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CAUTIONARY NOTE CONCERNING FORWARD – LOOKING STATEMENTS

THIS  PRESENTATION  AND  ANY  OTHER  INFORMATION  DISCUSSED  AT  THE  PRESENTATION  
(COLLECTIVELY,  THE  "PRESENTATION")  IS  STRICTLY  CONFIDENTIAL  AND  IS  BEING  
PROVIDED  TO  YOU  SOLELY  FOR  YOUR  INFORMATION . THIS  PRESENTATION  MAY  NOT  BE  
PUBLISHED  OR  FURTHER  DISTRIBUTED,  DIRECTLY  OR  INDIRECTLY,  IN WHOLE  OR  IN PART,  
TO  ANY  OTHER  PERSON . THE  DISTRIBUTION  OF  THIS  PRESENTATION  IN CERTAIN  
JURISDICTIONS  MAY  BE RESTRICTED  BY  LAW  AND  PERSONS  INTO  WHOSE  POSSESSION  
THIS  PRESENTATION  COMES  SHOULD  INFORM  THEMSELVES  ABOUT  AND  OBSERVE  ANY  
SUCH  RESTRICTIONS . IN PARTICULAR,  THIS  PRESENTATION  IS  NOT  FOR  PUBLICATION  OR  
DISTRIBUTION  TO  US  PERSONS  OR  INTO  OR  WITHIN  THE  UNITED  STATES,  AUSTRALIA,  
CANADA,  JAPAN  OR  SOUTH  AFRICA,  OR  ANY  OTHER  JURISDICTION  WHERE,  OR  TO  ANY  
OTHER  PERSON  TO  WHOM,  TO  DO  SO  WOULD  BE  UNLAWFUL .

By  attending  the  meeting  where  this  presentation  is  made,  or  by  reading  the  
presentation  slides,  you  agree  to  be  bound  by  the  following  limitations :

The  information  in this  presentation  has  been  prepared  by  Reckitt  Benckiser  Group  plc  
(the  "Company")  solely  for  your  information . The  opinions  presented  herein  are  based  on  
general  information  gathered  at  the  time  of  writing  and  are  subject  to  change  without  
notice . Information  in this  presentation  sourced  from  third  parties  has  been  obtained  
from  sources  believed  to  be  reliable  but  the  Company  does  not  guarantee  its  accuracy  or 
completeness .

This  presentation  contains  statements  about  future  events  and  expectations  that  are  
forward - looking  statements . These  statements  typically  contain  words  such  as  "expects"  
and  "anticipates"  and  words  of  similar  import . Any  statement  in this  presentation  that  is  
not  a statement  of  historical  fact  is  a forward - looking  statement  that  involves  known  and  
unknown  risks,  uncertainties  and  other  factors  which  may  cause  actual  results,  
performance  or achievements  to  be  materially  different  from  any  future  results,  
performance  or achievements  expressed  or implied  by  such  forward - looking  statements . 
None  of  the  future  projections,  expectations,  estimates  or prospects  in this  presentation  

should  be  taken  as  forecasts  or promises  nor  should  they  be  taken  as  implying  any  
indication,  assurance  or guarantee  that  the  assumptions  on  which  such  future  projections,  
expectations,  estimates  or prospects  have  been  prepared  are  correct  or  exhaustive  or, in 
the  case  of  the  assumptions,  fully  stated  in the  presentation . The  information  and  
opinions  contained  in this  presentation  are  provided  at  the  date  of  this  presentation  and  
are  subject  to  change  without  notice . There  are  a number  of  factors  that  could  cause  
actual  results  and  developments  to  differ  materially  from  those  expressed  or implied  by  
these  forward - looking  statements,  including  many  factors  outside  the  Company’s  
control . Among  other  risks  and  uncertainties,  the  material  or  principal  factors  which  could  
cause  actual  results  to  differ  materially  are : the  general  economic,  business,  political,  
geopolitical  and  social  conditions  in the  key  markets  in which  the  Reckitt  group  of  
companies  (the  “Group”)  operates ; the  Group’s  ability  to  innovate  and  remain  
competitive ; the  Group’s  investment  choices  in its  portfolio  management ; the  ability  of  
the  Group  to  address  existing  and  emerging  environmental  and  social  risks  and  
opportunities ; the  ability  of  the  Group  to  manage  regulatory,  tax  and  legal  matters,  
including  changes  thereto ; the  reliability  of  the  Group’s  technological  infrastructure  or 
that  of  third  parties  on  which  the  Group  relies  including  the  risk  of  cyber - attack ; 
interruptions  in the  Group’s  supply  chain  and  disruptions  to  its  production  facilities ; 
economic  volatility  including  increases  in tariffs  and  the  cost  of  labour,  raw  materials  and  
commodities ; the execution  of  acquisitions,  divestitures  and  business  transformation  
projects ; product  safety  and  quality,  and the  reputation  of  the  Group’s  global  brands ; and  
the  recruitment  and  retention  of  key  management . These  forward - looking  statements  
speak  only  as  of  the  date  of  this  announcement . Except  as  required  by  any  applicable  law  
or regulation,  the  Company  expressly  disclaims  any  obligation  or undertaking  to  release  
publicly  any  updates  or revisions  to  any  forward - looking  statements  contained  herein  to  
reflect  any  change  in the  Company’s  expectations  with  regard  thereto  or any  change  in 
events,  conditions  or circumstances  on  which  any  such  statement  is  based .



