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Category develop 
existing portfolio 

Key enablers

Financial
capital

Manufactured 
capital 

Intellectual
capital

Risks identified 

• Global category 

structure

• Changing consumer preferences

• Democratising 

our brands 

• Commodity price volatility• Laying the foundation for future growth possibilities

• Enhanced, digitally 

enabled consumer insights

• • Enhancing  

go-to-market
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We aim for steady, double-digit volume growth by leveraging our market 

leadership and expanding our category reach, ultimately creating lasting 

value for all stakeholders.

15%
Growth in 

Africa and USA 
e-commerce

21%
EBITDA 
growth

12
#1 brands 

across 4 clusters

14,096
Crore in 
Revenue 
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At GCPL, our passion lies in crafting 

affordable, beautifully designed products 

with our customers at the core. As industry 

leaders, we focus on driving innovation-

led growth and reshaping our product 

offerings. Accessibility and quality are 

paramount, especially in emerging markets 

where we have a strong presence.

Our chosen 
portfolio

Our footprint covers some of the largest 

and fastest-growing emerging economies 

globally. Despite this, key categories like 

Household Insecticides, Air Care, Hair 

Colour remain underdeveloped, presenting 

prime opportunity to leverage our expertise 

in product development, communication, 

and activations to create value. Our newly 

acquired categories, Deodorants and Sexual 

India & SAARC Indonesia  

opportunity in India and other emerging 

markets. 

Our goal is to achieve consistent, double-

digit volume growth by leveraging our 

existing market leadership and expanding 

stakeholders in the long term.

• Launched van distribution program 

for expanding direct rural outreach 

to cover 3x villages 

• In Indonesia, we shifted to distributor 

led model in general trade and 

simultaneously increased our reach and 

reduced the cost of operations. 

• Modern trade channel in India 

delivered a high double-digit 

growth trajectory.

• Doubled down our efforts on 

quick commerce.

• Multiple initiatives have been 

launched to leverage digital 

technologies and build closer 

connections with different partners 

across the supply chain

• Set up new chemist and 

cosmetic sales channel for 

accelerated growth.

• E-commerce in India continued 

to be the fastest growing 

channel at >25% growth

• Geotagging of all general 

trade outlets in India, enabling 

optimal utilisation of our 

resources.
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Our robust product lineup in Home and 

Personal Care categories enables us to 

consumers in emerging markets.

Africa & USA

Our category development initiatives 

have yield motivating results in FY24, with 

penetration gains in most key categories. 

In India, Goodknight Liquid Vaporizer is 

penetrated ~25%, while in Indonesia and 

Africa, it ranges from 1% to 2%.  In India, 

our mini Godrej Expert Rich Crème has 

helped grow Hair Color penetration by 

category development to boost growth in 

our current categories and generate long-

term economic value.

As we innovate in emerging categories, 

we’ll prioritize expanding the reach of 

potential as market leaders. This involves 

intensifying marketing and distribution 

over the next 5 years across all our markets.

• Strong e-commerce focus in the USA led to 

>15% growth across the channel accounting 

for ~8% of the total business

•

with a national distributor resulting in strong double digit jump in 

distribution

•
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Latin America Sub-Saharan Africa & USA

Hair Colour 
(Argentina)

Hair Colour  
(Ethnic hair | South Africa)

Premium Beauty and 
Professional Products 
(Hair extensions | Sub-
Saharan Africa)

Hair Colour 
(Chile)

Premium Beauty and Professional 
Products (Sun Care | Depilatory 
products | Chile)

Premium Beauty and 
Professional Products
(Hair styling products | 
Argentina)*

#1 #1

#2

#2

#1

#1 #2Premium Beauty and 
Professional Products

Argentina)**

Source: *Nielsen, **Scentia , ***Minimarts

Our globalisation 
strategy
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India & SAARC

Indonesia***

Household 
Insecticides

Air Care

Hair Colour

Household 
Insecticides

Hair Colour

#1

#1 #3

#1

#1

#1

#1

Air Care

Fabric Care

and Hygiene

#2

#2
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3%4%

A broad emerging 
markets portfolio

revenue was generated from international 

operations. 

Geography Salience Category Salience

India

Indonesia

Africa, USA, and Middle East

Others

Personal Care 

Home Care

Others

*Comprises inter-company eliminations and miscellaneous products 

59%*

23%

14% 

FY 23-24

59%*

38% FY 23-24
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Portfolio of our  
power brands

1,000 crore+

500-1,000 crore

200-500 crore
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Strengthened brand positions 
across key markets and geographies

#1
#2

*Roby Sprays only
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our global categories in Household Insecticides, Air Care, Hair Colour, and Hygiene. It 

will focus on product development (innovation and renovation) and brand equity (brand 

strategy and advertising), fostering three key value drivers: 

Renewed global category structure

• Goodknight Liquid Vapouriser, a long-

standing success in India, is expanding 

its reach in the region and venturing 

into new markets like Indonesia, 

Bangladesh, and Nigeria.

• Godrej Shampoo Hair Colour, initially 

launched in India, then followed 

by Indonesia, has now entered the 

Argentina market with variations in 

product, packaging, and positioning 

while retaining its core technology.

Coherent global strategy and cross-geography synergies

Scaling up products across our 
categories and geographies 

• Products like Goodknight Smart Spray 

in India, Goodknight Power Shots 

in Africa, and HIT Fast Insect Killer 

share the same technology platform. 

These products have been successfully 

launched in various markets, with 

adaptations to suit local preferences.

•

Indonesia to India with great success, 

and conversely, we are bringing Aer 

Power Pocket from India to Indonesia, 

Bangladesh, and the Middle EastBan
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and renovation pipeline across categories, 

managed through a structured stage-gate 

process. Our focus is on revitalizing our 

core products to maintain a strong product 

portfolio.

Communication development is now 

centralized, supported by our in-house 

creative teams: Light Box (our media 

development studio) and Design Lab 

(leading new product development across 

geographies).

Our Product and Equity teams are 

streamlined and collaborative, reporting 

directly to the Head of Global Category 

and Innovation. They work closely 

together on most projects, engaging 

in cross-training activities focused on 

decision-making and functional skills. The 

aim is to ensure our Marketing team is 

role.

