA

AMERICAN 6“6 ATG FOUNDATION

INDIA
FOUNDATION

AlF

Foundedinlovig memary of
PearlPadamsee & Alyque Padamsee




Nykaa Foundation: Women empowerment

NKAR

EVERY SKILL
BEGINS A
NEW STORY.

Empowering young women through Nykaa's
CSR Beauty Skilling Programmes.

5 y. j women trained for careers
A in beauty and wellness.

WORLD YOUTH SKILLS DAY

TILUNG
TRANSFORMED HER

PASSION FOR BEAUTY
INTO A PROFESSION.

ADIBA DEFIED
EXPECTATIONS

| W
TO BUILD A FUTURE
OF HER OWN

AMUDHA'S
JOURNEY FROM

y | WK/,

Lt 3 7
pa‘vd =
=
[ ( -
‘,' .y

BREAKING BARRIERS
TO BUILDING IDENTITY

THESE ARE JUST
A FEW OF THE MANY STORIES

N - ;
BEING SHAPED THROUGH

OUR CSR BEAUTY SKILLING
PROGRAMMES.

N KAk

Our Journey, our ambition

FY26 FY31E

Women skilled Women skilled

Of CSR spend towards women
empowerment initiatives



Empowering communities through meaningful social impact N KAk

Through partnerships with
specialized organizations,
Nykaa addresses critical
healthcare

needs, improve well-being,
and enable healthier future
for individuals and families

Through beauty and
wellness skilling initiatives,
Nykaa empowers women
from underserved
communities with the
skills, confidence, and
opportunities to build
livelihood.

Through partnership with

National Council of
Applied Economic Research
(NCAER), Nykaa has
initiated the development
of the India Women's
Empowerment Index—a
first-of-its-kind initiative

to assess women's social,

Inclusivity Through Sports Development Research — Women Empowerment Index economic, and financial
empowerment across

For the past four years,
Nykaa has partnered with
the Indian Deaf Cricket
Association (IDCA) and
Slum Soccer to expand
access to inclusive sporting
opportunities for athletes
from underserved
backgrounds

the country




Board of Directors — Accomplished leaders from diverse backgrounds

Falguni Nayar
Executive chairperson and
Director

Almost 3 decades of experience in
e-commerce, investment banking
and broking

@ kotak

Milind Sarwate

Independent Director

27 years of experience,
including two consumer
product companies (GCPL,
and Marico)

Forg M

marico

Dipak Gupta

Independent Director

30yrs+ of experience in financial
services, including leadership across

banking, retail finance, digital
transformation and business building

kotak

Kotak Mahindra Prime

Anchit Nayar
Executive Director

10+ years of experience with
expertise in e-commerce,
marketing, retail, and
banking

Morgan

Stanley

Anita Ramchandran

Independent Director

45+ years of experience in various
sectors like consultancy, finance,
asset management, and
manufacturing

Cerebrus A.F.Ferguson&Co.

Santosh Desai

Independent Director

21 years of experience,
Advertising veteran, served as
CEO of Future Brands Ltd

F
McCANN-ERICKSON

Adwaita Nayar
Executive Director

Co-Founder of Nykaa, and
currently oversees
NykaaFashion.com. 10+ years
of experience in Fashion, retail,

and equity market
BAING

Seshashayee Sridhara
Independent Director

Rich experience in product,
engineering, data and Al,
operations, cybersecurity,
and compliance sector

a

Milan Khakhar

Non-Independent and Non-
Executive Director
30+ years of experience in

natural stones and building
material sector

[ &
“

N KAk

Sanjay Nayar
Non-Executive Director

35+ years of experience in
banking and private equity

Bl citi

Pradeep
Parameswaran
Independent Director

15+ years of experience in
engineering, automobile, and
marketing

McKinsey
Uber & Company o

~55%

Independent directors

~30%

Women directors







Disclaimer NiKAk

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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