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Q2FY26 preview summary and Top picks
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 Top picks: Staples: Bikaji Foods, Britannia, Nestle, HUL and Tata Consumer; in Discretionary, we also like United Spirits and Asian Paints.

 Due to GST transition issues; adverse impact on volumes/sales is likely to be 2–3%, primarily due to delayed consumer purchases and trade reluctance to stock higher-priced
inventory.

 Most companies have fully passed on initially GST benefit to consumers. Q2FY26 will see adverse transition impact on volumes, margins, working capital days. To reverse November
onwards

 Inverted duty structures is a challenge. Offset allowed on packaging, any other RM and Services (at 18% GST rate). However, refund is not allowed in case of services (A&P, lease,
logistics, outsourced vendor related services) and hence input tax credit may remain unutilised in many companies. Companies eventually are likely to factor this in pricing.

 SGST offset mechanism on ultra mega factories/tax holidays, would need modifications, as sales from that factory now generate lower refunds compared with earlier. We forecast
companies shall engage with state governments to suitably modify timelines/others.

 Heavy rains in Q2FY26 have adversely impacted categories such as carbonated drinks, beverages, beer, ice creams and HI. Varun Beverages, Emami, United Breweries, Dabur,
Godrej Consumer shall face impact. Paints demand also impacted, but likely to be recouped in coming quarters (deferred rather than lost).

 Harsh winter likely in India (Dec’25–Feb’26) due to likely La Niña (> 50% probability). In our view, skin care and immunity products (HUL, Dabur and Emami) likely to see benefit
while carbonated drinks and juices (VBL, Dabur) may see demand challenges. Q3FY26 growth for winter portfolios could benefit from last year’s mild winter base.

 Maharashtra is likely to report double-digit decline in spirits, largely offset by strong growth in Andhra Pradesh and Karnataka.

 We estimate ITC’s cigarette volumes to grow 5–6% YoY while Godfrey is likely to grow much faster—likely 20–25% in our view.

 GST 2.0 reforms will eventually aid consumption, led by price cuts in larger packs and grammage addition in smaller packs. Rural demand remains resilient, supported by ongoing
government schemes and good rains in most parts (except Bihar). In our view, H2FY26 (starting November) is likely to post volume boost for most consumer staples categories.

 Government has been supportive: MRP re-stickering voluntary, allowed use of old packaging until March 31, 2026, no longer required to advertise MRP changes. In our view there is
flexibility on either grammage increase or price cuts. We do believe odd pricing such as INR4.7 to go away and GST shall extend life of INR2, INR5, INR10 by 4–5 years.

 Nepal unrest is a slight negative (low single-digit exposure) for companies (operational disruptions, stepping up of plant security, delay in JV projects), normalising now.

 Tea prices (-15% YoY, +2% QoQ) are likely to remain benign, supporting Tata Consumer and HUL’s margins H2FY26 onwards. Coffee (+45% YoY) remains elevated—beneficial for
Tata Consumer’s plantations, but margin-accretive for HUL and Nestle. Copra prices remain elevated. Palm oil prices are up 7% YoY/5% QoQ likely to pressure margins of Bikaji,
Britannia, Nestle and Gopal snacks in Q3FY26 if such prices sustain.

 We reckon our coverage shall clock revenue/volume growth of 5%/2% YoY in Q2FY26 while EBITDA shall remain flat YoY (versus revenue/EBITDA/volume growth of 6%/3%/3% YoY in
Q1FY26 and 5%/2%/4% YoY in Q2FY25).



Q2FY26E performance: Top-tier, mid-tier and laggards
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Top-tier : Bikaji Foods, Marico, Tata Consumer, Britannia, Pidilite, United Spirits and CCL Products.

Mid-tier: Nestle, Hindustan Unilever, ITC , Dabur, Asian Paints, Berger Paints, Bajaj Consumer and AWL Agri Business.

Laggards: Emami, Colgate, United Breweries, Varun Beverages, Godrej Consumer and Indigo Paints.

Strong revenue growth: Marico, Bikaji Foods (ex-PLI), Tata Consumer, Britannia and CCL Products to be leaders while
Emami, Varun Beverages, United Breweries and Colgate to be laggards.

Strong volume growth: Bikaji Foods, Marico, Pidilite and United Spirits to be leaders while Emami, Varun Beverages,
United Breweries and Colgate to be laggards.

EBITDA growth: Bikaji Foods (ex-PLI), CCL Products, Asian Paints and Pidilite to be leaders while Emami, AWL Agri
Business, United Breweries, Colgate to be laggards.

Decent price hikes: Marico, Bikaji Foods, Nestle (coffee) and Britannia.

We reckon our coverage shall clock revenue/volume growth of 5%/2% YoY in Q2FY26 while EBITDA shall remain flat YoY
(versus revenue/EBITDA/volume growth of 6%/3%/3% YoY in Q1FY26 and 5%/2%/4% YoY in Q2FY25).



What did HUL say on the quarter?
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• The company expects revenue growth to remain flat to low single-digit in Q2FY26. Even October shall see transitory adverse impact

• It is one-off transitory impact and anticipate recovery starting November as price stabilises.

• This is the first time HUL has released business update. Important to note that Q2 is first quarter under the new MD, Priya Nair.

GST rate cut

• A ~40% of portfolio including Toilet Soap, Toothpaste, Shampoo, Hair Oil, Talcum Powder, Lifestyle Nutrition and other foods GST
rate has seen reduced GST rate from 12%/18% to 5%.

• The company has fully passed on GST benefits to consumers through price cuts and value packs Sept-22 onwards.

• These reforms are likely to increase disposable income and drive long-term demand across key categories.

Short-term disruption

• Transitory impact rose at distributors and retailers across channels to clear existing inventories with old prices.

• This has resulted in order postponement in anticipation of new stocks with revised prices.

• Furthermore, lower orders across the overall portfolio as consumers delayed their pantry buying.

• This has led to a short-term impact on sales in September and the company expects this to continue in October, given existing
pipeline inventory in channels.



Palm oil up 16% in past few months | Could be slight worry for food companies in Q3FY26
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• Although palm oil prices are only up ~7% YoY/5% QoQ, they are ~16% up from recent lows made in May’25.

• If current prices sustain, key affected companies in Q3FY26 can be Bikaji, Britannia, Nestle and Gopal Snacks.

• We do expect companies to eventually look at passing on some part of this inflation especially as consumer-end prices have come off due to GST 
rate cuts.

• Even ITC Foods may see impact.

• For snacks players such as Bikaji, palm oil is almost 25–30% of RM costs.

• Even for Britannia, Nestle, ITC-Foods, Palm oil is a key RM.

• Eventually HUL and GCPL may see adverse impact if palm derivatives such as PFAD also go up.



• We see the Nepal issue to be a slight negative for most consumer names. However, the fact that normalcy is returning is good.

• Slightly similar situation had been observed in Bangladesh, but we did not see any major long term impact on Marico. Emami did
see some adverse impact.

• Most of the listed Indian Consumer Staples companies operate in Nepal via the Indian listed entity, so there can be slight
overhang for most names.

• Varun Beverages’ Nepal business is 3% of its consolidated revenue. Recently, Campa had also entered the Nepal market.

• Dabur’s factory in Birgunj reported its regular shift operations being disrupted.

• Unilever Nepal has temporarily halted operations at its plant in Hetauda. Employees were asked to work from home in Kathmandu;
sales teams and local distributors are being advised to follow curfews / safety instructions.

• Companies such as Marico, Reliance Consumer Products (RCPL), and Varun Beverages (PepsiCo's bottler) are stepping up security
measures around their plants (e.g. near Biratnagar). Some upcoming projects (e.g. JV factories) are being delayed.

Nepal political uncertainty—slight negative for most Indian consumer names
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Adverse impact on summer portfolio in Q2FY26
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Summer Portfolio has seen two back-to-back tough quarters: Q1 and Q2FY26. Heavy rains have led to material impact in
summer category demand.

Demand for decorative paints (especially exterior paints) may be muted due to heavy rains. It is largely a case of deferred
demand. In contrast, companies such as Varun Beverages, Emami and United Breweries have perishable demand.

Which FMCG summer categories are hit and why?

 Carbonated drinks/RTD juices: Bottlers for Pepsi and Coca Cola called out early monsoon as a headwind on their volumes.

