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Disclaimer

ThisInvestorPresentationhasbeen preparedby ValueWiseInvestorRelationsLLPin consultationwith DeccanHealth Care
Limited (DHCL)and doesnot constitute a prospectusor placementmemorandumor an offer to acquireany securities. This
presentationor anyother documentationor information (or anypart thereof) deliveredor suppliedshouldnot be deemedto
constitutean offer. No representationor warranty,expressor implied is madeasto, and no relianceshouldbe placedon, the
fairness,accuracy,completenessor correctnessof suchinformation or opinionscontainedherein. The information contained
in this presentationis only current asof its date. Certainstatementsmadein this presentationmaynot be basedon historical
information or facts and may be άŦƻǊǿŀǊŘlookingǎǘŀǘŜƳŜƴǘǎέΣincluding those relating to the generalbusinessplans and
strategyof DHCLits future financialcondition and growth prospects,future developmentsin its industry and its competitive
andregulatoryenvironment,andstatementswhichcontainwordsor phrasessuchasΨǿƛƭƭΩΣΨŜȄǇŜŎǘŜŘǘƻΩΣΨƘƻǊƛȊƻƴǎof ƎǊƻǿǘƘΩΣ
ΨǎǘǊƻƴƎgrowth ǇǊƻǎǇŜŎǘǎΩΣetc., or similar expressionsor variationsof such expressions. Theseforward-looking statements
involvea numberof risks,uncertaintiesandother factorsthat couldcauseactualresults,opportunitiesandgrowth potential to
differ materiallyfrom thosesuggestedby the forward-lookingstatements. Further,no representationor warrantyexpressedor
impliedismadenor isanyresponsibilityof anykindacceptedwith respectto the completenessor accuracyof anyinformation.
Also,no representationor warranty,expressor implied, is madethat suchinformation remainsunchangedin anyrespectasof
any date or dates after those stated herein with respect to matters concerningany statement made in this Investor
Presentation. DHCLmayalter, modify or otherwisechangein anymannerthe content of this presentation,without obligation
to notify any personof such revisionor changes. Thispresentationcannot be copied and disseminatedin any manner. No
person is authorizedto give any information or to make any representationnot containedin and not consistentwith this
presentationand, if givenor made,suchinformation or representationmust not be relied upon ashavingbeenauthorizedby
or on behalfof DHCL. Thispresentationis strictly confidential. Theearlierversionsof this presentation,were in draft form, and
shouldnot be circulatedor referred to by anyperson.
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About Deccan Healthcare

Å Incorporated in 1996, Nutraceuticalsand wellness product Company;
Å5I/Ωǎ ŦƻƻŘ Ǉƛƭƭǎ ŀƴŘ ƳŜŀƭǎ ŎŀǘŜƎƻǊƛȊŜŘ ǳƴŘŜǊ Cŀǎǘ aƻǾƛƴƎ /ƻƴǎǳƳŜǊ IŜŀƭǘƘŎŀǊŜ όCa/Iύ ǇǊƻŘǳŎǘǎ ŀǊŜ ǇƻǇǳƭŀǊ ǿƛǘƘ ƳƛƭƭŜƴƴƛŀƭǎ ŀƴŘGenX
ÅFood pills and meals covering 52 consumer wellness goals preventing/curing over 200 diseases, disorders and disabilities due to micro nutritional deficiency
ÅDriving sales of BE YOUNG brand through e-commerce platform www.beyoungstore.com
ÅExpanding into international geographies with STAY YOUNG brand. Commenced exports to Kenya and Mauritius 

Key facts and figures

NO. OF CUSTOMERS SERVICED

1,61,000+
MARKETING AGENTS I DISTRIBUTORS 

6100+ | 140+
PRODUCT OFFERING

1,500
NO. OF EMPLOYEES

160+

Note: All figures as on FY18

http://www.beyoungstore.com/
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Journey So Far

2010 ςSet up owned manufacturing facility in tax benefit zone at Rudrapur, Uttarakhand
2011 ςAccelerating portfolio of food pills through Nutridecc
2015 ςCertified as an ISO 9001:2008 company
2016 ς[ŀǳƴŎƘŜŘ ά.Ŝ ¸ƻǳƴƎέ ōǊŀƴŘ ŦƻǊ 5ƻƳŜǎǘƛŎ Market

ςLaunched Beyoungstore.com ςE-commerce platform for domestic market
2017 ςAwarded the Fastest growing SME of the year ςLarge Size ςby Navbharat SME Business 