CAUTIONARY NOTE CONCERNING FORWARD – LOOKING STATEMENTS

This  presentation  has  not  been  approved  by  any  regulatory  authority . This  presentation  
does  not  constitute  an  offer  to  sell  or  issue,  or  any  solicitation  of  any  offer  to  purchase,  
subscribe  for  or  otherwise  acquire  any  securities,  and  nothing  contained  herein  shall  form  
the  basis  of  any  contract  or  commitment  whatsoever . No reliance  may  be  placed  for  any  
purposes  whatsoever  on  the  information  contained  in this  presentation  or on  its  
completeness,  accuracy  or fairness . The  contents  of  this  presentation  have  not  been  
verified  by  the  Company . Accordingly,  no  representation  or warranty,  express  or implied,  
is  made  or given  by  or on  behalf  of  the  Company  or any  of  its  shareholders,  affiliates,  
directors,  officers,  employees,  agents  or advisers  or  any  other  person  as  to  the  accuracy,  
completeness  or fairness  of  the  information  or opinions  contained  in this  presentation . 
Neither  the  Company  nor  any  of  its  shareholders,  affiliates,  directors,  officers,  employees,  
agents  or advisers  nor  any  other  person  accepts  any  liability  (in  negligence  or otherwise)  
whatsoever  for  any  loss  howsoever  arising  from  any  use  of  this  presentation  or its  
contents  or otherwise  arising  in connection  therewith . In giving  this  presentation,  neither  
the  Company  nor  any  of  its  shareholders,  affiliates,  directors,  officers,  employees,  agents  
or advisers  nor  any  other  person  undertake  any  obligation  to  provide  the  recipient  with  
access  to  any  additional  information  or to  update  this  presentation  or any  additional  
information  or to  correct  any  inaccuracies  in any  such  information  which  may  become  
apparent .

This  presentation  is  only  being  distributed  to  and  is  only  directed  at  (i) persons  who  are  
outside  the  United  Kingdom,  or (ii)  investment  professionals  falling  within  Article  19(5) of  
the  Financial  Services  and  Markets  Act  2000  (Financial  Promotion)  Order  2005  (the  
"Order''),  or (iii)  high  net  worth  entities,  and  other  persons  to  whom  it may  lawfully  be  
communicated,  falling  within  Article  49 (2)(a)  to  (d)  of  the  Order,  or  (iv)  other  persons  to  
whom  it may  lawfully  be  communicated  (all  such  persons  (i) to  (iv)  being  together  being  
referred  to  as  "relevant  persons") . Any  person  who  is not  a relevant  person  should  not  act  
or rely  on  this  presentation  or any  of  its  contents .

The  information  in this  presentation  is  given  in confidence  and  the  recipients  of  this  
presentation  should  not  engage  in any  behaviour  in relation  to  (i) financial  instruments  (as  
defined  in the  Market  Abuse  Regulation  (Regulation  (EU)  No 596 /2014) ("MAR"))  which  
would  or might  amount  to  market  abuse  for  the  purposes  of  MAR, and  (ii)  financial  
instruments  (as  defined  in the  Market  Abuse  Regulation  (Regulation  (EU)  No 596 /2014) as  
it forms  part  of  English  law  by  virtue  of  the  EUWA  ("UK MAR"))  which  would  or might  
amount  to  market  abuse  for  the  purposes  of  UK MAR.
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STRONG FOUNDATIONS FOR SUSTAINABLE, VALUE–CREATING GROWTHEMERGING MARKETS

RYAN DULLEA
CHIEF CATEGORY GROWTH OFFICER

SHANNON EISENHARDT
CHIEF FINANCIAL OFFICERPRESIDENT, EMERGING MARKETS

NITISH KAPOOR

:



Sales  | Marketing  | Global Category  |
General Management

32 years, starting as Management Trainee 
18 years in EM

India | USA | UK | Portugal | South Africa

NITISH KAPOOR
NITISH KAPOOR

PRESIDENT, EMERGING MARKETS
NITISH KAPOOR



WE HAVE EXPERIENCED LEADERSHIP ACROSS EMERGING MARKETS 

Tenure at
Reckitt

Tenure in
Emerging Markets

Tenure in
current role

REGIONAL LEADERSHIP

21
YEARS

14
YEARS

4
YEARS

Tenure at
Reckitt

Tenure in
current role

12
YEARS 10

YEARS

COUNTRY LEADERSHIP

3
YEARS

Tenure in
Emerging Markets

Based on averages across Emerging Markets.
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TRUSTED BRANDS

1
STRONG FOUNDATIONS



Distribution agreement
in South Africa

Factory
in Brazil 

Distribution agreement
in Egypt 

Distribution agreement
in Nigeria

WE HAVE BEEN OPERATING IN EMERGING MARKETS FOR OVER A CENTURY…

1899 1933 1953 1965



DUREX  SINCE 1960S

…WITH BRANDS THAT HAVE GROWN IN STATURE OVER THE YEARS



HARPIC  SINCE 1960S

…WITH BRANDS THAT HAVE GROWN IN STATURE OVER THE YEARS



VANISH  SINCE 1990S

…WITH BRANDS THAT HAVE GROWN IN STATURE OVER THE YEARS



DETTOL SINCE 1930S

…WITH BRANDS THAT HAVE GROWN IN STATURE OVER THE YEARS



2012 2014 2016 2018 2020 2022 2024

1.2BN
1.1BN

1.3BN

0.8BN
0.7BN

0.5BN
0.4BN

OVER 

2000 TIMES
EVERY MINUTE

DETTOL IS USED OVER A BILLION TIMES A YEAR

Worldpanel by Numerator, Numerator, Yougov , Intage . Figures based on Global Dettol usage.



#1 TRUSTED 
Germ Protection brand in China 2

LOVED AND TRUSTED BY CONSUMERS

#1 TRUSTED 
Health Brand in Malaysia 3

#1 GERM PROTECTION 
Brand in South Africa 3

#1 BEST EQUITY 
CPG Brand in Hong Kong 4

#1 TRUSTED 
Health Brand in India 1

#1 TRUSTED 
Surface Brand in Saudi Arabia 2

1. India TRA Trust Report 2022 2. BVC Report 2025 3. Ipsos 2024 Dettol Report 4. YouGov BrandIndex  2024



BATHROOM 
CLEANER

TOYSLUBESANTI - BAC 
HANDWASH

ANTI - BAC 
SOAP

LAUNDRY 
SANITIZER

AUTO DISHWASH GASTROTOILET CLEANERANTISEPTICS

WE HAVEN’T JUST BUILT STRONG BRANDS, WE HAVE DEVELOPED LARGE CATEGORIES…

CONDOMS



…REACHING CONSUMERS & HEALTH CARE PROFESSIONALS AT SCALE

10M+
STORES 

REACHED1

125M+
ONLINE ORDERS

SHIPPED2

150K+
HEALTH CARE

PROFESSIONALS ENGAGED2

1. Estimate provided by Nielsen using a blend of NIQ strategic planner and distribution data. 2. 2025 Reckitt Internal Data.



WE NOW
OPERATE IN
67 COUNTRIES



MENARP15%

SOUTH ASIA22%

ASEAN8%

GREATER CHINA + NOA33%

AFRICA6%LATIN AMERICA16%

WE NOW
OPERATE IN
67 COUNTRIES
MANAGED
THROUGH
6 REGIONS

2025E Internal Reckitt data. % split of Net Revenue. NOA = North Asia.



CHINA

THAILAND

MEXICO

SOUTH AFRICA

INDIA

COLOMBIA
CLUSTER

MIDDLE
EAST

BRAZIL

MALAYSIA

TOP 10
MARKETS
85% OF
NET REVENUE

RUSSIA

2025E Internal Reckitt data.



POWERBRANDS ARE C.70% OF NET REVENUE

2025E Internal Reckitt data.