 Beer : Five corporation states (metropolises) reported 20% volume decline for the beer category in July and August.

 Summer care products: High rains compared with last year shall drag down sales for sunscreens, cooling hair oils, talc, etc.

 Ice creams/frozen desserts: Lower impulse footfalls led to stocking down by Kirana and QSR.

 HI: Heavy rains washes away breeding ground for mosquitos; thus affecting demand for HI.

 Paints: Purchasing and painting activities gets postponed due to heavy rains; more of a pent up demand post
monsoons/festive seasons. Hence demand is delayed rather than permanently lost. We reckon it shall rebound in H2FY26.



Adverse impact on summer portfolio in Q2FY26 (contd.)
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Companies Likely impact in our view 

Varun Beverages
 July and August were weak due to heavy rains compared with last year, but September reported some pickup due to monsoons withdrawal in

North. We forecast India volumes to decline 2% YoY, on a base of 5.7% growth, while revenues to decline 4% YoY.

Emami
 Emami’s summer portfolio is likely to decline in double digit in Q2FY26, affected by a weak summer following extended monsoons and high 

base (Summer overall portfolio was down 5% in Q1FY26; up 10% in Q2FY25).

United Breweries
 High rains compared with last year is likely to negatively impact the brewing industry (transportation issues), potentially leading to eroding 

sales. Although volume grew 5% YoY in Q2FY25, we expect UBBL’s volumes to decline 3% YoY, while revenue to remain flat YoY.

Godrej Consumer
 Heavy rains washes away breeding grounds for mosquitos. Hence, we expect HI volumes to be weak and likely to decline mid to high single 

digit.

Source: Nuvama Research



Given the early forecast of harsh winters we forecast strong demand for immunity and skin care products and weak demand for
CSD and Juices.

• IMD and Skymet have forecasted 50%-plus probability of La Niña emerging in Oct–Dec’25 implying harsh winter season.

• Current forecasts suggest India may experience a colder-than-normal winter (December 2025–February 2026), primarily due to the
likely re-emergence of La Niña conditions in the Pacific Ocean.

• La Niña impact: The expected La Niña phenomenon, characterised by cooler-than-normal ocean temperatures in the Pacific, is
strongly associated with colder winters in India by funneling cold air from higher latitudes.

Sector/companies impact

Positive

HUL: Stronger demand for Ponds, Vaseline, Dove, Lakmé skin care.

Dabur: Higher uptake in Chyawanprash, Honey, Immunity products.

Emami: Key winter portfolio (Boroplus, Navratna oil, Fair & Handsome) and Immunity Products. We expect Q3FY26 could see double-
digit growth tailwind if winter is harsh vs mild base last year (Q3FY25: Sales/volume growth of 5%/6% YoY).

Negative : There could be weak beverage (CSD, Juices) consumption impacting Varun Beverages and Dabur’s juice business. Q3 is
seasonally weak anyway, but YoY growth could suffer as last year winter was mild.

Winter likely to be harsh this year | Impact on sector
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Government has been supportive on GST issues of FMCG
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1. Re-stickering of unsold stock is voluntary and not mandatory: Government has clarified that companies are not required to display revised MRPs
on unsold products or unused packaging materials that already has a pre-printed MRP.

2. Advertisements is voluntary and not mandatory : Companies are no longer required to publish two newspaper advertisements announcing
changes in MRP due to GST revisions Instead, they must issue circulars on revised prices to trade partners, with copies sent to the Director of
Legal Metrology (Central) and Controllers in all States and Union Territories.

3. Old packaging can be used until March 31, 2026 (earlier deadline was Dec end, 2025): Companies may continue using packaging materials printed
before the GST revision), or until existing stocks are exhausted—whichever comes first.

4. In our view, there is flexibility on either grammage Increase/price cuts. Some FMCG companies are adopting “odd pricing” (which in our view is
Temporary) on small packs of popular products such as ice creams, shampoos. For instance, Mother Dairy have reduced prices of popular impulse
items—such as INR10 ice creams (ice-candies, vanilla cups, chocobars) to INR9. P&G has similarly cut prices of INR2 and INR3 shampoo sachets to
INR1.77 and INR2.66, respectively.

5. In the case of larger packs, GST benefits will be passed on through price reductions or increasing the grammage of the product.

Management comments

• B Sumant, executive director at ITC said, "We have initiated an extensive exercise of informing all trade partners about the price revisions of our
products across categories so that the benefits arising out of revised GST rates are passed on to the end consumer. Necessary steps are also being
taken to notify consumers about the ensuing benefits".

• Mayank Shah, VP at Parle Products said, "For stock that is already out in the market and are at various levels-with distributors and retailers, re-
stickering would have been very challenging. Biscuits as a category, for instance, are sold through about 10 million retailers. This move by the
government will substantially ease transition to the new GST regime".

• He said ,“Small packs are significant for biscuit and snack companies. Large packs are about a third of our sales. We understand that the GST benefits
have to be passed to consumers. So for now, we are taking direct price cuts across pack sizes. But we will increase grammage on small packs once
new inventory comes into the market in the next one month”.



Issue

GST on packaged foods reduced from 18% to 5% (2.5% SGST each).BRIT’s incentives from states are largely SGST refunds/reimbursements. Lower SGST
means slower incentive accrual, challenging utilization within the agreed time frame. BRIT has raised this issue with states to seek longer timelines.

Mechanics of state incentives

• Eligible Investment: Entire INR18bn at Ranjangaon Ultra-Mega plant (Maharashtra).

• Benefit Structure: Refund of SGST paid on sales from that plant.

• Quantum: Up to 100% of eligible investment (INR18bn in Maharashtra, plus other states: TN INR3bn, UP INR2.9bn, etc.).

• Duration: Spread over ~12–15 years; Ranjangaon eligible till FY38E.

• FY25 realisation: INR3.5bn incentives, bulk from Maharashtra.

Impact of GST cut

• Earlier: 9% SGST available for refund means faster recovery.

• Now: 2.5% SGST refund means slower recovery, cash-flow drag.

• Earnings: BRIT has highlighted in Q1FY26 conference call that ‘Other operating income’ to remain linear (INR874mn/quarter).

Our view

• Structural benefit from incentives still intact (INR18bn recoverable in MH + other states).

• Near-term: slower accrual pace due to lower GST rate.

• We expect food companies to engage with State governments to suitably modify timelines/others. We do expect more clarity on this by
government.

• Long-term: BRIT remains a key beneficiary of fiscal incentives, supporting margins & cash flows.

GST cut on single category companies positive, but there is a catch…
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Food FMCG (biscuits, dairy, packaged foods)

• Most of key raw materials are at 5% or 0% (flour, milk, sugar, edible oils, spices)

• Packaging materials are either at 5% (cartons) and 18% (laminates, plastic packaging, PET bottles).

• ITC (Input tax credit) can be set off and for both services and Goods but refund is for ITC comes from goods. 

• While, for services (like A&P, consulting, outsourcing) there is no refund (Britannia: 4%; Nestle: 5.5%; Bikaji: 2.3% of sales).

Oral care/personal/household care (toothpaste, shampoos, skin care, oral hygiene products, detergents, surface cleaners, Hair dye, HI)

• Many of the raw materials are at 18% (sorbitol, lamitubes, caps, surfactants, aerosol cans, fragrance oils, etc.).

• Inputs split between chemicals, packaging (goods) and heavy marketing, advertising, distribution services.

• A&P spends alone can be 12–15% of sales, much higher than in food FMCG (Colgate 14%; Emami 13%). Although these can be offset with Output tax, any refunds 
for service is currently not allowed. These fall under services at 18%, which are not eligible for refund.

Implication

• Assuming the unutilised ITC split is 70% goods (refundable) while 30% services (blocked). So, for every INR100 of GST liability, about INR7 is refundable and INR3 is 
stuck. While in our view, for single category companies input mix tilts more towards services (around 40%). This means for every INR100 GST liability, only INR6 is 
refundable while INR4 remains blocked.

• Oral care/personal care/Household categories will see more impact than food companies under the inverted duty structure, because a larger share of their 
unutilised ITC comes from services (non-refundable).

• Single category companies are at a disadvantage versus the diversified ones. For example, for HUL 40% of its portfolio is coming down from 18% to 5%. This means 
high GST categories (detergents, skin care, surface cleaners) absorb extra ITC , leading to improving credit utilisation. While for single category companies like 
Colgate, this adds margin pressure in already competitive category with high brand-building intensity.

