Aimto double CDMO revenuesto $1.2bn by FY30’

Contract development and manufacturing (CDMO) player Piramal Pharma
posted a12.5 per cent growth in revenues in the third quarter of the current
financial year (Q3FY25). Its net profit, however, fell by 63.6 per cent.
NANDINI PIRAMAL, chairperson, Piramal Pharma, in conversation with
Sohini Das, says that their growth is led by innovation-related work and
that CDMO revenues will touch $1.2 billion by 2029-30. Edited excerpts:

Do yousee the CDMO business to
continue to deliver strong double
digits incoming quarters?

We haveset ourselvesatargetto
double our CDMOrevenuesto $1.2

Weare better atservingthe USFDA
customers. We do some supplies for
domestic customersin India.

Why has the company’sshare seen

billion by FY30, implying someselling pressure in
early-to-mid teens CAGR the past few days?
(compound annual growth We cannotcommenton
rate) revenue growth over share price movement,
the next five years. Guiding which s purely driven by
for quarterly orannual NANDINI demand-supply forcesin
revenuegrowthisdifficult ~ PIRAMAL the market. However, inthe
in CDMO business, given Chairperson, recent past, there hasbeen
thetimingand lumpinessin Piramal Pharma largesellingintheoverall

customer orders. However,
oureffortswould be togrowatan
early-to-mid teen rate every year.
Wewillsee growth in the US. We
have capacitiesthere. Owingto
geopolitical uncertainties, some
may choose to manufacture there.

market, especially the mid
and smallcapshares. Asfarasour
performancein FY25isconcerned,
wehavedelivered inline with our
full-year guidance of early-teen
growth in revenuesand Ebitda
(earnings before interest, taxes,

depreciation, and amortisation).

Yourcomments onthedropin
profits in Q3FY25...
Thereiscyclicality inourbusiness
where alarge part of our full-year
PAT (profitafter tax) comesin Q4.
Thisyear the trend will be the same.
So, as perour guidance, FY25 full-
year PAT isexpected tobe
significantly
higherthan
FY24 full-
year PAT.
Also, inour
long-term
guidance

till FY30, we expect our PAT to grow
significantly fasterthanour
revenue or Ebitda growth.
Customers at times want deliveries
in Q4, and the plantisbusy making
these products, butthe salescannot
be booked until the deliveries

happen.

In India consumer business, how
are the non-power brands doingin
terms of revenue growth? What are
the plans?

Non-powerbrands aregrowingata

© 6 (0UR) FOCUSWOULD BEON
IMPROVING PROFITABILITY OF
ECOM CHANNELS THROUGHA

MIXOF PRICING AND PRODUCT.
WEAREALSO EXPLORING
NEW CHANNELS SUCH
ASQCOM, SUPER

. MARKETS, AND
HYPER MARKETS"

slower pace amid the general
consumer marketslowdown, which
is being witnessed in the market.
Our larger focus is on building our
powerbrands, which havebeen
growingat over 20 per cent CAGR in
thelast fouryears, and now
contribute about 48 per centto our
consumer businesssales.

Ecommerce sales grew over 40 per
cent in India consumer business.
What share will ecommerce havein
ICH sales from 20 per cent
currently?

Weexpectecommerce to bean
importantdriverof consumer sales
going forward as well. However,
focuswould alsobeonimproving
profitability ofecommerce
channels through a mixof pricing
and product mix. We arealso
exploring newchannelssuchas
quick commerce (qcom), super
markets, hyper markets, etc.
Further, we are also lookingto
expand ourdistribution networkin
rural areas and non-chemist
channels.
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