COMPLEMENTED BY STRONG LOCAL HEROES



TRUSTED, LOVED BRANDS

WE HAVE LED CATEGORY DEVELOPMENT

STRONG, ESTABLISHED MARKETS

> 100 YEAR HISTORY

TRUSTED BRANDS

1
STRONG FOUNDATIONS



> 100 YEAR HISTORY

TRUSTED BRANDS

MID TO HIGH SINGLE - DIGIT GROWTH

LARGEST AREA FOR CORE RECKITT

HSD GROWTH & VALUE CREATION

EXECUTION EXCELLENCE

1
STRONG FOUNDATIONS

2
STEADY ACCELERATION

3
SUSTAINABLE GROWTH

MID TO HIGH SINGLE - DIGIT GROWTH

LARGEST AREA FOR CORE RECKITT

2
STEADY ACCELERATION



£2.2BN

£2.7BN

£3.9BN

£2.9BN

£3.3BN

2015 2019 2024 YTD Sep 2024 YTD Sep 2025

STRONG TRACK RECORD OF ACCELERATING GROWTH

1. Amounts shown using FY 2024 average exchange rates. 2. Annual net revenue growth such that the foreign currency conversion  us es the same exchange rates as were applied
 in the previous financial year and excludes the effect of applying hyperinflation accounting in the relevant subsidiaries and  excludes revenue from businesses disposed since 2015.

NET REVENUE (Constant FX) 1

CAGR  +4.6%
2

+13.7%
2

CAGR  +8.0%
2



EM NET REVENUE CONTRIBUTION1 TO CORE RECKITT HAS INCREASED

39%
2015

42%
2025 E

1. Net Revenue as a % of total Core Reckitt business translated at FY average exchange rates for the relevant year. Excludes dis posed businesses.



INDIA

CHINA

INDIA

BRAZIL

CHINA

BRAZIL

INDIA

CHINA

CHINA

3 OF TOP 10 MARKETS
ARE NOW IN EM

7 OF TOP 20 CMUS
ARE NOW IN EM

MIDDLE EAST

2024 Internal Reckitt Data. CMU = Category Market Unit.



WE HAVE DOUBLED OUR £50MN+ BRANDS IN REGIONS SINCE 2019…

MENARP ASEAN

GREATER CHINA SOUTH ASIA

AFRICA

LATIN AMERICA

Based on FY2019 and FY2025E Net Revenue.



#1

…WITH LEADERSHIP POSITIONS ACROSS REGIONS

MENARP ASEAN

GREATER CHINA SOUTH ASIA

AFRICA

LATIN AMERICA

Claims based on information aggregated in part from data supplied by Nielsen through its Retail Measurement Services and in p art  from data inputs from other suppliers,
in each case, for the relevant category, geographic focus and based on MAT Sep 2025 (based on branded players only).



ACCELERATING GROWTH

SCALED COUNTRIES AND CMUS

MARKET LEADERSHIP POSITIONS

MID TO HIGH SINGLE - DIGIT GROWTH

LARGEST AREA FOR CORE RECKITT

2
STEADY ACCELERATION



> 100 YEAR HISTORY

TRUSTED BRANDS

MID TO HIGH SINGLE - DIGIT GROWTH

LARGEST AREA FOR CORE RECKITT

HSD GROWTH & VALUE CREATION

EXECUTION EXCELLENCE

1
STRONG FOUNDATIONS

2
STEADY ACCELERATION

3
SUSTAINABLE GROWTH
HSD GROWTH & VALUE CREATION

EXECUTION EXCELLENCE

3
SUSTAINABLE GROWTH



WHY ARE WE EXCITED ABOUT THE FUTURE?

RISING INCOMES AND NEW CONSUMPTION HABITS

THE RIGHT PORTFOLIO FOR EVOLVING CONSUMER NEEDS

STRONG BRANDS WITH READY INNOVATION PIPELINE & SUCCESS MODELS

INDUSTRY LEADING GO-TO-MARKET STRENGTH : OFFLINE, ONLINE, OTC



EMERGING MARKETS FORECAST TO BE 50% OF WORLD GDP BY 2030

2025 - 30 E GDP growth 2 : E7 more than double G7

1. IMF GDP current prices. 2. IMF Real GDP Growth Data.

Share of World GDP* ($BN) 1

37%

63%

50%

50%

2030 E2005

Rest of
World

Emerging
Markets 3.5%

1.5%

E7
China, India, Brazil, 
Russia, Mexico, 
Indonesia, Turkey G7

UK, US, France, 
Germany, Japan, 
Canada, Italy



WITH INCREASING SHARE OF CONSUMPTION IN OUR CATEGORIES

NORTH
AMERICA

2030E

27%
2025E

29%
EUROPE

2030E

30%
2025E

31%

EMERGING
MARKETS

2030E

43%
2025E

40%

FY25 Contribution from Nielsen Strategic Planner Global, 62 markets, latest available data to Q2 25, Home, Health and Persona l C are categories; Growth Projections: Euromonitor, Beauty & Personal Care, Home Care, Consumer Health categories.