While all FMCG categories face inverted duty structure challenges post-GST cuts, oral care and personal care are disproportionately worse off than food FMCG, 
because their input structure leans heavily on services (non refundable), whereas food FMCG is more goods-driven (refundable)

Inverted duty structure big challenge for few companies
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• Most companies in our analysis have largely passed on GST Rate cuts to end consumers.

• Some companies seem to have a taken a portfolio approach to GST with smaller cuts in few segments and sharper cuts in others.

• Single category companies, which have seen more cuts in portfolio will see inverted GST duty structure as a challenge.

• Nestle has cut pricing by 3–23%; almost entire India business has seen benefits of GST rate cut except Pet Food, Nespresso machines
etc.

• Colgate has cut pricing by 7–14%; almost entire India Business has seen benefits of GST rate cut.

• Dabur has cut pricing by 6–20% almost 60% of India Business has seen benefits of GST rate cut.

• Emami has cut pricing by 6-11%; almost 80% of India business has seen benefits of GST rate cut.

• Varun Beverages has cut pricing by 5–10%; almost 20% of India Business has seen benefits of GST rate cut.

• HUL has cut pricing by 7–15%; 40% of HUL’s portfolio has seen benefits of GST rate cut.

• Loreal (cut by 11-13%), Mother Dairy (cut by 3-25%) etc

• We see HUL under new MD showing clear aggression and speed – HUL has been one of the first companies to come out with ads
with new pricing

• We estimate grammage addition at LUPs at INR2, INR5, INR10 and INR20, which will boost volume growth. In bigger packs, we
expect price cuts/promotions, which will again aid consumption.

GST price cut tracker
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Proposed reforms

1. Delhi government has weighed on lowering beer drinking age from 25 to 21.

2. Considering return of private liquor shops to curb black market sales

Our views

• This is potential positive for Alco Bev players. Although this has been delayed in our view but better late than never.

• Delhi’s population is 2.5% of India’s population and is a premium and higher per capita consumption market hence if private liquor shops return could premiumise and
expand the market

• Expands the potential addressable consumer base (more legal beer drinkers) in Delhi. This could boost volumes for beer, if distribution improves. More legal
consumption (if younger age allowed) could increase demand for beer, wine etc. if distribution improves. Having said that, how seriously age verification is enforced

• This again shows some states are open to softer regulations on beer versus spirits.

• If private liquor shops return, this can help more consumption due to more and better distribution and also reduce cross-border leakage (people going to nearby areas
to consume or procure beer) and black market/illicit liquor purchases this benefits to formal market share. Opening up private shops could expand retail channels and
brand presence.

• On the flip side, regulatory changes bring uncertainty; past policy was overturned in 2022 due to integrity/lobbying concerns, so businesses may be cautious.
Furthermore, excise duty, licensing norms, profit margins/distributor margins etc will matter a lot depending on how the policy is structured.

Welcome aspects of policy

• Targeted reforms: beer age lowering first, not wholesale shift.

• Private vends to modernise retail, expand availability, and raise excise revenue (INR 45–50bn leakage currently)

• Goal: formalise consumption, improve consumer experience, rationalize outlet distribution

Past context

• 2021 policy lowered drinking age (from 25 to 21 for all liquor) and private retail push but was rolled back in 2022 due to controversies

• Current proposal narrower, phased and focused on beer and distribution efficiency.

Delhi government likely to reform liquor sector—potentially positive for Alco Bev sector
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• Tea prices are down 15% YoY and up 2% QoQ. Tea is a multi-month crop but first two months crop has been good and we expect next one year tea costs
to remain benign. We expect gradual recovery to start from Q3FY26 onwards for Tata Consumer and HUL’s Tea business.

• Coffee prices remain ~45% elevated on a YoY basis. Coffee prices have fallen ~20% in the past few days but still remains 15% higher than July and
August levels. This correction is positive for HUL and Nestle from a RM cost basis. If coffee prices are high, then it is good for Tata Consumers
plantation business, hence recent drop is a negative.

• Palm oil is up 7% YoY/5% QoQ. If current prices sustain, key affected companies in Q3FY26 can be Bikaji, Britannia, Nestle, ITC Foods, Gopal snacks.

• PFAD is up 14% YoY/5% QoQ. Companies such as HUL, Godrej Consumer may see some adverse impact in Soaps business.

• Copra prices remained at elevated levels. We expect another round of price hikes for Marico’s Parachute business.

• VAM prices are down 3% YoY/5% QoQ. Given marginal correction, we expect gross margins for Pidilite to largely remain benign.

Raw material — largely benign
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• In staples, we anticipate Bikaji Foods, CCL Products, Tata Consumer –
RTD and Marico to lead volume growth. In discretionary, we forecast
Pidilite and United Spirits shall lead the charge.

• All summer categories shall report muted volume growth; for
instance, Varun Beverages’s India business volumes to decline 2%
YoY, United Breweries overall volumes to decline 3% while Emami’s
Domestic business volumes shall remain decline 15% YoY.

Volume comparison YoY
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• Marico, CCL Products, Tata Consumer, Bikaji Foods (ex PLI) and Pidilite are likely to lead top-line growth in Q2FY26.

• Emami, Colgate, United Breweries and Asian Paints are likely to be laggards.

Revenue comparison
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• In terms of absolute EBITDA growth YoY— Bikaji Foods (ex-PLI), CCL Products, Asian Paints, Bajaj Consumer, Britannia, Pidilite and United Spirits are
likely to lead the pack, whereas Colgate, United Breweries, Emami and AWL Agri are anticipated to lag.

EBITDA comparison
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• GST transition caused short term contraction in gross margins (due to inverted duty structure and pricing resets) and EBITDA margins (due to high
promotional spends, service related costs and weak operating leverage). However, we do believe the impact to be temporary and should largely
stabilizing from November onwards.

Gross and EBITDA margin comparison
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Nuvama Consumer Sector – Q2FY26 (INR mn)

Source: Nuvama Research
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Nuvama Consumer Sector – Q2FY26 (INR mn) (continued)

Source: Nuvama Research
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Nuvama Consumer Sector – Q2FY26 (INR mn) (continued)

Source: Nuvama Research
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Nuvama Consumer Sector – Q2FY26 (INR mn) (continued)

Source: Nuvama Research
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Nuvama Consumer Sector – Q2FY26 (INR mn) (continued)

Source: Nuvama Research     * For Varun Beverages Q2FY26/Q2FY25/Q1FY26 represent Q3CY25/Q3CY24/Q2CY25. 25



Hindustan Unilever
• For Q2FY26E, we expect consolidated revenue to inch up 1% YoY (up 5.2% YoY in Q1FY26; 2.4% YoY in Q2FY25).

• Underlying consolidated volumes are likely to remain flat YoY (up 4% YoY in Q1FY26; standalone volumes up 3% YoY in Q2FY25).

• Consolidated EBITDA is likely to decrease 5% YoY in Q2FY26 (down 1.4% in Q1FY26; flat in Q2FY25) as per the guidance already given.

• Gross margin would decline 159bp YoY/10bp QoQ to 50% as the company passed on GST benefits while EBITDA margin shall fall 142bp YoY/11bp
QoQ to 22.4%. HUL’s EBITDA margin guidance of 22–23% continues to hold true this quarter.

• RM cost: Palm oil prices continue to remain volatile while tea prices have currently moderated a bit as the early part of the season is showing
deflationary trends. More clarity will come towards Oct-end. Coffee prices are near 52 week high.

• Demand trends: To remain weaker than Q1FY26 due to GST transitory impact. Summer related skin creams, sunscreens have seen some impact by
the extended monsoon. However, September and October may see some disruption from GST-related changes, as ~40% of HUL's portfolio has
shifted from the 18% slab to 5%.

• GST impact: The transition could temporarily constrain new inventory availability and impact working capital. Awaiting clarity on refunds related to
the inverted duty structure in GST. Products such as Dove shampoo, Horlicks, Kissan Jam, Lifebuoy soap, Lux soap, Bru Coffee, etc are getting cheaper
due to the GST change.