Brand leaders play a crucial role in 

strengthening brand consistency, acting 

insights into local consumer behaviour 

and preferences, drawing on global ideas 

and expertise to innovate and develop 

products tailored to the evolving needs 

of different regions and markets.

Our global presence is as asset as we 

apply our expertise to address shared 

challenges in diverse markets, despite their 

geographical differences. Additionally, we 

are committed to expanding operations 

and hiring locally in emerging markets 

to capitalize on regional expertise and 

experience.

Deeper capability on product and 
communication development

Better alignment across product development and brand equity

development approach globally. For 

instance, in Air Care, we capitalized on the 

insight that the category is often embraced 

the concept of “talking rooms” into 

advertisements in India (aer) and Indonesia 

(Stella). 
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By taking a broad view of the landscape 

and considering current performance, 

trends, and shifts in consumer behavior, 

we gain insights into future possibilities 

for the evolution of both categories 

and brands to meet consumer needs. 

This approach helps us pinpoint 

Long-term brand tracking serves as a 

valuable tool to gauge the resonance of our 

brand values with consumers, translating 

into awareness, preference, and loyalty.

Conducting brand perception surveys helps 

us identify our primary consumer segments 

and understand their priorities, shopping 

habits, and the most effective methods of 

capturing their attention. These insights 

contribute to a deeper understanding of 

consumer trends.

Traditional brand perception tracking 

target group, often category users, and 

conducting surveys at their homes to gauge 

awareness, perception, and usage of brands 

in the category, along with the effectiveness 

of advertising.

Enhanced, digitally 
enabled consumer insights

Consumer obsession: 
A sustainability lens

Gathering consumer insights 
across various channels 

opportunities that align with the trifecta—

category. From a technological standpoint, 

we are committed to investing in consumer 

research and data analytics to identify 

trends and propel category growth.

In today’s dynamic market, we are 

embracing a more agile approach. 

Leveraging new technologies, we 

continuously monitor brand performance 

and consumer sentiment, adapting 

as needed. This includes tracking 

preferences across various metrics, from 

awareness to product feedback, usage 

behaviour, and receptiveness to new 

ideas.

over 50,000 consumers and their 

these consumers through various 

at their homes or at central locations to 

gather insights. This survey covered nearly 

90% of our brands by revenue.
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By incorporating a sustainability lens into our existing surveys, we gained a deeper 

understanding of the role sustainability plays in shaping consumer preferences.

among 21–45-year-olds in India. The 

results showed that 67% of respondents 

considered ‘reusability’ and  32% 

considered ‘reducing plastic waste’ to be 

important. This led to the perception of 

our product being eco-friendly among 

approximately two-thirds of consumers.

sustainability aligns with our consumers’ 

priorities and values, and its impact on their 

perception of our brand.

preferences to uncover opportunities 

for brand differentiation and gain a 

competitive edge.

Assess attitudes
towards sustainability

Identify opportunities
for innovation

By adopting an agile approach to brand 

perception tracking, we are striving to 

keep our brands current and appealing 

to consumers. Our goal is to make well-

informed decisions that support long-

term growth, bolster our reputation, and 

contribute to a sustainable future
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Our purpose has always been to serve the 

needs of consumers above everything else. 

of our products in different sizes and at 

multiple price points to cater to as big a 

net of consumers as possible. Smaller value 

pack offerings such as Godrej Expert Rich 

Hair Color in India, , Goodknight Mini 

Liquid Vaporiser in India, and  HIT Aerosol 

in Indonesia have revolutionised the market 

and made our products more accessible to 

a larger section of consumers.  Our newly 

Democratising 
our brands

Goodknight Agarbatti (India)Goodknight Mini Liquid Vaporiser (India) Godrej Expert Rich Crème (India) 

launched GoodKnight Agarbatti, priced at an 

affordable INR 10, is the only Government 

Registered safe and effective alternative to 

illegal incense sticks in the market and aims 

to right structure the category. This also 

increases consumer loyalty, when they see 

a bespoke creation of a beloved brand that 

2022 2023 2024
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As we delve deeper into emerging markets, 

ensuring that consumers have access to our 

products on a regular basis is vital to our 

are continuously expanding our distribution 

channels to increase our consumer reach, 

with a greater focus on unserved or poorly 

served rural and remote markets. Our van 

Revitalizing market 
reach

distribution program “Vistaar” aims to 

reach 3X villages directly and exponentially 

expand our direct distribution in rural 

markets.

across multiple platforms—traditional 

and modern retail channels, e-commerce 

Expanding rural outreach through 
van disitrbution program.

including quick commerce, and digital 

marketplaces—to ensure our products are 

always available to serve our consumers, 

regardless of where they are located.
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Our leadership engages with 
our partners on ground

New technologies are transforming the 

sales and distribution landscape. In India, 

they are growing more than double than 

that of traditional channels, with quick 

Additionally, e-commerce has seen strong 

growth across India, Indonesia, and the 

USA, and modern trade, Cash and Carry, 

and, more recently, eB2B continue to grow.

In India and Indonesia, we have also 

refocused attention on the role of 

Channels of 
the future

traditional kirana or neighbourhood 

convenience stores. Similarly, in Africa, we 

have seen the acceleration of proximity 

shopping to overcome the challenges 

posed by the pandemic. This has reinforced 

the importance of last-mile distribution. 

New models will now be omnichannel, 

sales.

In Bangladesh, the focus continues to be 

on building the traditional kirana (modir 

dukaan) backbone because modern trade 

and e-commerce are limited to urban 

centres. In Sri Lanka, we continue to focus 

on all channels, including traditional, 

modern trade, and e-commerce.
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India has been witnessing a K-shaped 

recovery of the economy with spends in 

the premium segments growing faster than 

the mass segment. Demand sentiment 

in rural has been weak. To cater to the 

fast growing premium segment, we have 

launched several premium innovations 

like Cinthol Foam Bodywash and AerO 

premium categories like Park Avenue 

Fine Fragrances and Kamasutra Sexual 

making our products more accessible and 

The interdependencies of our networks 

have always been crucial for the business. 

For the system to deliver successfully, 

we need all partners to be enabled and 

support towards our suppliers, distributors, 

wholesalers, and modern trade customers 

globally, we are establishing deeper 

partnerships with large scale salons across 

Africa.