HOUSEHOLDS

$10K+
HOUSEHOLDS

$25K+

ANNUAL HOUSEHOLD DISPOSABLE INCOME

CONSUMPTION GROWING ACROSS INCOME SEGMENTS



2014 2024

2014 2024

2004

2004

MORE $25K+ HOUSEHOLDS NOW IN EMERGING MARKETS

HOUSEHOLDS

$25K+

EMERGING MARKETS

NORTH AMERICA + EU

316M198M

245M

98M

304M268M

Euromonitor, disposable income (constant). Emerging Markets data based on 40 Reckitt operated countries. 



GIVING US AN OPPORTUNITY TO INTRODUCE NEW CATEGORIES…

PROJECTED 5Y GROWTH : +5%

$10K+

Bar Soap

Stain Removal MPCHandwash

Toilet Cleaner Condoms

MATURE CATEGORIES

PROJECTED 5Y GROWTH : +13%

$25K+

Gastro

Auto
Dishwash

Intimate 
Hygiene

NASCENT CATEGORIES

Laundry 
Additives

Sore ThroatVMS

Projected growth based on internal forecasting tool, triangulation with Euromonitor. *Nascent Categories defined as <30% Pene tra tion 



…WHERE WE HAVE A READY FUTURE PIPELINE FROM EUROPE & NORTH AMERICA

SELF CARE & INTIMATE WELLNESS GERM PROTECTION & HOUSEHOLD CARE



100 130 200 230 260 SELF CAREINTIMATE WELLNESS

NEW CATEGORIES ENABLE PREMIUMISATION AND POSITIVE MIX

GM EXPANSION

PREMIUM- PRICED INNOVATIONS

PRICE PER ML INDEX1

NET REVENUE MIX

1. Based on Dettol price index in China.



OUR SUCCESS MODEL TO CAPTURE THESE OPPORTUNITIES

OTC 
REGULATORY

& MEDICAL 
EXCELLENCE

ONLINE
GTM 

EXCELLENCE

OFFLINE
GTM 

EXCELLENCE

3 EXECUTION PILLARS3 GROWTH PILLARS

DEVELOPING
NASCENT

CATEGORIES

SCALING UP 
NEXT TIER

COUNTRIES

CONTINUING 
PENETRATION

IN MATURE
CATEGORIES



3 GROWTH PILLARS

DEVELOPING
NASCENT

CATEGORIES

SCALING UP 
NEXT TIER

COUNTRIES

CONTINUING 
PENETRATION

IN MATURE
CATEGORIES

OTC 
REGULATORY

& MEDICAL 
EXCELLENCE

ONLINE
GTM 

EXCELLENCE

OFFLINE
GTM 

EXCELLENCE

3 EXECUTION PILLARS

OUR SUCCESS MODEL TO CAPTURE THESE OPPORTUNITIES



CHIEF CATEGORY GROWTH OFFICER
RYAN DULLEA
RYAN DULLEA
RYAN DULLEA
RYAN DULLEA
RYAN DULLEA
RYAN DULLEA



CONSUMER
OBSESSED

SUPERIOR
INNOVATION

OUR PLAYBOOK STAYS THE SAME,

ICONIC BRAND
BUILDING

EXECUTION
EXCELLENCE

WITH ADDITIONAL FOCUS ON DRIVING PENETRATION & DEVELOPING CATEGORIES



3 GROWTH PILLARS

DEVELOPING
NASCENT

CATEGORIES

SCALING UP 
NEXT TIER

COUNTRIES

CONTINUING 
PENETRATION

IN MATURE
CATEGORIES

OTC 
REGULATORY

& MEDICAL 
EXCELLENCE

ONLINE
GTM 

EXCELLENCE

OFFLINE
GTM 

EXCELLENCE

3 EXECUTION PILLARS

OUR SUCCESS MODEL TO CAPTURE THESE OPPORTUNITIES



DUREX NIGERIA : CONSUMER EDUCATION UNLOCKING GROWTH

CONSUMER HABIT CHANGE ACCESSIBILITY AVAILABILITY 3

Behaviour change
communications 

SUB-SAHARAN AFRICA 
ACCOUNTS FOR c.60% 
OF GLOBAL HIV CASES1

NEW STI CASES A YEAR2

150MN

Affordable entry pack

₦ 1000/-

Reach (‘000 stores)

2022 2023 2024 2025

25

17

1. UNAIDS, Global HIV & AIDS statistic – Fact sheet. 2. Estimates based on 374m new cases a year with Sub - Saharan Africa account ing for approximately 40% as per 2018 - 2024 demographic and health survey data. 3. Reckitt internal  direct coverage/sell - in data .