• Pricing: We expect low single-digit underlying pricing growth (~1%). In Tea and Home care HUL has taken price cuts due to lower commodity prices
and competitive pressure but raised prices in the skincare segment on account of rising palm derivatives.
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ITC
• Cigarette volumes shall increase 5–6% YoY on a base of 3.3% growth in Q2FY26 (6.5% YoY in Q1FY26). We anticipate cigarette net revenue/EBIT to

grow 7.1%/3% YoY (7.7%/3.7% YoY in Q1FY26; 6.8%/5.1% YoY in Q2FY25).

• We forecast overall revenue shall grow 1.7% YoY (20.6% YoY in Q1FY26 and 16.8% YoY in Q2FY25).

• FMCG: We reckon margins shall improve QoQ in Q2FY26E, however Q3FY26E FMCG margins can be weak due to palm oil remain inflationary (up 10%
from bottom). We forecast sales shall grow 6% YoY (5.2% YoY in Q1FY26; 5.4% YoY in Q2FY25), but EBIT to decline 4% YoY (down 16.5% in Q1FY26; up
0.7% in Q2FY25). For the time being, in notebooks (earlier 12% GST now 0%), we expect consumers to see only partial reduction in MRP, since ITC will
load the uncovered input GST into the MRP.

• Agri sales are likely to decline 8% YoY (38.9% YoY in Q1FY26; 47.1% YoY in Q2FY25) due to high base (coffee and spices portfolios doing well)
portfolio. Agri profit shall decline 47% YoY (up 21.9% in Q1FY26; up 27.5% in Q2FY25).

• Paper business: We estimate sales growth would be 7% YoY (up 7% YoY in Q1FY26; up 2.1% YoY in Q2FY25), but a 27% YoY dip in profits due to high
competition from imports and lack of operating leverage (down 37.8% in Q1FY26; down 23.2% in Q2FY25).

• EBITDA is likely to decline ~0.6% YoY (up 2.9% YoY in Q1FY26; up 4.9% YoY in Q2FY25).

• Overall gross margin shall contract 179bp YoY to 49.8% while EBITDA margin shall decrease 33bp YoY to 32.5%.

• We reckon adjusted PAT shall decline ~2% YoY in Q2FY26E.

• GST: We expect channel partners would destock aggressively before September 22 to avoid losses from carrying inventory purchased at a higher GST
rate. So we expect some pull down ins secondary sales in September (destocking impact) for ITC.
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Varun Beverages
• Domestic: We estimate India volume shall decline 2% YoY (down 7.1% YoY in Q2CY25; up 5.7% YoY in Q3CY24) while revenue shall

decline 4% YoY. July and August were weak due to heavy rains compared with last year, but September reported some pickup due to
monsoons withdrawal in North.

• We forecast EBITDA margins for the India business shall expand 110bp YoY to 27%.

• We reckon consolidated revenue shall grow 1.2% YoY (down 2.5% in Q2CY25; up 24.1% in Q3CY24).

• We estimate consolidated volume shall grow 1% YoY (down 3% YoY in Q2CY25; up 21.9% YoY in Q2CY24). We estimate International
volumes shall grow 8% YoY (up 15% in Q2CY25; up 77% YoY in Q3CY24). In the base quarter, BevCo was there for full quarter, while
DRC came in from 22nd July, 2024.

• We forecast consolidated EBITDA shall grow 5.6% YoY (up 0.4% YoY in Q2CY25; up 30.5% YoY in Q3CY24).

• Margins: We estimate consolidated gross margin shall decline 54bp YoY to 55% while EBITDA margins shall expand 104bp YoY to
25% due to operating efficiencies.

• GST: Varun Beverages has cut pricing by 5–10% (on milkshake and water); almost 20% of India Business in value terms (30% in
volumes) has seen benefits of GST rate cut.
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Colgate-Palmolive

• We expect consolidated revenue to decline 5% YoY in Q2FY26E (down 4.4% in Q1FY26; up 10% in Q2FY25).

• We estimate EBITDA shall decline 10% YoY (down 11% in Q1FY26; 3.2% in Q2FY25).

• We forecast volumes shall decline 3% YoY in Q2FY26 (up 8–9% in Q2FY25).

• Margins: Gross margins shall decrease 114bp YoY to 67.4%. EBITDA margin shall inch down 172bp YoY to 29% affected by discounts to push GST-led
price changes.

• GST impact: For Colgate, 95% of the portfolio (toothpastes and toothbrush) was at 18%, but shall now attract 5%. However, company faces
disadvantage under inverted duty structure as advertising, plastic packaging and vendor-related services attract 18% GST, resulting in a larger portion
of unutilised input tax credit (non-refundable). September may see temporary impact due to GST transition. Q3FY26 is likely to remain challenging due
to inverted duty structure.

• Within Oral Care, we believe Colgate is structurally disadvantaged under the new GST framework because of its single category concentration. Due to
this diversified FMCG companies such as HUL and Dabur have a natural hedge via cross subsidising across categories. All in all, we expect both Dabur
and HUL to grow faster than Colgate in Q2FY26 as well.
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Dabur
• Consolidated revenue shall grow 5.4% YoY in Q2FY26 (up 1.7% YoY in Q1FY26 and down 5.5% YoY in Q2FY25).

• We anticipate Dabur’s domestic volumes to grow 4% YoY in Q2FY26 (decline 1% YoY in Q1FY26 and 7.5% YoY in Q2FY25) while pricing
growth is likely be 0.5%.

• Consolidated EBITDA to grow 7% YoY (up 2% YoY in Q1FY26 and down 16.5% YoY in Q2FY25).

• The international business is likely to turn in 8% YoY sales growth in CC (13.7% in Q1FY26; 13% in Q2FY25).

• Gross margin shall decline 262bp YoY at 46.7%, whereas EBITDA margin is likely to increase 27bp YoY to 18.5%.

• We reckon A&P as a percentage of sales shall be 6.1%.

• Dabur’s ~60% of the India business (Oral Care, Hajmola, Hair Oil, Pudin Hara, Ethicals, Juice business, etc.) benefits from the lower 5%, with
benefits expected from H2FY26 onwards.

• Winter is likely to be harsh this year due to extended monsoons and the La Niña effect, positively impacting its health and immunity
portfolio (Chyawanprash, Honitus, Honey) and winter skincare products (Gulabari, cold creams).
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Tata Consumer Products
• We expect overall revenue to rise 15% YoY in Q2FY26E (Q1FY26: up 9.8%; Q2FY25: up 12.9%) and India branded volumes by 6% YoY (6.8% in Q1FY26). We estimate overall

EBITDA to decline ~1% YoY (down 9.1% YoY in Q1FY26; up 16.6% YoY in Q2FY25). A decline in PAT YoY is low due to lower tax rate in base (on account of restructuring).

• Capital Foods (CF), Organic India (OI): We reckon CF shall clock revenue of INR2,142mn (up 4% YoY/29% QoQ) while OI would post revenue of INR1,061mn (up 4% YoY/14%
QoQ). These acquisitions shall together report a revenue of ~INR3.2bn (up 4% YoY/24% QoQ).

• India tea to report volume growth of 4% YoY (up 1% in Q1FY26; down 4% in Q2FY25) and value growth of 11% YoY (up 12% YoY in Q1FY26; 3% YoY dip in Q2FY25). Overall,
India beverage sales shall increase 10% YoY (up 12% in Q1FY26; up 3% Q2FY25).

• RTD: We forecast volumes shall expand 19% (Q1FY26: up 3% YoY) ; while value growth shall be 16% YoY (down 13% YoY in Q1FY26; down 11% YoY in Q2FY25).

• In India Foods, we anticipate Salt revenue shall expand 13% YoY (up 13% YoY in Q1FY26; up 2% YoY in Q2FY25) due to price hikes (likely 7%) with volume growth of 5% YoY (up
5% in Q1FY26; FLAT in Q2FY25). Within Salt, value-added Salt shall post stronger growth.

• On the other hand, Sampann is likely to grow 25–30% while Soulfull shall continue to deliver strong growth too. Overall, India Foods business (LTL) revenue is likely to increase
7% YoY (up 14% YoY in Q1FY26; 1% YoY in Q2FY25).

• The International business shall grow 4% YoY (up 5% YoY in Q1FY26; 18% YoY in Q2FY25) in CC terms. Within International, US, South Africa and Canada conitnue to do well,
while UK remains soft. However, International margins shall be impacted due to US coffee.