Insights into 
consumer actions

Partnerships

Shampoo Hair Color and Goodknight Mini 

Liquid Vaporizer, in India. In Indonesia, 

we relaunched an access pack of our hero 

low-cost hair colouring solution to cater 

to consumers’ shopping through general 

trade. 

Building partnerships with 
salons across Africa 
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In India, we continue to focus on deepening 

our penetration in traditional trade. 

rolled out Project Vistaar

portfolio. 

us to deepen our direct coverage. We also 
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Customer satisfaction measurement  

Net promoter score  

(NPS = Promoters-Detractors)

Data coverage

50%

100

FY 20-21
Satisfaction 
measurement

50%

FY 21-22

50%

FY 22-23

51%

FY 23-24

50%

FY23-24 target

Our approach to one-to-one consumer 

engagement through Door-to-Door (D2D) 

expanding to other product categories such 

as Aer Pocket. 

Central to the success of our D2D program 

is the personalized approach of our 

promoters with consumers. They engage 

consumers directly at their doorsteps, 

offering product demonstrations and 

explaining product features. This one-on-

one interaction not only builds trust but 

also effectively addresses consumer queries 

& encourages a deeper connection with our 

brand.

To ensure consistency and effectiveness 

across all engagements, we have 

implemented robust audit systems and 

continuous training programs for our 

promoters. These initiatives empower them 

with the necessary skills and knowledge 

to deliver informative and engaging 

experiences in every consumer interaction.

Enhancing Consumer Engagement 
through Door-to-Door Sampling

Our outreach efforts are projected to 

nationwide, driving product trials and 

enhancing brand loyalty. By expanding 

categories, we aim to strengthen consumer 

relationships & increase product adoption.
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Start of Door-to-Door Sampling in Indonesia

Building tomorrow’s growth: 
foundation stones

value chain and boosting 

sales productivity by 

utilizing analytics and 

technology. Key drivers 

for future growth 

include minimizing 

sales losses through 

auto-replenishment and 

optimizing salesforce 

effectiveness with 

technology.

In response to evolving 

shopper trends and 

environments, we 

are strengthening 

our capabilities to 

meet the demands of 

omnichannel retailing. 

This involves addressing 

and resolving channel 

internally, establishing 

the appropriate team 

structure to effectively 

serve this channel with 

In Africa & US, we 

continue to focus on 

further by continuing the 

reduced the number of 

factories and SKUs in 

the last 2 years. Going 

forward, our transition 

into India based 3PL 

manufacturing for USA 

will lead to remarkable 

improvement in 

actively focusing on 

increasing our distribution 

coverage through direct 

distribution model via 

a national distributor. 

This has enabled us to 

achieve strong increase 

in coverage and increase 

in volumes despite high 

Improving Building an
omnichannel play

Exploring new
go-to-market 
formats

Rapid 

In FY24, based on effective India model of 

door-to-door sampling we brough this lever 

of market development to Indonesia for our 

India business, supported by the central 

team and common technology know how to 

to suit the local nuances and scalability of 

the program.

 

stabilization increased it to 2 cities. In FY 24 

we reached ~1 million consumers through 

our door-to-door program. Seeing the 

success, in terms of conversion and growth 

in those areas, we remain committed to 

invest and scale this program for formats 

which require market development. 

Like India, to ensure consistency and 

effectiveness across all engagements, we 

have implemented robust audit systems 

and continuous training programs for our 

promoters. These initiatives empower them 

with the necessary skills and knowledge 

to deliver informative and engaging 

experiences in every consumer interaction. 

has context menu
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Modern trade is a key driver of growth 

across geographies, and we intend to ramp 

this up. Building blocks include account 

and portfolio prioritisation, category 

and strong partnerships with customers 

through joint business planning. In India, 

we are investing in category management 

to build new-age categories such as Air 

Care, Household Insecticides and Liquid 

Detergents. To this end, our teams 

are sharing and learning on category 

management best practices from our 

Indonesian and Latin American businesses.

marketing capabilities. Modern trade 

accounts for nearly 65% of our business in 

Indonesia. In FY24, we successfully moved 

to re-distribution model in Indonesia for 

general trade while continuing direct 

services to Key accounts and E-com. It has 

allowed us to increase our range to general 

trade outlets and overall increase in the 

Transforming 
modern commerce

believe that structurally this will lead us to 

strengthen our brand presence in general 

trade system along with our enhanced 

investment on key brand formats in mass 

media. Performance in FY24 has been 

encouraging with active outlets increase of 

~10% and underlying volume growth in high 

teens. 

to drive modern trade excellence, with a 

continued thrust on strategic investments, 

prioritising winning accounts, and focusing 

on joint business partnerships. In Africa, 

given that modern trade continues to be 

key, we are leveraging availability, strong 

in-store presence, and competitive pricing 

to build on the opportunity, particularly in 

South Africa. Our entire business in the USA 

is modern trade-led, with the channel split 

to leverage strong channel partnerships and 

joint business planning to drive distribution 

and new product listing, compelling in-store 

presence, and competitive pricing.

Equipping our team members to best 

serve the changing landscape is critical. 

building initiatives, which were enhanced 

over the past year and were moved online.

Empowering frontline excellence: 
Training & skill development

In India, our in-house training academy, the 

‘Godrej Sales Academy’, has been moved 

online to encourage easy access and on-

the-go learning. In other geographies too, 

we have leveraged online training modules 

for continuous skillset improvement in 

a tough macroenvironment, while also 

focusing on team engagement and 

motivation.
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In India, we fully integrated e-commerce 

more closely with our overall sales 

structure, building synergies on the 

omnichannel nature of shopper behaviour 

the journey of leveraging e-commerce to 

expand our more premium categories such 

as Air Care, Household Insecticides, Liquid 

Detergents and saw some great results. 

This encouraged us to explore more of 

the channel’s potential to sharply target 

an audience base with higher spending 

capacity along with a bigger appetite for 

experimentation. E-commerce represents 

strong opportunities to win in a fast-

growing channel, while leveraging its 

unique reach to bring innovative products 

and brands to market.

are building a strong data backbone to 

leverage the data-rich environment of 

investing in expanding capabilities in 

the e-commerce function by insourcing 

capabilities such as graphic design, content 

writing, and search engine optimisation as 

a dedicated Shopper Marketing team to 

distil insights from e-commerce brands 

and platforms to extract the maximum 

we have automated our processes from 

the order-receiving stage to the billing 

stage and are using data analytics to 

been able to improve our margins in the 

e-commerce channel through a better mix 

and continue to further improve it.