DUREX NIGERIA : CONSUMER EDUCATION UNLOCKING GROWTH

1. Internal Reckitt Data. 2. 2015 - 2025E at 2024 average exchange rate.

EQUITY 1 PENETRATION 1 SALES GROWTH 2

GROWTH
RATE

Awareness 

26MN
2022

68MN
2025

5%
20252%

2020

33%10Y NET
REVENUE CAGR



Reach (MN Stores)

HARPIC INDIA : GROWING PENETRATION BY ENCOURAGING TOILET USE

1. Indian Ministry of Drinking Water and Sanitation, CNN. 2. Nielsen Retail Panel.

CONSUMER HABIT CHANGE ACCESSIBILTY AVAILABILITY 2

Behaviour change
communications

Leading public figure

Proof of action

2025
99%

2014
43%

Partner with government for 
universal toilet access to curb ODF 1

2.3

0.3

Affordable entry pack

₹ 40/-



13%

26%

34%

2015 2019 2024

HARPIC INDIA : GROWING PENETRATION BY ENCOURAGING TOILET USE

1. Hall and Partners Equity Tracker. 2. Kantar Worldpanel Data. 3. 2015 - 2025E at 2024 average exchange rate. 

EQUITY 1 PENETRATION 2 SALES GROWTH 3

Removes the toughest stains

12%10Y NET
REVENUE CAGR82%

69%



3 GROWTH PILLARS

DEVELOPING
NASCENT

CATEGORIES

SCALING UP 
NEXT TIER

COUNTRIES

CONTINUING 
PENETRATION

IN MATURE
CATEGORIES

OTC 
REGULATORY

& MEDICAL 
EXCELLENCE

ONLINE
GTM 

EXCELLENCE

OFFLINE
GTM 

EXCELLENCE

3 EXECUTION PILLARS

OUR SUCCESS MODEL TO CAPTURE THESE OPPORTUNITIES



GROWING AUTODISH CATEGORY BY ENCOURAGING DISHWASHER ADOPTION

HAND DISH IS A SIZEABLE HABIT 1 DISHWASHER PENETRATION GROWING 2 DRIVING LARGER INSTALLED BASE 2

30

69

111

2015 2025E 2030E

+39MN

+42MN

Installed base (MN)

Category size 

c.$10BN
EGYPT

MALAYSIA

CHINA

VIETNAM

2% 4%

<1% 3%

<1% 3%

<1% 2%

2015 2025

1. Euromonitor. 2. Internal modelling based on Euromonitor, Nielsen and GfK figures.



WE HAVE A PROVEN SUCCESS MODEL

MANUFACTURER PARTNERSHIPS CONSUMER EDUCATION RESULTS 1

Local consumer insights

14%10Y NET
REVENUE CAGR

1. 2015- 2025E at 2024 average exchange rate. 



EMERGING MARKETS CONSUMERS ARE INCREASINGLY LOOKING FOR SELF CARE

DIET AND OBESITY 1 URBANISATION 2 AGEING POPULATION 3

43%ARE PREDICTED
TO BE OVERWEIGHT80%WILL LIVE IN

URBAN AREAS C.20%WILL BE OVER
65 YEARS OLD

1. WHO, Obesity and Overweight 2025 Report, Statistics relate to 2022. 2. United Nations, World Urbanization Prospects 2025. 3. ESCAP Population Data Sheet 2024, by 2050, Asia and Pacific.



WE HAVE A PROVEN SUCCESS MODEL FOR CATEGORY DEVELOPMENT HERE TOO…

HEALTH CARE PARTNERSHIPS CONSUMER EDUCATION FOCUS ON MEGA CITIES

Symptom - led communicationStrategic engagement with
Health Care Professionals

Rio De Janeiro

Sao Paulo

Recife

Sao Luis

Fortaleza

Brasilia

Belo Horizonte

Porto Alegre

LuftaGastro  scale - up



…WINNING HCP ENDORSEMENT AND DELIVERING STRONG RESULTS

LUFTAGASTRO IN BRAZIL 1 GRANEODIN IN MEXICO 2 RESULTS 3

#1 BRANDMOST PRESCRIBED BY 
GASTROENTEROLOGISTS #1 BRANDMOST PRESCRIBED BY 

GENERAL PRACTITIONERS 12%12%5Y NET
REVENUE CAGR

1. IQVIA GPS.MAT - OCT’25. 2. Close Up Mexico Data Sept 2025. 3. 2020 - 2025E at 2024 exchange rate, OTC across EM. HCP = Health Car e Professionals.