• Non-branded business is likely to grow 12% YoY (up 7% in Q1FY26; up 18% in Q2FY25) due to recent run up in Robusta coffee prices leading to higher realisations and M2M
prices. Due to this, on the profitably front, we expect EBIT margins to expand 600bp QoQ to 18%.

• Consolidated gross margins to dip 280bp YoY to 40.8%, while EBITDA margins to decline 206bp YoY to 12.8%
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Godrej Consumer 
• Consolidated performance: We expect consolidated revenue shall grow 6% YoY (10% in Q1FY26, 1.8% in Q2FY25). Consolidated volumes shall grow 4%

YoY (8% in Q1FY26, 5% in Q2FY25).

• Consolidated EBITDA shall decline 3% YoY (5% decline in Q1FY26, 4.6% in Q2FY25).

• Consolidated gross margin shall contract 350bp YoY to 52.1%. Consolidated EBITDA margin shall contract ~180bp YoY to 19%.

• Indonesia business is likely to remain weak due to i) Price wars in HI and Air fresheners (7-8% price cuts taken during Q1). ii) High base (9% sales
growth in base quarter). In Q1FY26, Indonesia revenue declined 4% YoY on a soft base of 3% growth.

• Domestic business: Volume growth of 1% YoY (5% in Q1FY26, 7% in Q2FY25). We expect a weak performance in HI due to heavy monsoons. Fabric
care volumes (grew double-digit in Q1) shall continue its strong momentum. India Soap volumes will continue to be under pressure mainly due to
grammage cuts flowing in Q2. Grammage cuts will anniversarise partly from Q3 and fully from Q4.
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Britannia
• We estimate overall revenue shall grow 5% YoY in Q2FY26 (up 8.8% YoY in Q1FY26; 5.3% YoY in Q2FY25).

• We expect other operating income to decline 21% YoY/8% QoQ of INR800mn in Q2FY26 (INR874mn in Q1FY26; INR1,013mn in Q3FY25) due to lower
SGST refunds on sales from mega and ultra-mega factories .

• Volume is likely to increase 1% YoY (2% YoY in Q1FY26; 8% YoY in Q2FY25) due to grammage addition in INR5/10/20 SKUs (63% of BRIT’s portfolio). In
bigger packs, we expect Price cuts/Promotions which will again aid consumption.

• EBITDA, we reckon, shall jump 8% YoY (up 0.4% YoY in Q1FY26; down 10.2% YoY in Q2FY25).

• Pricing: We forecast pricing growth of 4% YoY.

• Gross margin shall dip 113bp YoY (palm oil prices up 10% YoY), but improve 34bp QoQ (due to full benefit of palm oil duty cut) to 39.1%; however
wheat cost remains benign. EBITDA margin shall expand 45bp YoY/85bp QoQ to 17.3%.

• In Q2FY26E, we expect staff cost to be ~3.8% of sales (5.3% in Q1FY26; 5.1% in Q2FY25). We shall continue to monitor this cost.

• GST benefit: For Britannia, ~85% of portfolio (biscuits, cakes, bread) fell under 18% earlier, but now moves to the 5% GST rate.
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Nestle India
• We reckon consolidated revenue would grow 3% YoY in Q2FY26E (up 5.9% YoY in Q1FY26; 1.3% YoY in Q2FY25).

• Demand trends continue to improve gradually as urban slowdown is tapering down and we expect domestic sales are likely to grow 2.5% YoY (up 5.5% YoY
in Q1FY26; 4.2% YoY in Q4FY25; 3.3% in Q3FY25; 1.2% in Q2FY25) while domestic volumes shall grow 1% YoY (up 3% YoY in Q1FY26; down 1% YoY in
Q2FY25).

• GST rate cut impact: For Nestle, most of its portfolio (confectionery, instant coffee, Maggi portfolio, condensed milk, infant nutrition) has moved to the 5%
rate, while products like UHT milk has moved to 0%. We expect channel partners to destock aggressively before September 22 to avoid losses from carrying
inventory purchased at a higher GST rate. Hence, we expect some pull down ins secondary sales in September (destocking impact) for Nestle. After
September 22 we expect channels to restock, as consumer demand should benefit from lower prices and replenishment is needed. For Nestle, given the
A&P and other services (at 18% GST and now becomes non refundable) is small we do not expect any material impact on margins/working capital

• Exports revenue is likely to grow 5–6% YoY (up 16% YoY in Q1FY26; up 3.1% YoY in Q2FY25).

• We expect price hikes of ~3% in Q2FY26E mainly led by coffee and premium chocolates.

• EBITDA, we reckon, shall remain flat YoY (flat YoY in Q1FY26; down 4.7% YoY in Q2FY25).

• Given coffee RM near all time high, we expect gross/EBITDA margin to decline 132bp/68bp YoY to 55.3%/22.2%.

• A decline in PAT YoY is due to an exception gain of INR1,797mn in the base quarter relating to slump sale of business.

34



Bikaji Foods
• Consolidated volume growth of 9% YoY in Q2FY26E (7.5% YoY in Q1FY26; 15% YoY in Q2FY25).

• Ex-PLI, we estimate EBITDA shall grow 22% YoY (8.2% YoY in Q1FY26; 2.9% YoY in Q2FY25).

• We anticipate consolidated revenue (ex-PLI) to increase 13% YoY (14.9% YoY in Q1FY26; 15.8% YoY in Q2FY25).

• Including PLI, we estimate revenue shall grow 12% YoY (14.2% in Q1FY26; 18.5% in Q2FY25). We also anticipate a PLI benefit of ~INR125mn in Q2FY26E.

• We expect pricing growth of 4% YoY.

• Sweets shall see uptick in demand due to festive season towards the end of Q2.

• EBITDA (including PLI) to grow 14.4% YoY (5.1% YoY in Q1FY26; 21.7% YoY in Q2FY25).

• Margins: We reckon stable input prices shall drive up GM (ex-PLI) by 256bp YoY/92bp QoQ to 34.3%. EBITDA margin (ex-PLI) to expand 108bp YoY/104bp QOQ to
13.8%. Gross/EBITDA margin (with PLI): 35.3%/15.1%.

• Earlier, ~78% of Bikaji’s portfolio was taxed at 12% GST, which has now been reduced to 5%. With sweets already at 5% and Papad at 0%, ~94% of the portfolio is
now at 5% GST and the rest at nil rate.

• The company expects an additional 1.5–2% volume growth in H2FY26 from GST reduction.

• Impulse packs have grown slower than family packs due to price wars in the INR5 and INR10 categories. It expects a recovery Q2FY26E onwards.

• The Hazelnut Factory (THF) to add INR200–220mn to overall revenue in Q2FY26E due to festive season.
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Marico
• For Q2FY26, we expect consolidated revenue to expand 19% YoY (23.3% YoY in Q1FY26; 7.6% YoY in Q2FY25).

• Domestic pricing growth is estimated at ~11% (14% in Q1FY26; 2.6% in Q2FY25) while volumes are likely to rise 7% YoY (9% in Q1FY26; 5% in Q2FY25), led by Foods and Digital, and
VAHO. September may witness some disruption due to GST-related transition.

• Consolidated EBITDA to grow 4% YoY in Q2FY26 (4.6% YoY in Q1FY26, 5% YoY in Q2FY26).

• Parachute sales likely to grow 21% YoY (31%/10% YoY in Q1FY26/Q2FY25) with volumes up 1% YoY (-1% in Q1FY26; +4% in Q2FY25).

• VAHO to grow 10% YoY in Q2FY26 (up 13% YoY in Q1FY26; down 8% YoY in Q2FY25) while Saffola franchise sales are likely to surge 22% YoY.

• In H2FY26, VAHO is likely to benefit from the GST rate cut (18% to 5%), aiding volume growth.

• International business is likely to grow 16% YoY in CC terms (19% YoY in Q1FY26; 13% YoY in Q2FY25).

• We expect gross/EBITDA margin to fall 578bp/249bp YoY to 45%/17.1%.

• Copra remain at elevated level and correction yet to happen.

• A&P is estimated to be 9.3% of revenue (9.2% in Q1FY26; 10.9% in Q2FY25).

• For Marico, ~25% of India business (VAHO, True Elements, Plix and Saffola Soya Chunks) has shifted from 18%/12% GST slabs to 5%. India business accounts for 74% of Marico’s
overall business.