Accelerating 
e-commerce

Through joint business planning, promotion 

strategies, and online content, we 

have made substantial upgrades to our 

capabilities, which are yielding results in 

terms of on-platform conversion rates and 

performance on e-com-focused product 

innovations such as Goodknight Mosquito 

Nets, HIT Anti-mosquito Racquet, HIT Anti 

Roach Gel and Aer Matic.

In Indonesia, the focus is on our main 

platforms where we are collaborating for 

joint business partnerships, which have 

translated into new product launches, 

catalogues, and programmes. Driving 

focused digital activity on online and 

seamless consumer experience: from digital 

awareness to e-commerce purchases. In the 

USA, our efforts to strengthen e-commerce 

fundamentals paid off with the business 

growing strongly to become nearly 8% 

also began creating special ecommerce 

only products to serve large online 

consumer segments, thereby increasing the 

established a new e-commerce team in 

Latin America and are investing in multiple 

ways to grow our presence on different 

digital platforms and marketplaces.
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In 2022, Godrej Expert Rich Crème 

introduced a mini pack priced at Rs. 15 to 

make the Crème format more affordable 

and accessible across all consumer 

segments. The primary objective was to 

increase penetration, particularly in rural 

India where adoption of this format lagged 

behind urban areas. 

To capitalize on this opportunity, we 

focused on key rural regions such as Uttar 

Pradesh, Madhya Pradesh, Chhattisgarh, 

Maharashtra, and Bihar, which offered 

substantial market potential and room for 

expansion. Recognizing that traditional TV 

to low TV penetration in these areas, we 

devised two strategic approaches to reach 

these “TV dark” consumers.

Firstly, we leveraged the increasing 

penetration of smartphones and internet 

services in these regions. Partnering with 

YouTube, we employed geo-targeting 

in rural areas with populations of less than 

100,000. This digital approach ensured 

targeted outreach and engagement.

Secondly, we complemented our digital 

efforts with large-scale wall painting 

campaigns in villages with populations 

exceeding 5,000. These initiatives were 

designed to enhance awareness about the 

format priced at Rs. 15.

As a result of these initiatives, we 

successfully connected with previously 

untapped consumers in rural markets across 

these regions. The growth rates in these 

rural markets exceeded three times that of 

the national average, demonstrating the 

effectiveness of our targeted strategies in 

expanding market reach and penetration.

Unlocking brand 
advocacy 
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instinctively grab the nearest object, often 

a newspaper, to eliminate it. However, this 

age-old practice underutilizes newspapers, 

which have historically served to educate, 

leader in cockroach solutions, took a unique 

through the HIT Newspaper. This innovative 

concept involved delivering a rolled-up 

newspaper encased in a cover with a rubber 

cockroach attached. As unsuspecting 

individuals reached for their morning paper, 

they encountered the fake cockroach and 

instinctively attempted to swat it with the 

newspaper. This unexpected prank proved 

more effective than their morning coffee, 

turning the act into an engaging household 

game.

Upon unfolding the newspaper, consumers 

discovered a message: “Maarooo! 

Newspaper se nahi, Laal HIT se” (Swat it! 

Not with the newspaper, but with Laal HIT). 

The clever campaign sparked widespread 

delight among consumers, prompting them 

to share their experiences through videos, 

reels, and stories on social media.

The HIT 
newspaper

This campaign not only creatively utilized print media but also effectively engaged and 

amused consumers, earning accolades for its ingenuity and impact.
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The success of this initiative was recognized by the industry:

Gold at the EMVIES for 

Best Media Innovation in 

Out of Home & Ambient 

Media & Cinema

Silver at the EMVIES for 

Best Media Innovation 

in Print – Dailies and 

Magazines

Silver at GoaFest for 

Innovative Use of Print

HIT makes a comeback 
in Indonesia

In FY24, we built on the inherent strengths 

of our biggest brand to drive growth. 

Brand HIT was relaunched in Aerosol with 

an enhanced formulation which is now ~5x 

more effective. This along with a packaging 

refresh, introduction of 2 new fragrances 

and heightened media investments and on-

ground activation grew consumer franchise. 

underlying volume growth.

Liquid vaporizers (LV) continue to 

gain penetration backed by increased 

media investments throughout the year 

and measured distribution drives. An 

underpenetrated market in LV gives ample 

opportunity to shift consumers from 

burning formats to safer, effective and 

attractive cost per night format and remains 

an attractive opportunity.
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India faces an annual threat from dengue 

outbreaks, necessitating robust measures 

to safeguard communities. Our brand, 

HIT, launched a campaign aimed at raising 

awareness among consumers about 

the increasing incidence of dengue and 

encouraging them to adopt preventive 

measures through our “Flying Insect Killer 

Spray” AKA Kala Hit.

Leveraging Google signals, we were able 

to strategically deploy targeted advertising 

to individuals actively seeking information 

on mosquito solutions, dengue and related 

topics.

Innovating dengue 
prevention and protection

Our approach was twofold: digital and 

traditional. Online, we strategically placed 

advertisements to reach concerned 

consumers precisely when they were 

searching for protective measures against 

dengue-carrying mosquitoes. Targeted 

YouTube campaigns enhanced brand recall 

and spurred consumer intent to purchase. 

had personal experiences with dengue, 

which underscored the campaign’s message 

on prevention urgency. 

NYU colouring its way 
in Indonesia

NYU hair colour business shined for this 

year with aggressive double digit volume 

growth and increased share in available 

media investment and focus on general 

trade for distribution, the format is 

poised for interesting actions. Brand mind 

measures and equity has been consistently 

improving across different regions. Our 

advertisement is focussed on building 

relevance while our distribution drives have 

led to an increase by ~4x in active outlets. 

brand through enhanced investment in 

media and physical distribution. 
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Simultaneously, in the affected states, we 

complemented our digital efforts with 

strategic placements in local newspapers, 

ensuring our message reached a broader 

audience.

The success of the “Dengue Contextual” 

campaign has established a solid foundation 

for associating HIT FIK with dengue 

prevention efforts, positioning our brand 

as a leader in combating mosquito-borne 

diseases in India.