WE ARE LEVERAGING OUR WINNING PLAYBOOK &
INVESTING TO GROW EMERGING MARKETS
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CREATING CENTRES OF EXCELLENCE ACROSS MAJOR MARKETS

R&D Centres Category Acceleration Pods

CONSUMER
OBSESSED



CREATING PENETRATION & DISTRIBUTION ENABLING INNOVATION

4

SIZING/PRICING DRIVING PENETRATION

SUPERIOR
INNOVATION



POWER
BRANDS

LEVERAGING OUR ICONIC PORTFOLIO OF POWERBRANDS & LOCAL HEROES

ICONIC BRAND
BUILDING

LOCAL
HEROES



3 GROWTH PILLARS

DEVELOPING
NASCENT
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SCALING UP 
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& MEDICAL 
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ONLINE
GTM 

EXCELLENCE

OFFLINE
GTM 

EXCELLENCE

3 EXECUTION PILLARS

THE THIRD PILLAR OF GROWTH



CHINA

MEXICO

INDIA

MIDDLE
EAST

BRAZIL

WE HAVE MANY COUNTRIES OPERATING AT SCALE



HOWEVER, WE STILL HAVE SIZEABLE COUNTRIES WITH INCREMENTAL OPPORTUNITY

COLOMBIA
CLUSTER

MALAYSIA

VIETNAM

INDONESIA
NIGERIA

CLUSTER
KENYA
CLUSTER

HOWEVER, WE STILL HAVE LARGE COUNTRIES WITH INCREMENTAL OPPORTUNITY

SIZEABLE POPULATION MSD GDP GROWTH
1

1. Average GDP Growth. Source IMF Real GDP Growth Data.



AFRICA
+100

MILLION
URBAN CONSUMERS

1

BY 2030 

MEGA CITIES

MOSTLY IN

1. United Nations World Urbanisation Prospects 2025.



VIETNAM

GDP IN ASEAN2

FASTEST
GROWING

100
MILLION
POPULATION1

1. Worldometer . 2. Countries’ national statistics offices; Oxford Economics.
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3 EXECUTION PILLARS

OUR SUCCESS MODEL TO CAPTURE THESE OPPORTUNITIES



c.85%
OFFLINE CONTRIBUTES

OF TOTAL
RETAIL SALES3

11MN
STORES1

10x EUROPE2

INDIA HAS OVER

INDIA

1. Statista, Number of retail grocery outlets across India, 2022. 2. IBISWorld estimates for Europe stores. 3. Reckitt 2025 S ept  YTD offline contribution.



WINNING IN OFFLINE IS CRUCIAL TO WINNING IN INDIA, 

AND WE DO IT BY BEING PRECISE

DRIVEN BY DATA & TECHNOLOGY

RIGHT
VISIBILITY
ON SHELF

RIGHT
ASSORTMENT

TO SELL

RIGHT
TOWNS

TO SERVE

RIGHT 
STORES

TO TARGET
INDIA
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3 EXECUTION PILLARS

OUR SUCCESS MODEL TO CAPTURE THESE OPPORTUNITIES

OFFLINE
GTM 

EXCELLENCE



2hrs
daily on

platform 5

ECOMMERCE CAPITAL
OF THE WORLD

OF GLOBAL ECOM
1

TRADITIONAL ECOM
REMAINS STRONG2

SOCIAL COMMERCE
ACCELERATING

c.50%
of households 

buy FMCG 4

c.800M
monthly 

active users 3

1. CapitalOne Shopping Research, Online Shopping Statistic by Country 2025. 2. EMARKETER Live Commerce 2023. 3. https://www.b usi nessofapps.com/data/tik - tok - statistics/. 4. Worldpanel by Numerator. 5.HI - COM, Top 12 Social Media Apps in 2025. 

CHINA



OUR DEEP ECOMMERCE EXPERTISE

KEEPS US AHEAD OF THE CURVE

CHINA

DRIVEN BY DATA & TECHNOLOGY

GREAT CUSTOMER 
SERVICE

FAST FEEDBACK 
LOOP

SPEED OF 
INNOVATION

POWERFUL 
CONTENT
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3 EXECUTION PILLARS

OUR SUCCESS MODEL TO CAPTURE THESE OPPORTUNITIES
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OTC CONTRIBUTION
1

32%

EMERGING MARKETSOTC 
NORTHSTAR 
FOR EMERGING 

MARKETS

ACHIEVED VIA

REGULATORY 
PREPARATIONLATIN

AMERICA
BUILDING 
CAPABILITIES

14%

29%

LATAM

1. 2025E Net Revenue at  2024 average exchange rate. 