Excellence Award 
ςHonored ŀǘ άYƻƪƛƭŀ 5ƘƛǊǳōƘŀƛ !Ƴōŀƴƛ Hospital ŀƴŘ aŜŘƛŎŀƭ wŜǎŜŀǊŎƘ LƴǎǘƛǘǳǘŜέ
ς[ŀǳƴŎƘŜŘ ά{ǘŀȅ ¸ƻǳƴƎέ ōǊŀƴŘ ŦƻǊ ƛƴǘŜǊƴŀǘƛƻƴŀƭ geographies

2018 ςAwarded the ά[ŜŀŘŜǊ ǿƛǘƘ ŀ ǇǳǊǇƻǎŜ ŀǿŀǊŘ нлмуέ ςby India Leadership Summit and Awards
ςAwarded the ά{Yh/I hǊŘŜǊ-of-aŜǊƛǘέ ōȅ {ŀƳŜŜǊ YƻŎƘŀǊΣ /ƘŀƛǊƳŀƴΣ {Yh/I DǊƻǳǇ 
ςά{ǘŀȅ ¸ƻǳƴƎέ ōǊŀƴŘ ǎƘƛǇƳŜƴǘ ǘƻ aŀǳǊƛǘƛǳǎ ŀƴŘ Kenya
ςFIDSI Charter Membership
ςAwarded as the Best άCŀǎǘŜǎǘ ƎǊƻǿƛƴƎ ƻƴƭƛƴŜ ƴǳǘǊƛǘƛƻƴ ǎǘƻǊŜέ ςby ASSOCHAM Nutraceutical Excellence 

Award
ςAwarded with Best Wellness Brand ςby ASSOCHAM Nutraceutical Excellence Award
ς!ǿŀǊŘŜŘ ǿƛǘƘ ά{ǳǎǘŀƛƴŀōƭŜ tǊƻŘǳŎǘ LƴƴƻǾŀǘƛƻƴ !ǿŀǊŘέ ςby World federation of CSR and World  

Sustainability Congress 
ςwŜŎŜƛǾŜŘ ά/ŜǊǘƛŦƛŎŀǘŜ ƻŦ !ǇǇǊŜŎƛŀǘƛƻƴά ŦƻǊ ǎǳǇǇƻǊǘƛƴƎ ƎŜƴŘŜǊ ŘƛǾŜǊǎƛǘȅ ƛƴ LƴŘƛŀ ςby Asian Women in 

Leadership Summit India

Trading of pharmaceuticals

2008 ςIn addition to third party    
manufacturing, DHC   
launched an in-house 
brand called OxayFlax. It is 
a revolutionary food pill 
containing vegetarian 
source of Omega 3 and 
essential nutrient

Phase 1: 1996-2005 Phase 2: 2005-2010 Phase 3: 2010 onwards

Third party manufacturing Own manufacturing facility, E-commerce platform, Exports
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Unleashing the Power of E-commerce

Å Awarding winning nutraceutical branded products + E- commerce platform to drive strong growth for DHC

Targeting e -commerce revenues of Rs. 100 crore in 5 years from Rs.10.5 crore in FY18

6

Indian E-commerce industry DHC E-commerce Platform

Å 40% of Indian population has access to internet
(6 mn new entrants every month)

Å Annual spend per shopper is expected to increase from 
$247 in 2015 to $288 and $464 in 2018E and 2020E 
respectively

DHC's Growth engines Unique features

Å Private label products - generate 
higher margins

Å 100% genuine products
Å Strong customer support over Phone, 

Email and WhatsApp
Å Ease of shopping and delivery

Domestic 
market

Export 
market

Online Sales (Rs. Crores) 

39

140

220

2015 2018E 2020E

16

40

102

2015 2018E 2020E

7,503
34,308

1,13,229

1,63,787

FY16 FY17 FY18 YTDFY19

2.50
4.50

10.50 11.36

FY16 FY17 FY18 YTDFY19

Registered Users (Nos.) Online Sales ($ bn) Online Shoppers (Nos. in mn.)

Sources: CII report, Industry data 
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Business Value Chain

Categories

Nutraceuticals

Ayurvedic

Cosmeceuticals

Product Formulation Manufacturing
Product 

Packaging & 
labelling

End Customers

Deccan Health /ŀǊŜΩǎ ǇǊŜǎŜƴŎŜ ƛƴ ǾŀƭǳŜ ŎƘŀƛƴ

Offline

Distributors

Agents

Online

Distribution 
platforms/channelsRaw materials

Regular

Organic

Pre - Organic 

Processing

Draining

Extraction of oils & 
nutrients

Cleaning

R&D

Å Strong presence across value chain viz. R&D, manufacturing, branding and distribution 

Å Benefits of pricing power, superior cost control and data leveraging for decision making across various points of the value chain 
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Product Profile