In Africa, our categories are heavily driven 

plan to scale-up our strategy of co-creating 

believability and impact, while driving 

leveraged celebrity partnerships to amplify 

our digital presence. Darling Nigeria 

partnered with Ayra Starr, an international 

pop sensation from Nigeria, who is 

immensely popular among our core target 

audience of young women across Nigeria 

and other African markets.
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In Argentina, our Hair Styling brand 

Roby started a campaign to strengthen 

our consumers’ self-esteem to embrace 

whoever they want to be. The brand 

launched a campaign called ‘You Have All 

In Argentina, we have been focused 

on raising awareness on breast cancer 

prevention with our annual Let’s Dye 

October Pink campaign. In the last few 

years, our team has reached out to 3 million 

consumers annually and actively helped 

women understand the importance of 

early detection and diagnosis with the help 

donations to NGOs and other institutions 

that help breast cancer patients.
Issue’s ‘Let’s Dye October 

Pink’ campaign 

In Oct-2023, we introduced “The Pink 

Movement” - A breast cancer prevention 

campaign in Argentina. 80% of breast 

cancer cases in Argentina are diagnosed 

late and the chances of curing it is as low 

as 27%. 

+3.7M impacts.

different types of hairstyles to enhance 

which allowed us to reach a larger audience 

in an organic manner.
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First-party data has become more relevant than ever before. Our Villeneuve 

brand has been gathering simple but important information on visitors. 

This tiny step will allow us to enhance consumer experience by providing 

relevant and personalised messages.

solutions throughout our value chain in 

India, starting with our sales team and 

geo-tagged our entire outlet universe 

salesmen routes and drive geo-adhered 

centre which gives real time view of sales 

team performance and automated nudges 

to drive productivity. Predictive analytics 

empowers our urban sales teams to offer 

the right products in stores. In Modern 

Trade, our merchandisers are enabled 

through a AI based image recognition tool 

to detect and drive on-shelf-availability 

enhanced our Media planning and 

deployment capabilities with ROMI based 

Media budget allocation across brands and 

vehicles to optimise cost per reach. 

Harnessing technology 
and analytics 

Technology enabled Supply chain 

has been another key area of focus. 

Automated distributor order management 

rates. Technology solutions have been 

implemented for distribution planning and 

execution. Robust analytics platform to 

forecast sales more accurately, factoring 

in external and internal variables and 

has helped improve predictability and 

migration of our SAP ERP to S/4 HANA. 

and all our applications including our SAP 

also transitioning our analytics platforms to 

cloud to drive business decision making.  
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In the SAARC region, we harness the 

potential of tech partnerships and analytics 

to bolster our traditional trade expansion. 

management systems, micro-targeting, 

effectiveness.

Through this approach, we aim to expand 

distribution in traditional trade in both 

Bangladesh and Sri Lanka while enhancing 

is being utilized to streamline inventory and 

claims management processes.

In Africa, we have started the journey to 

simplify and automate business processes 

with the implementation of SAP in South 

continue this journey and cover all African 

markets next year. Salesforce automation 

and Ghana, enhancing coverage and 

brand visibility in the region. Our focus 

is on expanding distribution, improving 

across channels and regions.

Technology has also played a crucial role in 

consumer insights, leveraging data from the 

D2C channel in Nigeria to optimize product 

bundles and pricing strategies. Virtual 

interactions with consumers and stylists 

help us stay attuned to market trends and 

facilitate agile action planning.

expanding our leading-edge android app 

‘Bandhan,’ serving as a centralized hub for 

GCPL-related updates, communication, and 

a holistic strategy to boost distributors’ 

return on investment to foster better 

engagement.

Nurturing win-win 
partnerships 

app, that fosters better 
connect with distributors 

Technology remains integral in enhancing 

Indonesian operations. Hand-held terminals 

facilitate and monitor on-ground decision-

making, while analytics and dashboards 

drive more precise execution. Our online 

portal connects and supports regional 

distributors, simplifying e-claim settlements. 

Additionally, a trade spend optimizer tool 

boosts returns on in-store investments 

for modern trade. Our goal is to further 

integrate technology across all execution 

strengthened our e-commerce analytics 

visibility on Amazon, translating insights 

into actionable strategies.

12
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audience 

In the era of information overload, it’s 

crucial to communicate our brand, values, 

and offerings consistently and clearly across 

continued to boost investments in brand 

communication across diverse media to 

maintain an ongoing dialogue with our 

consumers.

Being the market leader in Air Fresheners, 

Aer has always been at the forefront at 

building relevance for the category through 

consumers form the major portion of the 

target group, one of the key tasks was 

to devise a media strategy that reaches 

out to this set of consumers extensively 

changes in their media consumption habits. 

Many of them have either disconnected 

their regular TV connection or have started 

spending very little time on it, which is 

deemed inadequate to reach them solely 

through Linear TV. 

To address the same, Aer leveraged on 

the Connected TV (users who watch OTT 

smart TVs) as a new medium. Equipped 

with the insight that a large portion of 

TV viewing, and now utilize CTV as their 

primary form of entertainment, we piloted 

campaigns on CTV across formats.

Investment in media 
and communication

The results immediately validated the 

approach with instant upliftment in sales, 

specially across Organized Trade (Modern 

audiences are both CTV viewers and 

recorded in the Google Share of Search 

(Gsos) parameter which is an indicator 

of our campaigns reaching out to newer 

audiences and the viewers considering us 

for purchase. 

air freshener at an attractive price point 

of Rs 99) and decided to leverage CTV 

extensively to build awareness after success 

in the earlier campaigns. Leveraging the 

between CTV viewers and car owners, we 

designed a campaign which targeted a 

one single but highly relevant medium. 

The campaign resulted in sizeable gains for 

Aer-O across all the top geographies.
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As Godrej Aer Matic hit new milestones 

during the year, we realized that the 

pleasurable experience of our signature 

fragrances should not be limited to living 

consumers during their outdoor 

celebrations, aiming to transcend mere 

branding and create a more immersive, 

engaging experience beyond the 

conventional advertising methods. 