CENTRES OF EXCELLENCE

RAISING
THE BAR ACROSS
EMERGING MARKETS

EXECUTION PILLARS

OTC
EXCELLENCE

ONLINE GTM 
EXCELLENCE

OFFLINE GTM 
EXCELLENCE



CONTINUING PENETRATION OPPORTUNITY

POTENTIAL FOR NEW CATEGORIES

READY PIPELINE AVAILABLE
HSD GROWTH & VALUE CREATION

EXECUTION EXCELLENCE

SCALABLE PLAYBOOKS – OFFLINE, ONLINE, OTC

3
SUSTAINABLE GROWTH



GROWTH
GROWTH
GROWTH

GROWTH
GROWTH
GROWTH
GROWTH



VALUE CREATION
VALUE CREATION
VALUE CREATION
VALUE CREATION

VALUE CREATION
VALUE CREATION
VALUE CREATION

GROWTH



CHIEF FINANCIAL OFFICER
SHANNON EISENHARDT
SHANNON EISENHARDT
SHANNON EISENHARDT
SHANNON EISENHARDT
SHANNON EISENHARDT
SHANNON EISENHARDT



Q3 YTD1

+13.7%
2025

SUSTAINED STRONG GROWTH IN EMERGING MARKETS

CAGR1

+8.0%
2019 -  2024

1. Annual net revenue growth such that the foreign currency conversion uses the same exchange rates as were applied in the pr evi ous financial year and excludes the effect
 of applying hyperinflation accounting in the relevant subsidiaries and excludes revenue from businesses disposed during the p er iod.



MENARP

SOUTH ASIA

ASEAN

GREATER CHINA + NOA

AFRICA

LATIN AMERICA

BROAD-BASED 
GROWTH
ACROSS OUR
6 REGIONS

NOA = North Asia



EMERGING MARKETS
GROWING LFL NET REVENUE 

SUSTAINABLY AT

HIGH 
SINGLE-DIGIT %

MEDIUM-TERM LFL
NET REVENUE GUIDANCE

FOR CORE RECKITT

+5%+4% TO



EVEN WITH CURRENCY DEVALUATION, WE HAVE GROWN MSD

1. Net Revenue for both years translated using FY 2024 average exchange rates. 2015 excludes revenue from businesses disposed  since then. 2. Annual net revenue growth such that the foreign currency conversion uses the same exchange rates as were applied  in the 
previous financial year and excludes the effect of applying hyperinflation accounting in the relevant subsidiaries and exclud es revenue from businesses disposed during the period.

£2.2BN

£3.9BN

2015 2024

CAGR  +6.5%
2

NET REVENUE (CONSTANT FX) 1

+5.3%

CAGR AT ACTUAL FX



FX : WE FOCUS ON STRUCTURAL INTEGRITY OF COUNTRY P&LS

MANAGE GM LEVERS OF SIZING, PRICING & CATEGORY MIX

AIM TO TAKE PRICE IN A CONSISTENT WAY

MINIMISE EXPOSURE THROUGH SOURCING AND CONSISTENT HEDGING



HOUSEHOLD CARE GERM  PROTECTION SELF CARE INTIMATE WELLNESS

2019 63% 37%

2025E 57% 43%

+300 BPS
2019 – 2025 E

WE ACTIVELY DRIVE MIX TOWARDS HIGH MARGIN CATEGORIES
EM NR CONTRIBUTION % 1 GROSS MARGIN EXPANSION 2

1. 2019 excludes business that have been disposed since 2019. Amounts translated using FY 2024 average exchange rates. 2019 e xcl udes revenue from businesses disposed since then. 2. Gross Margin is calculated using FY 2024 average exchange rates.

GROSS MARGIN %



A LEVER TO GROW GROUP AOP AHEAD OF NET REVENUE LFL

FIXED COST REDUCTION DRIVES BEI & MARGIN GROWTH

OUR EMERGING MARKETS AOP MARGIN IS GOOD

INVESTING FOR GROWTH

BEI = Brand Equity Investment.

GROSS MARGIN UPSIDE ENABLES INVESTMENT



KEY TAKEAWAYS 

REINVESTING 
TO CAPTURE  
THE GROWTH 

OPPORTUNITY

HIGH QUALITY, 
VOLUME - LED
HSD GROWTH

IN EM

LEVERS TO 
DRIVE GROUP 
AOP AHEAD 

OF NR



EMERGING 
MARKETS



1
STRONG

FOUNDATIONS

3
SUSTAINABLE

GROWTH

2
STEADY

ACCELERATION



STRONG SUSTAINABLESTEADY

VALUE–CREATING GROWTH



EMERGING 
MARKETS
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