Nutrition goals

Å Energy booster
Å Good for heart
Å Good for eyes
Å Good for diabetes & its ill effects
Å Good for colon guts and stomach
Å Good for liver
Å Good for digestion
Å Good for active sex in men & women
Å Good to reduce weight & obesity
Å Good for specific risk & discomfort

Condition specific goals Ingredient focus goals

Å Good for daily hair care
Å Good for daily skin care
Å Good for daily dental care

Daily care solutions

Å Ingredient focused nutritional 
solutions

ÅDaily body cell nutrition
Á Boys micro nutrition
Á Body cells nutrition
Á Daily micro nutrition
Á Girls nutrition
Á Kids bone nutrition
Á Men nutrition
Á Protein daily food
Á Women nutrition

ÅOrgan specific nutrition
Á Bone nutrition
Á Brain nutrition
Á Eye nutrition
Á Hair nutrition
Á Heart nutrition
Á Joint nutrition
Á Nerve nutrition
Á Prostate nutrition
Á Skin nutrition
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Innovation and Manufacturing Centre

Softgels,Hardgels,Tablets,CreamsandLotions,Liquids,Powders,Pastes, SpecialdosagesCapabilities

CGMP,FSSAI,UKCertifiedWHO-GMP++,EQFSCertification,GermanCertification,ICMcertification,USPRegisteredApprovals

SIDCUL Pantnagar, Rudrapur, Uttarakhand ςA Tax Exempt zone till FY-2020.

Installed 
Capacity

Particulars Production Capacity at present (Quantity Per Month)

Soft Gel Food Pills (SGC) 45,62,50,000

Hard Gel Food Pills (HGC) 12,16,66,667

Liquid orals 6,08,333

TabletFood Pills 2,43,33,333

External preparations(Lotions and Ointments) 2,12,916
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Investment in R&D driving sustainable growth

Widen our product range

Improve operational efficiencies

Increase sales through e-commerce medium

Optimum utilization of production 
capacity

Createa globalpresence

Key Strategic Initiatives

1

2

6

5

3 4
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Key demand 
drivers

Indian Nutraceuticals Industry

4.0
4.8

5.8

6.9

8.3

10.0

2017E 2018F 2019F 2020F 2021F 2022F

Demographics

Interest in 
Preventive health

Preferences Convenience

Awareness

Regulations

Source: ASSOCHAM-MRSSS Report

LƴŘƛŀΩǎ bǳǘǊŀŎŜǳǘƛŎŀƭ aŀǊƪŜǘ {ƛȊŜ ŀƴŘ DǊƻǿǘƘ
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Favorable Demographics

Sources: UN report, Industry reports

Share of working population (%) Numbers of households (mn)

2/3rd Indians in working -age with median 

age of <28 years

Rise in number of households in Middle 

and Upper income class

29.0

2.5

62.0

3.5

93.0

6.0

Middle Class* Upper Middle Class and Above*

2010 2015 2020

~2x rise expected in preventive 

healthcare spends

*Middle class: Rs. 2-10 Lakhs *Upper middle class and above: Rs. 10 Lakhs+

Å Higher working population calls for busier schedules, high stress and lesser time for self care for large number of people
Å Rising standard of living leads to preference for better healthcare and rising spends

40

75

2018 2022

Per capita spend on preventive 

healthcare in India ($)

61% 62% 64% 66% 67%

39% 38% 36% 34% 33%

2000 2005 2010 2015 2020E

Share of dependents (%)

Share of working-age population (%)
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Lifestyle diseases Lifestyle disease incidents (in mn) Total expenditure on preventive healthcare

($ bn )

Å {ƘƛŦǘ ƛƴ ƳƛƴŘǎŜǘ ŦǊƻƳ ά[ƛŦŜ ǎǇŀƴέ ǘƻ άIŜŀƭǘƘ ǎǇŀƴέ 
Å Rising cost of healthcare driving interest in preventive health ςper capita healthcare expense grew 7% CAGR to $63 

between 2010 to 2015 (as per The World Bank)
Å Vulnerability to lifestyle ailments ςarising from transforming food habits, less physical work and sedentary desk jobs 

Strong interest expected in preventive 

healthcare

930

1,060

2018 2022E

26%

21%
23%

16%

8%
5%

Depression

Obesity

Chronic backache

Hypertensions

Type II diabetes

Heart

55

106

2018 2022E

Estimated split of Lifestyle disease 

incidents (in 2022E)
~1 billion lifestyle disease incidents 

expected by 2022E in India ðone of the 

largest in the world

Interest in Preventive Health

Sources: RedSeer report 

8%
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Health Conscious Individuals (in mn) Incidences of heart attacks as per age (%) Elderly population (in mn)

Å Baby Boomers - focused on preserving a healthy lifestyle as they enter into retirement age
Å Millennials - preference for active lifestyle for physical endurance, mental alertness and to be active & awake

Risks of heart attacks rising at a younger 

age. India is seen as coronary heart 

disease capital of the world. 