• Premium personal care categories such as shampoo, serums, gels continue to attract 18% GST, while coconut oil remains under the 5% slab.
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Emami
• Consolidated revenue shall decline 13% YoY (down 0.2% YoY in Q1FY26; up 3% YoY in Q2FY25).

• Domestic volumes shall decline 15% YoY (down 3% YoY in Q1FY26; up 1.7% YoY in Q2FY25).

• Emami’s summer portfolio is likely to decline in double digit in Q2FY26, affected by a weak summer following extended monsoons and high base
(Summer overall portfolio was down 5% in Q1FY26; up 10% in Q2FY25).

• In Q2FY26, we expect all of Emami's categories to decline, due to GST transition, leading to delay in loading inventory for winter season.

• Consolidated EBITDA shall decline 30% YoY (down 1.1% YoY in Q1FY26; up 7.2% YoY growth in Q2FY25).

• Pricing growth: We anticipate flat pricing growth in Q2FY26E.

• International business shall report 1% YoY growth in INR terms (up 2% YoY in Q1FY26; up 6% YoY in Q2FY25).

• Gross margins to edge down 149bp YoY to 69.2%; EBITDA margins to decline 562bp YoY to 22.5% due to operating deleverage.

• In Q2FY26, Kesh King is stated for its relaunch while Smart and Handsome shall have more product launches.

• Emami’s ~65% of business (Talc, Boro plus, The Man Co (shaving cream), Hair Oil (Navratna, Kesh King) and Shampoo (Brillare) will move to 5%
from 18%.
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Bajaj Consumer Care
• Consolidated revenue shall grow 3% YoY (up 8.4% YoY in Q1FY26; flat YoY in Q2FY25).

• Standalone volumes: We anticipate ~1% volume growth (Q1FY26: flat; up 1.1% YoY in Q2FY25). 

• EBITDA shall increase 10% YoY (up 10.6% YoY in Q1FY26; down 11% YoY in Q2FY25).

• International business to grow ~7% YoY in INR terms.

• Gross/EBITDA margin to increase 446bp/94 YoY to 57.8%/14.9%.

• Entire portfolio (more than 90%+) except coconut oil reported a GST cut from 18% to 5%.

• Aims to increase the salience of small packs (INR10–20) due to GST impact
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United Spirits
• We estimate P&A net sales shall grow 7.5% YoY in Q2FY26E (up 9% in Q1FY26; up 0.3% in Q2FY25). We forecast P&A volumes shall grow 6.5% YoY (up

9% in Q1FY26, down 3.7% in Q2FY25).

• We reckon overall revenue shall grow 7% YoY (up 9.4% in Q1FY26; down 0.8% in Q2FY25) due to soft base (election related impact).

• We expect Maharashtra impact to be limited, given early days and MML is still not introduced yet. Although Maharashtra has declined in double digit
for the industry, we expect UNSP's decline to be in high single digit as within lower prestige, UNSP enjoys a strong trademark with DSP black whiskey.

• We expect Andhra to continue perform well for United Spirits. In Karnataka, we expect UNSP to perform well as well due to revival on back of recent
policy change.

• Overall EBITDA is likely to grow 8% YoY (Q1FY26: down 9.4%; Q1FY25: up 7.8%).

• We expect overall volumes to grow 6.5% YoY (Q1FY26: up 9.4%; Q2FY25: down 4.4%).

• We anticipate Popular net sales to grow 8% YoY (up 13.6% in Q1FY26; down 6.9% in Q2FY25). We expect Popular volumes to grow 6% YoY (up 11.6% in
Q1FY26; 7.9% decline in Q2FY25).

• We estimate gross margin shall decline 40bp YoY to 44.8%, however EBITDA margins to expand 20bp YoY to 18%. We reckon A&P as a percentage of
sales shall be 9.2% for Q2FY26.
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United Breweries
• Net revenue: We anticipate revenue to remain flat YoY (up 15.7% YoY in Q1FY26; up 12% YoY in Q2FY25).

• We expect overall volume to decline 3% YoY (up 11% YoY in Q1FY26; up 5% YoY in Q2FY25)—due to high rains compared with last year affecting summer salience
products (and beer not being immune to it). We expect the premium segment to grow much faster and its volumes to jump 17% YoY (up 46% YoY in Q1FY26; up
27% YoY in Q2FY25).

• Demand: July and August reported heavy rainfall impacting beer volumes, but some pickup was seen post August. Price increases in some states have led to drag
down in beer volumes. Q2FY26 weakness is seen as one-off (no election-related stock replenishment like last year). In corporation markets (50% for UBBL’s
volumes) the beer category is down 20%. However, this shall offset the green shoots in Assam, Maharashtra and Andhra Pradesh. This has led to UBBL gaining
market share during the quarter despite category decline.

• Performance by state: Karnataka beer volumes are down 20%, which shall drag overall numbers. However, the economy segment is set to grow faster than
Karnataka market, aided by recent excise changes. In Andhra Pradesh permit rooms introduced and market is stabilising post-reopening, UBBL seeing good traction
and expected to sustain growth into Q3FY26 as well. In UP, opening of more outlets (composite stores) may increase distribution points for beer, simplifying
logistics and reducing cost. In Jharkhand, the new policy will allow private players to operate retail liquor store. In Madhya Pradesh, the low alcoholic beverage bars
under new excise policy is allowing UBBL to get more outlet opportunities and is reshaping the on premise landscape. Delhi remains a structural opportunity; pre-
covid volumes were strong; post-reopening could be a big tailwind (MS currently ~20%). All these positive states mix (especially where more outlets opening) shall
offset the winter seasonality on beer in Q3FY26.

• EBITDA is likely to decline 12.3% YoY (up 9% YoY in Q1FY26; up 23% YoY in Q2FY25).

• Margin: We forecast EBITDA margin to dip 213bp YoY to 9.4% on the back of higher staff cost, other expenditure and investments. We reckon GM shall improve
marginally—by 30bp YoY to 44.3% due to better bottle collection this quarter (expanded 300bps in Q4FY25 and 70bps in Q1FY26).
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Pidilite
• We reckon revenue shall grow 8% YoY in Q2FY26E (10.5% YoY in Q1FY26; 5.2% YoY in Q2FY25).

• We expect overall volume growth to be 9% YoY (9.9% YoY in Q1FY26; 8% YoY in Q2FY25).

• India Consumer & Bazaar (C&B): We estimate India C&B volumes shall grow 7-8% YoY (9.3% YoY in Q1FY26; 6% YoY in Q2FY25).

• EBITDA shall grow 10.4% YoY (15.8% YoY in Q1FY26; 13.1% YoY in Q2FY25).

• B2B businesses: We forecast a 13–14% volume growth for Q1FY26 (12.6% YoY in Q1FY26; 21% YoY in Q2FY25).

• Gross margin shall remain decline 25bp YoY to 54.1%, whereas EBITDA margin shall increase ~53bp YoY to 24.3%.

• Company is making progress in EV and chip adhesives. Products are undergoing tests by large EMS providers, contract manufacturers and EV players.

• We expect a better demand scenario for Pidilite due to a second consecutive year of good monsoon.

• We estimate muted demand for paints business due to extended monsoons.

• The company continues on its growth trajectory for double digit volume growth in FY26.
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Asian Paints
• We reckon consolidated revenue shall decline 1% YoY in Q2FY26E (Q1FY26: down 0.3% YoY; Q2FY25: down 5.3% YoY).

• We anticipate volumes to grow 3% YoY (Q1FY26: up 3.9% YoY; Q2FY25: down 0.5% YoY).

• Pricing continues to be negative due to an adverse mix, down-trading.

• We forecast EBITDA shall grow 11.5% YoY due to low base (Q1FY26: down 4.1% YoY; Q2FY25: down 27.8% YoY).

• Gross margin shall improve 173bp YoY to 42.5% while EBITDA margin to improve 196bp YoY to 17.4%.

• Demand for exterior paints (generally a high margin business) was muted due to high rains (more of a deferred demand which shall 
recover in H2). However, we expect B2B to grow in double digits due to promising capital outlay.

• A steep increase in PAT is due to an exceptional item (INR1.8bn) relating to impairment loss.
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Berger Paints
• We expect revenue to grow 2.5% YoY in Q2FY26E (3.6% YoY in Q1FY26; 0.3% YoY in Q2FY25).