Unpleasant odours in densely populated 

areas, like certain localities in Mumbai, 

can diminish the festive atmosphere, 

Godrej Aer Matic’s campaign aimed to 

“Remedy the unspoken bad.” The strategy 

involved targeting areas with prevalent 

crowded festival sites, through a blend of 

traditional and digital media. The campaign 

employed engaging visual and audio 

advertisements to highlight how Godrej 

Aer Matic can transform the ambiance of 

any room or space, making it more inviting. 

community leaders helped amplify the 

message, particularly during festivals, when 

the need for a fresh environment is most 

apparent

Aermatic tunnel activation

Godrej AER Matic introduced a fragrance 

tunnel, transforming the area’s aroma, 

especially during the intense monsoon 

season coinciding with Ganesh Chaturthi. 

At Lalbaugh Ganesh Pandal, a festive 

hub, the campaign created an immersive 

aromatic experience with life-size AER 

Matic prototypes emitting signature 

fragrances. This initiative exceeded brand 

visibility, providing experiential insights into 

The consumers responded positively to 

the campaign, sharing their feedback and 

applauding Godrej AER for making festivals 

with approximately 2 million people as 

they walked through the tunnel. These 

engagements led to new trials as well as 

market share gains in these geographies.
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Funded by radical 

Manufactured 
capital 

Intellectual
capital

Key enablers Risks identified 

• Leveraging economies of scale 

• Reduce our environmental impact

• Improve speed-to-market

• Changing consumer 

preferences

• Commodity 

price volatility

• 

currency devaluation 

• Regulatory
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We are streamlining our product line and reassessing our innovation methods 

to concentrate on core priorities. Our strategy involves using our production 

Zero 130 Km  
since 2019

Distance reduced 
to transport 

Finished Goods 
over last 2 years

33% 
Reduction in 
Africa SKUs

Plastic 
neutral

Net
zero

in India by 2035 for 
Scope 1 and 2 

emissions
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We have centered our operations on 

innovation from the start. Our approach to 

product innovation and enhancement has 

long-term value for our stakeholders. Our 

introduction of fewer but more impactful 

New Product Developments (NPDs) capable 

of driving substantial growth.

•

•

consumer input in decision-making.

•

rigorous stage-gate process with 

proper governance.

Streamlining product offerings and 

Our manufacturing investments and 
initiatives have a three-point focus

These initiatives will help us enhance our competitiveness in the 
market and promote sustainability throughout our value chain.

Leverage
economies of

scale

Improve our
speed-to-market

Reduce our
environmental

impact

•

harnessing synergies for global impact.

•

sustainability is ingrained in our 

products from inception.
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particularly on high-performing products. 

resulting in notable improvements in 

reduction.

reducing overall inventory levels from 93 

aligned our inventory more closely with 

and lowering the risk of overstocking and 

associated costs. We have also improved 

the accuracy of demand forecasts and 

customer demand.

Critical enablers 

year 2022. This improvement resulted in 

2023.

resulting in a 50% reduction in our 

product portfolio. The initiatives 

and obsolete stock during the current 

over the entire supply chain. This 

streamlined approach has enhanced our 

contributing to a more agile and 

responsive supply chain system.
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In our ongoing quest for operational 

milestone by reducing our inventory days. 

This strategic improvement in working 

capital management enhances our ability 

align our supply chain more effectively with 

have implemented various digital initiatives 

throughout our manufacturing and supply 

chain processes. One such initiative is the 

adoption of a Transportation Management 

scheduling and planning procedures 

supply chain that enables immediate 

decision-making and enhances overall 

including the establishment of a future 

network layout for our distribution system 

and the adoption of sales strategies driven 

by replenishment for our distributors.

our demand forecasting capabilities using 

advanced analytics and historical sales data. 

This approach enables us to forecast future 

implement innovative solutions to drive 

satisfaction globally.
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We have made strategic investments in 

advanced automation technologies and 

Energy and Utility Management System 

(EMS/UMS) at our Kathua plant. This system 

facilitates the daily monitoring and analysis 

of plant and utility energy consumption 

opportunities and undertake timely 

corrective actions. Since the deployment 

demonstrating the effectiveness of our 

initiatives. Real-time tracking and analysis 

of energy consumption data enable us to 

equipment performance and energy 

projects aimed at further enhancing energy 

resulting in notable manpower savings and 

our focus on continuous improvement 

the implementation of real-time quality 

work procedures. 

have not only boosted productivity but 

initiatives are in line with our environmental 

equipment.

is evident through the deployment of 

advanced technologies and initiatives 

environmental impact. To enhance 

we have integrated online IoT sensors 

These sensors provide real-time data on 

enabling proactive decision-making and 

we have installed Attendance Face Reader 

systems across all locations. This innovative 

technology enables employees to punch 

our payment portal is underway to further 

and material handling processes. We have 

resulting in a reduction of 9 manpower/day. 

and Auto Coil Pick & Place machines in the 

the deployment of an Automatic Finished 

Goods Loading Conveyor has streamlined 

operation.

implementation has led to manpower 

streamlining our operations and enhancing 

commitment to continuous improvement. 

to manpower savings of 12 individuals 

infrastructure enhancement by installing a 

material and packaging material store. This 

strategic move has facilitated the release 
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IoT implementation at our 
manufacturing facilities
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plant now operates an Energy and Utility 

daily monitoring and analysis of plant 

and utility energy consumption (electrical 

and steam) against daily targets. This 

system offers insights for immediate 

corrective actions to reduce energy 

since implementation. Real-time tracking 

and analysis of energy usage guide 

across Soap lines 1 to 5 provide real-

defect videos for safety awareness. The 

ongoing implementation of IoT for Overall 

single provision. 

data capture from our manufacturing 

production. This data plays a crucial role 

corrective actions for mitigation. As a 

savings due to process enhancements.

deployed SMART coil feeding systems 

feeding has been integrated into Line-2 of 

Coil-9 to lessen reliance on manual labour. 

addressing quality issues caused by broken 

wicks.

resulting in reduced manpower 

requirements and enhanced Overall 

respectively.

reduced manpower needs and substantial 

cost savings.
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and support a sustainable future. We are 

implementing sustainability initiatives 

them to vendors via our Sustainable 

Procurement Policy.

have set environmental sustainability goals 

for 2025-26. These include making one-third 

sourcing at least 35% of our energy from 

our energy productivity by 2030 as per our 

EP100 commitment.

renewable data across locations under 

our full operational control. Incorporating 

carbon and water pricing helps us assess 

guiding sustainability decisions throughout 

the value chain.

To track progress against our environmental 

and the ‘IPCC AR6 Assessment Report’. 