90

130

2018 2022E

76.6

103.8

2001 2011

Health consciousness is trending 

upward in India

Consumer Preferences

Large elderly population opens wide 

market for health preservation options

Sources: RedSeer report, MOSPI, IHA

50%

25%

Below 50 years Below 40 years
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Convenient Formats

Å An ASSOCHAM report states òOne rupee spent on prevention saves Rs. 132.33 in absenteeism costs and Rs. 6.62 in 

healthcare costsó 

Å Presence of Global Nutraceutical Companies  viz. Amway and Herbalife  in India since last two decades has 

contributed awareness about nutraceuticals

Å Availability of nutraceuticals in various formats viz. Softgels, Hardgels, Tablets, Creams and Lotions, Liquids, Powders, 

Pastes has made consumption convenient and easier

Å Nutraceuticals unlike Pharmaceutical do not go through long development and approval cycle

Å Faster rollout of new products as industry is regulated by FSSAI and not FDA

Awareness

Ease in Regulation
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Experienced and Dynamic Management

Mr. Mohak Gupta
Chief Operating Officer, Commerce & Materials

Ms. Mohita Gupta
Chief Development Officer - Business Strategy 
& CSR, BE YOUNG

Mr. Minto Gupta
Promoter & Managing Director

Mr. Minto Gupta started DeccanHealthcarein 1996 with experienceof over 20 years and has steered the companyon a
profitable journey. He hasextensiveexperienceand know-how in the field preventiveand wellnessproducts. Hisdirection for
DeccanHealthcareiscritical in achievingstronga businessperformanceandcreatingvaluefor shareholders.

Mr. Minto Gupta is an M.Sc. Bio-Chemistry from University of Mumbai. His career background includes research and
managementpositionsin companiessuchasRallisIndiaLtd. (TATACompany), RanbaxyLaboratoriesandSOLPharmaceuticals. As
earlyas1998, hehadwritten hisvision: άǘƻmovehealthcarefrom curativemedicinesto preventiveǎǳǇǇƭŜƳŜƴǘǎέ.

ά¢ƘŜǊŜ ƛǎ ƴƻ ǎǳŎŎŜǎǎ ǿƛǘƘƻǳǘ ŦŀƛƭǳǊŜΦ ²ƘŜƴ ȅƻǳΩǊŜ ǇǳǊǎǳƛƴƎ ƎǊƻǳƴŘ-breaking innovations, 
setbacks go with the territory ςǳƴƭŜǎǎ ȅƻǳ ƘŀǾŜ ǘƘŜ ŎƻǳǊŀƎŜ ǘƻ ŦŀƛƭΣ ȅƻǳΩƭƭ ƴŜǾŜǊ ōŜ 
ǎǳŎŎŜǎǎŦǳƭΦ LƴƴƻǾŀǘƛƻƴ ƛǎ ŀōƻǳǘ ǘŀƪƛƴƎ Ǌƛǎƪǎ ŀƴŘ ŀŎŎŜǇǘƛƴƎ ŦŀƛƭǳǊŜΦέ

ÅMBA from IIM-A and attended management 
courses at the London School of Economics;

ÅHe has worked as a senior positions in ICICI 
Bank and IdemistuKosan Co.;

ÅCurrently, looks after brand building &
operationsin the Companyand instrumental
forcebehindlaunchingBeYoungbrand.

ÅCurrently responsibleto lead online salesand
CSR;

ÅMBA from NALSARand doubleaŀǎǘŜǊΩǎdegree
from London school of economics (LSE) by
qualification;



18

Awards & Recognition

Leader with a Purpose Award 2018
INDIALEADERSHIP - Summit & Awards

Honoured at Kokilaben Dhirubhai Ambani Hospital 
and Medical Research Institute - 2017

Fastest growing SME of the year ςLarge Size ςby 
Navbharat SME Business Excellence Award - 2017
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Awards & Recognition

SKOCH Award - 2018Best Wellness Brand - Fastest Growing 
Online Nutrition Store ςASSOCHAM 

Nutraceuticals Excellence Awards 2018

Sustainable Product Innovation 
Award ς2018 and

FIDSI Award - 2018.

Fastest Growing Online 
Nutraceutical Store - CIMS Medica 
Nutrition & Wellness Awards 2018