• We anticipate volume to increase 4% YoY (5.6% YoY in Q1FY26; 3.6% YoY in Q2FY25).

• Demand for exterior paints (generally a high margin business) was muted due to high rains (more of a deferred demand which shall
recover in H2). However, we expect B2B to grow in double digits due to promising capital outlay.

• EBITDA is likely to grow 5.5% YoY due to soft base (up 1.1% YoY in Q1FY26; 8.3% YoY decline in Q1FY25).

• Gross margin shall marginally decline 60bp YoY to 41.1% (due to weak demand of exterior paints which is a high margin business);
however higher staff cost in base shall aid EBITDA margin to increase 45bp YoY to 16.1%.
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Indigo Paints
• Revenue, we reckon, shall remain flat YoY (down 0.7% YoY in Q1FY26; up 7.4% YoY in Q4FY25).

• EBITDA shall increase 1% YoY (down 6.5% YoY in Q1FY26; down 1.5% in Q4FY25).

• Emulsions: We anticipate volumes to decline ~5% YoY (down 5.4% YoY in Q1FY26; up 7.2% YoY in Q2FY25).

• Gross margin shall increase 180bp YoY to 45.5% due to softening of raw material prices.

• EBITDA margin shall increase ~14bp YoY to 14%.
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AWL Agri business
• We reckon revenue shall grow 13% YoY in Q2FY26E (20.4% YoY in Q1FY26; 17.9% YoY in Q2FY25).

• We forecast overall volumes shall decline ~6% YoY (down 5% YoY in Q1FY26; 12% YoY in Q2FY25).

• For Edible Oils, we anticipate volume to decline 6% YoY and value growth of 17% YoY (down 4%/ up 26% YoY in Q1FY26; 17%/21%
YoY in Q2FY25).

• For Foods and FMCG, we anticipate volume/value to decline 21%/6% YoY (down 20%/8% YoY in Q1FY26; 33%/34% YoY in Q2FY25).

• For Industry Essentials, we forecast volume/value shall grow 5%/10% YoY (6%/12% YoY in Q1FY26; down 15%/9% YoY in Q2FY25).

• EBITDA shall decline 25% YoY (40.9% YoY in Q1FY26; 294% YoY in Q2FY25).

• We expect gross/EBITDA margin to inch down 225bp/132bp YoY to 10%/2.6% in Q2FY26E.
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CCL Products
• We reckon revenue shall grow 27% YoY in Q2FY26E (36.5% YoY in Q1FY26; 21.5% YoY in Q2FY25).

• Overall volumes, we anticipate, shall expand ~15% YoY (double digit in Q1FY26; 10% YoY in Q2FY25).

• We expect EBITDA to grow 22.2% YoY (22.1% YoY in Q1FY26; 24.7% YoY in Q2FY25).

• Gross margin shall decrease 190bp YoY to 37.9% and EBITDA margins shall inch down 70bp YoY to 17.9%.

• We expect pricing growth to be 12%-plus YoY.
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Consumer staples: Volume trajectory (YoY) 
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Food companies: Revenue trajectory (YoY) 
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Consumer Discretionary: Volume trajectory (YoY)
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Complex, Bandra East, Mumbai – 400 051 is regulated by the Securities and Exchange Board of India (“SEBI”) and is licensed to carry on the business of broking, Investment Adviser, Research Analyst and other related activities. Name of Compliance/Grievance officer: Mr. Atul Bapna, E-mail

address: complianceofficer.nwm@nuvama.com Contact details +91 (22) 6623 3478 Investor Grievance e-mail address- grievance.nwm@nuvama.com

This Report has been prepared by NWML in the capacity of a Research Analyst having SEBI Registration No.INH000011316 and Enlistment no. 5723 with BSE and distributed as per SEBI (Research Analysts) Regulations 2014. This report does not constitute an offer or solicitation for the purchase

or sale of any financial instrument or as an official confirmation of any transaction. Securities as defined in clause (h) of section 2 of the Securities Contracts (Regulation) Act, 1956 includes Financial Instruments and Currency Derivatives. The information contained herein is from publicly

available data or other sources believed to be reliable. This report is provided for assistance only and is not intended to be and must not alone be taken as the basis for an investment decision. The user assumes the entire risk of any use made of this information. Each recipient of this report

should make such investigation as it deems necessary to arrive at an independent evaluation of an investment in Securities referred to in this document (including the merits and risks involved), and should consult his own advisors to determine the merits and risks of such investment. The

investment discussed or views expressed may not be suitable for all investors.

This information is strictly confidential and is being furnished to you solely for your information. This information should not be reproduced or redistributed or passed on directly or indirectly in any form to any other person or published, copied, in whole or in part, for any purpose. This report

is not directed or intended for distribution to, or use by, any person or entity who is a citizen or resident of or located in any locality, state, country or other jurisdiction, where such distribution, publication, availability or use would be contrary to law, regulation or which would subject NWML

and associates, subsidiaries / group companies to any registration or licensing requirements within such jurisdiction. The distribution of this report in certain jurisdictions may be restricted by law, and persons in whose possession this report comes, should observe, any such restrictions. The

information given in this report is as of the date of this report and there can be no assurance that future results or events will be consistent with this information. This information is subject to change without any prior notice. NWML reserves the right to make modifications and alterations to

this statement as may be required from time to time. NWML or any of its associates / group companies shall not be in any way responsible for any loss or damage that may arise to any person from any inadvertent error in the information contained in this report. NWML is committed to

providing independent and transparent recommendation to its clients. Neither NWML nor any of its associates, group companies, directors, employees, agents or representatives shall be liable for any damages whether direct, indirect, special or consequential including loss of revenue or lost

profits that may arise from or in connection with the use of the information. Our proprietary trading and investment businesses may make investment decisions that are inconsistent with the recommendations expressed herein. Past performance is not necessarily a guide to future performance

.The disclosures of interest statements incorporated in this report are provided solely to enhance the transparency and should not be treated as endorsement of the views expressed in the report. The information provided in these reports remains, unless otherwise stated, the copyright of

NWML. All layout, design, original artwork, concepts and other Intellectual Properties, remains the property and copyright of NWML and may not be used in any form or for any purpose whatsoever by any party without the express written permission of the copyright holders.

NWML shall not be liable for any delay or any other interruption which may occur in presenting the data due to any reason including network (Internet) reasons or snags in the system, break down of the system or any other equipment, server breakdown, maintenance shutdown, breakdown of

communication services or inability of the NWML to present the data. In no event shall NWML be liable for any damages, including without limitation direct or indirect, special, incidental, or consequential damages, losses or expenses arising in connection with the data presented by the NWML

through this report.

We offer our research services to clients as well as our prospects. Though this report is disseminated to all the customers simultaneously, not all customers may receive this report at the same time. We will not treat recipients as customers by virtue of their receiving this report.

NWML and its associates, officer, directors, and employees, research analyst (including relatives) worldwide may: (a) from time to time, have long or short positions in, and buy or sell the Securities, mentioned herein or (b) be engaged in any other transaction involving such Securities and earn

brokerage or other compensation or act as a market maker in the financial instruments of the subject company/company(ies) discussed herein or act as advisor or lender/borrower to such company(ies) or have other potential/material conflict of interest with respect to any recommendation

and related information and opinions at the time of publication of research report or at the time of public appearance. (c) NWML may have proprietary long/short position in the above mentioned scrip(s) and therefore should be considered as interested. (d) The views provided herein are

general in nature and do not consider risk appetite or investment objective of any particular investor; readers are requested to take independent professional advice before investing. This should not be construed as invitation or solicitation to do business with NWML (e) Registration granted by

SEBI and certification from NISM in no way guarantee performance of NWML or provide any assurance of returns to investors and clients.

NWML or its associates may have received compensation from the subject company in the past 12 months. NWML or its associates may have managed or co-managed public offering of securities for the subject company in the past 12 months. NWML or its associates may have received

compensation for investment banking or merchant banking or brokerage services from the subject company in the past 12 months. NWML or its associates may have received any compensation for products or services other than investment banking or merchant banking or brokerage services

from the subject company in the past 12 months. NWML or its associates have not received any compensation or other benefits from the Subject Company or third party in connection with the research report. Research analyst or his/her relative or NWML’s associates may have financial

interest in the subject company. NWML and/or its Group Companies, their Directors, affiliates and/or employees may have interests/ positions, financial or otherwise in the Securities/Currencies and other investment products mentioned in this report. NWML, its associates, research analyst

and his/her relative may have other potential/material conflict of interest with respect to any recommendation and related information and opinions at the time of publication of research report or at the time of public appearance.