Our sustainability team at the corporate 

by manufacturing cluster heads and team 

members at each site.

Sustainable Procurement Policy. 
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• Implementing a robust governance 

enhance sustainability performance.

• Strategically planning improvements 

for underperforming units.

• Establishing an innovation unit to 

solutions for the medium to long term.

• Participating in various ESG disclosures 

to benchmark our performance against 

initiatives like materiality assessments 

or climate risk evaluations.

•

• Establishing targets aimed at 

enhancing environmental sustainability 

across our manufacturing processes 

and product lines.

• Incorporating sustainability goals into 

the core responsibilities of designated 

‘Green Champions’ within our annual 

operational plan.

•

tracking tool for data collection and 

carbon emissions following the GHG 

protocol.

• Sharing and promoting best practices 

through multiple channels for broader 

adoption. Enhancing our manufacturing processes to 
support a more sustainable future 
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• Process enhancements leading 

• Integration of renewable 

energy sources like solar and 

biomass

• Technology advancements and 

upgrades

• Integrating sustainable energy 

sources like biomass and 

ongoing enhancements in 

• Revolutionary water 

and the comprehensive 

integrated watershed 

management initiative.

Increase renewable energy portfolio 

to 35% by 2025 (v. 2011 baseline)

Reduce GHG emission intensity by

by 2025 (v. 2011 baseline) while 

maintaining water positivity

• 

consumption by 35%

• Increased renewable energy 

• Reduced our GHG emission • Reduced water intensity by 

positivity (through rainwater 

harvesting within our facilities 

and our community watershed 

15 times more water than we 

use in our operations). 

01 0302

Our Approach Our ApproachOur Approach

Our goals and progress 
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• Strategically leveraging materials through innovative practices such as 

• 

initiatives aimed at reducing plastic packaging consumption and intensity.

• 

environmental stewardship.

• 

• Collect and recycle 100% of pre- and post-consumer plastic

• Minimum 50-microns thickness of plastic product labelling to include the 

details

• 20% reduction in packaging intensity

• 

•  

• 

• We are plastic neutral in India and collect and recycle 100% of pre- and 

post-consumer plastic that we send out

Our Approach

consumption per tonne of production.

consumption per tonne of production.

***Emissions are tracked for Scope 1 and 2 

tonne of production.

Note: For India operations
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1. Energy 
2023 was warmest the year on record since 

escalating climate crisis. In the face of this 

a more resilient and sustainable world in 

and by switching to renewables sources of 

energy we are able to get long-term cost 

We follow a comprehensive approach 

manufacturing sites. 

The 2025 targets are taken up by each of 

our manufacturing sites. Every plant head’s 

annual operating plan has targets to reduce 

energy use and ensure savings and lower 

emissions. 

Our approach includes emphasising 

process enhancements to improve energy 

sources such as solar and biomass among 

others. We carry out periodic energy 

audits to help us identify areas where 

improvement. Energy audits also highlight 

equipment maintenance needs that ensure 

they are serviced regularly and operate 

breakdowns and production delays. 

energy consumption by 

compared to the 2011 

baseline.

Increase renewable 

energy usage to 

35% 
compared to the 

2011 baseline.  

energy consumption

from FY 2011

Renewable energy 

used in operations

35%
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Our energy initiatives include –

1. In our Central West manufacturing 

systems in design. We installed an 

in savings of Rs.200 lakhs. We have 

based systems in RO to reduce our 

energy consumption. 

2. Most of our lighting motion-sensor 

based and we have switched to LED 

and solar lights. We have also switched 

South cluster plants to reduce our 

energy use.

3. 

we have introduced innovative 

controllers in our Northeast and 

and addressed multiple leakage points 

in our compressed air systems in the 

Northeast cluster. We invested in 

replacing the default valves and pipes 

and plug the leakages. 

5. Several of our manufacturing sites 

have installed rooftop and shed solar 

panels that add to our renewable 

energy portfolio. We also use 

renewable biomass briquettes in our 

boilers instead of furnace oil.  

manufacturing conference where our green 

champions from various manufacturing 

sites gather to learn and share best 

environmental practices. During these 

training on latest technology solutions 

renewables. We also bring in industry 

knowledge and skills in sustainable 

practices. 

Sustainability goals are a part of the 

manufacturing head’s annual KPIs. 

The Green Manufacturing Governing 

Council is led by the Managing Director 

of Godrej Industries Group and GCPL’s 

board-level ESG Committee reviews the 

environmental progress on a quarterly 

basis. Our sustainability monitoring tool 

records the performance of individual 

manufacturing units and analyses the data 

on a periodic basis. The portal accounts 

the respective carbon footprint as per the 

set GHG protocols. We devise a strategic 

action plan for underperforming units post 

discussion with the plant head to improve 

sustainability performance. 

Impact initiative

We have shifted from using fossil fuels 

to using clean energy sources in our 

are derived from organic materials like 

biomass is renewable and abundant. They 

have a far lower carbon footprint and lower 

of our boilers now use biomass briquettes 

as fuel and this has helped increase our 

renewable energy portfolio. 
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We are compliant with all the relevant environmental laws and regulations in the regions in 

compliant.

FY 20-21 FY 21-22 FY 22-23

target

target

Total renewable energy

consumption (MWh)

Total non-renewable energy

consumption (MWh)

Furnace Oil

HSD

 32,72,498  15,27,57,595 

 31,09,64,213   73,49,944 

 19,04,68,878 

 4,94,10,847   6,24,18,221 

 3,32,50,750   2,03,90,306  

 22,38,27,632 

 81,11,94,819 

 24,29,16,066 
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reduction in our 

water intensity 

from FY11

water positive 

39%

2. Water
About half of the world’s population 

droughts. Climate change is projected to 

further increase the frequency and severity 

quality is mainly due to low levels of 

wastewater treatment. In the face of this 

daunting reality there are opportunities to 

innovate and to build resilience. 

water footprint and impact across all our 

operate. 

We have focussed on reducing our 

water use across our value chain. Each 

of our manufacturing sites have annual 

environmental targets that includes 

reducing water use. We are also focussing 

on safeguarding water resources in 

drought-prone regions and water stress 

areas where we operate. 