Participants in foreign exchange transactions may incur risks arising from several factors, including the following: ( i) exchange rates can be volatile and are subject to large fluctuations; ( ii) the value of currencies may be affected by numerous market factors, including world and national

economic, political and regulatory events, events in equity and debt markets and changes in interest rates; and (iii) currencies may be subject to devaluation or government imposed exchange controls which could affect the value of the currency. Investors in securities such as ADRs and

Currency Derivatives, whose values are affected by the currency of an underlying security, effectively assume currency risk.

Research analyst has served as an officer, director or employee of subject Company: No

NWML has financial interest in the subject companies: No

NWML’s Associates may have actual / beneficial ownership of 1% or more securities of the subject company at the end of the month immediately preceding the date of publication of research report.

Research analyst or his/her relative has actual/beneficial ownership of 1% or more securities of the subject company at the end of the month immediately preceding the date of publication of research report: No

NWML has actual/beneficial ownership of 1% or more securities of the subject company at the end of the month immediately preceding the date of publication of research report: No

Subject company may have been client during twelve months preceding the date of distribution of the research report.

There were no instances of non-compliance by NWML on any matter related to the capital markets, resulting in significant and material disciplinary action during the last three years.

A graph of daily closing prices of the securities is also available at www.nseindia.com

Abneesh Roy Head of Research Committee  Abneesh.Roy@nuvama.com

mailto:complianceofficer.nwm@nuvama.com
mailto:grievance.nwm@nuvama.com
http://www.nseindia.com/
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Analyst Certification:

The analyst for this report certifies that all of the views expressed in this report accurately reflect his or her personal views about the subject company or companies and its or their securities, and no part of his or her compensation was, is or will be, directly or indirectly related to specific

recommendations or views expressed in this report.

Additional Disclaimers

Disclaimer for U.S. Persons

This research report is a product of NWML, which is the employer of the research analyst(s) who has prepared the research report. The research analyst(s) preparing the research report is/are resident outside the United States (U.S.) and are not associated persons of any U.S. regulated broker-

dealer and therefore the analyst(s) is/are not subject to supervision by a U.S. broker-dealer, and is/are not required to satisfy the regulatory licensing requirements of FINRA or required to otherwise comply with U.S. rules or regulations regarding, among other things, communications with a

subject company, public appearances and trading securities held by a research analyst account.

This report is intended for distribution by NWML only to "Major Institutional Investors" as defined by Rule 15a-6(b)(4) of the U.S. Securities and Exchange Act, 1934 (the Exchange Act) and interpretations thereof by U.S. Securities and Exchange Commission (SEC) in reliance on Rule 15a 6(a)(2).

If the recipient of this report is not a Major Institutional Investor as specified above, then it should not act upon this report and return the same to the sender. Further, this report may not be copied, duplicated and/or transmitted onward to any U.S. person, which is not the Major Institutional

Investor.

In reliance on the exemption from registration provided by Rule 15a-6 of the Exchange Act and interpretations thereof by the SEC in order to conduct certain business with Major Institutional Investors, NWML has entered into an agreement with a U.S. registered broker-dealer, Nuvama

Financial Services Inc. (formerly Edelweiss Financial Services Inc.) ("NFSI"). Transactions in securities discussed in this research report should be effected through NFSI.

Disclaimer for U.K. Persons

The contents of this research report have not been approved by an authorised person within the meaning of the Financial Services and Markets Act 2000 ("FSMA").

In the United Kingdom, this research report is being distributed only to and is directed only at (a) persons who have professional experience in matters relating to investments falling within Article 19(5) of the FSMA (Financial Promotion) Order 2005 (the “Order”); (b) persons falling within

Article 49(2)(a) to (d) of the Order (including high net worth companies and unincorporated associations); and (c) any other persons to whom it may otherwise lawfully be communicated (all such persons together being referred to as “relevant persons”).

This research report must not be acted on or relied on by persons who are not relevant persons. Any investment or investment activity to which this research report relates is available only to relevant persons and will be engaged in only with relevant persons. Any person who is not a relevant

person should not act or rely on this research report or any of its contents. This research report must not be distributed, published, reproduced or disclosed (in whole or in part) by recipients to any other person.

Disclaimer for Canadian Persons

This research report is a product of NWML, which is the employer of the research analysts who have prepared the research report. The research analysts preparing the research report are resident outside the Canada and are not associated persons of any Canadian registered adviser and/or

dealer and, therefore, the analysts are not subject to supervision by a Canadian registered adviser and/or dealer, and are not required to satisfy the regulatory licensing requirements of the Ontario Securities Commission, other Canadian provincial securities regulators, the Investment Industry

Regulatory Organization of Canada and are not required to otherwise comply with Canadian rules or regulations regarding, among other things, the research analysts' business or relationship with a subject company or trading of securities by a research analyst.

This report is intended for distribution by NWML only to "Permitted Clients" (as defined in National Instrument 31-103 ("NI 31-103")) who are resident in the Province of Ontario, Canada (an "Ontario Permitted Client"). If the recipient of this report is not an Ontario Permitted Client, as specified

above, then the recipient should not act upon this report and should return the report to the sender. Further, this report may not be copied, duplicated and/or transmitted onward to any Canadian person.

NWML is relying on an exemption from the adviser and/or dealer registration requirements under NI 31-103 available to certain international advisers and/or dealers. Please be advised that (i) NWML is not registered in the Province of Ontario to trade in securities nor is it registered in the

Province of Ontario to provide advice with respect to securities; (ii) NWML's head office or principal place of business is located in India; (iii) all or substantially all of NWML's assets may be situated outside of Canada; (iv) there may be difficulty enforcing legal rights against NWML because of

the above; and (v) the name and address of the NWML's agent for service of process in the Province of Ontario is: Bamac Services Inc., 181 Bay Street, Suite 2100, Toronto, Ontario M5J 2T3 Canada.

Disclaimer for Singapore Persons

In Singapore, this report is being distributed by Nuvama Investment Advisors Private Limited (NIAPL) (Previously Edelweiss Investment Advisors Private Limited ("EIAPL")) (Co. Reg. No. 201016306H) which is a holder of a capital markets services license and an exempt financial adviser in

Singapore and (ii) solely to persons who qualify as "institutional investors" or "accredited investors" as defined in section 4A(1) of the Securities and Futures Act, Chapter 289 of Singapore ("the SFA"). Pursuant to regulations 33, 34, 35 and 36 of the Financial Advisers Regulations ("FAR"), sections

25, 27 and 36 of the Financial Advisers Act, Chapter 110 of Singapore shall not apply to NIAPL when providing any financial advisory services to an accredited investor (as defined in regulation 36 of the FAR. Persons in Singapore should contact NIAPL in respect of any matter arising from, or in

connection with this publication/communication. This report is not suitable for private investors.

Disclaimer for Hong Kong persons

This report is distributed in Hong Kong by Nuvama Investment Advisors (Hong Kong) Private Limited (NIAHK) (Previously Edelweiss Securities (Hong Kong) Private Limited (ESHK)), a licensed corporation (BOM -874) licensed and regulated by the Hong Kong Securities and Futures Commission

(SFC) pursuant to Section 116(1) of the Securities and Futures Ordinance “SFO”. This report is intended for distribution only to “Professional Investors” as defined in Part I of Schedule 1 to SFO. Any investment or investment activity to which this document relates is only available to

professional investor and will be engaged only with professional investors.” Nothing here is an offer or solicitation of these securities, products and services in any jurisdiction where their offer or sale is not qualified or exempt from registration. The report also does not constitute a personal

recommendation or take into account the particular investment objectives, financial situations, or needs of any individual recipients. The Indian Analyst(s) who compile this report is/are not located in Hong Kong and is/are not licensed to carry on regulated activities in Hong Kong and does

not / do not hold themselves out as being able to do so.

INVESTMENT IN SECURITIES MARKET ARE SUBJECT TO MARKET RISKS. READ ALL THE RELATED DOCUMENTS CAREFULLY BEFORE INVESTING.
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