We carry out water use assessment to 

quantify water use in our manufacturing 

where we operate. We organise regular 

water audits to measure our water use 

in manufacturing and identify hotspot 

areas for optimising water use. Through 

detailed life-cycle assessments we map 

water footprint from raw material sourcing 

to end-of-use for our products. We have 

also carried out a Task Force on Climate-

related Financial Disclosures (TCFD) 

role in shaping the impact of climate change 

on our business. 

Reduce our water 

intensity by 

from FY11

Maintain 

water  

positivity

Our water management initiatives at 

manufacturing include –

1. Across all our manufacturing plants 

liquid discharge process. Through 

comprehensive wastewater treatment 

and water recycling processes such as 

tertiary reverse osmosis to improve 

all water used in our manufacturing 

process is recycled and repurposed. 

2. We have invested in a number of 

rainwater harvesting structures in 

clusters that helps us harvest over 

reduce our freshwater withdrawal. 

3.

installed 365 eco taps in our North 

East cluster that helps us save 626 KL 

of water/annum.

conservation projects North cluster has 

annum. 

5. We have implemented sensor-based 

water taps in South cluster to further 

reduce our water use. 
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Twice a year we organise green manufacturing conference where all our green champions 

from across manufacturing sites gather for learning and sharing best environmental 

Water withdrawal from  

municipal supplies

Water withdrawal from  

groundwater

Total net freshwater  

consumption 

FY 20-21 FY 21-22 FY 22-23

0.20

 579.60 458.62

803.42 623.08

 224  164.46 

 2,053 517.10

 2,857 1,140.18
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Water conserved –  

9.20 million m3 making GCPL  

water positive 

Our integrated watershed development 

project is dedicated to restoring the 

ecological balance in the drought-prone 

groundwater levels in many areas are 

agricultural practices.

has established 39 pandals and installed 

25 drip irrigation systems on farmers’ 

over 100 farmers in alternative agricultural 

practices. 

Impact initiative

Our Godrej magic range of personal care 

products is reconstituted formulation that 

costs. Due to high water content of 

is shipped before production and makes 

transported. Our magic handwash is 

powder to liquid handwash that uses 

half the plastic to package than regular 

fuel and paper savings.  
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Scope 1+2 
combined

2020

2035 tCO2e

Percentage 

100%

We have set these 

targets in line 

scenario set by 

consider them to 

be science-based.

Percentage 

Reduction 

Target From 
Scop
comb

1+2 
ned

2020

2035 tCO2

Percen

100%

age Perce

Reduc

Targe

We hav

targets 

scenario

conside

be scien

age

on 

From 

3. Emissions 

change is one of the top global risks both 

in the short and the long-term. The effects 

of climate change are non-linear and 

on countries in vulnerable regions. We are 

committed to be a part of the solution. We 

understand the magnitude of the task at 

hand and are unwavering in our dedication 

to reduce our emissions. Our commitment 

is rooted in actions that are guided by our 

comprehensive climate change mitigation 

assessments of our progress and impacts.

We monitor greenhouse gas (GHG) 

of Scope 3 emissions through supplier 

engagement in line Paris Agreement’s goal 

of limiting average global warming to 1.5 

degrees Celsius. We have also instituted 

aim is to double our energy productivity 

aligning with the Climate Group’s EP100 

initiative. We also strive to reduce our 

air emissions from our manufacturing 

processes.

Here’s how we are greening our operations 

and lowering our emissions - 

1. We are increasing our renewable 

energy portfolio by switching to 

biomass briquettes instead of furnace 

oil or diesel for majority of boilers. 

We have invested in captive solar at 

our premises and are also purchasing 

green power from third party PPAs 

and open access systems. We have 

also invested in a cogeneration plant 

at our largest manufacturing site in 

our renewable energy consumption. 

2.

improvements by replacing old 

installing variable frequency devices to 

optimise our energy and make process 

and reduce energy consumption. 

and motion sensor systems further 

help reduce our energy consumption.

3. Our transport management system 

plays a crucial role in our overall 

emission impact. We are optimising 

our logistics and transportation 

to reduce our carbon footprint. 

vehicles. We work closely with our 

partners to ensure they align with our 

environmental standards. We have 

invested in a transport management 

and emissions.

We are advocates of the goals of the Paris 

Agreement and are aligned with limiting 

average global warming to 1.5 degrees 

Celsius.
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2020-21 2022-232021-22

2

 

  

2020-21 2021-22 2022-23

Scope 1

Scope 2

2 2
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Emissions

95,432

64,260 

85,062 

Malanpur CoGen 

commissioning plus 

new Nilgiri plant by 2025  

Renewable Energy at 50%

Malanpur CoGen operating 

at full capacity by 2029  

Renewable Energy at 65%
 

emissions by 2035

GCPL Science Informed 

Target for 2035

We have a three-pronged approach towards 

reducing our emissions and moving towards 

community projects. 

Through our waste management projects 

we are diverting organic waste from 

production. We have also invested in 

afforestation projects in degraded land 

parcels for carbon sink creation and carbon 

projects. This not only conserves water 

and stores carbon but also reinvigorates 

and improves livelihoods for local farmers. 

annually of emission equivalents through 

emissions abatement from these initiatives 

we will further invest in projects for 

neutralisation by our target year.

2020 2021 2022 2023 2025 2026 2029 2030 2031 2032 2033 2035

GCPL Science Informed 

baseline  

46,385 

41,090 

59,645 
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2

We are also reducing our Scope 3 emissions through supplier engagement. 

2e

2e

2e 

15.84%
tCO2e 

Purchased Goods and 

Services

4.06%
tCO2e

Upstream transportation  

and distribution

0.04%
tCO2e

Upstream leased assets

3.83%
tCO2e

Fuel and energy-related activities
2.20%

tCO2e

End-of-life treatment of  

sold products

2.43%
tCO2e

Employee commuting

0.23%
tCO2e

Waste generated in 

operations

0.10%
tCO2e 

12.89%
Others

71.26%

2e

Use of Sold Products 
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Our strategy for reducing emissions and moving towards net zero 

carbon or carbon neutrality encompasses three key approaches :

across our operations to 

minimize energy, water, and raw 

material usage while maximizing 

productivity. This includes 

optimizing equipment capacity 

boilers over furnace oil-based 

ones. Collaboration with our 

supply chain partners under our 

Sustainable Supply Chain program 

allows for the sharing of best 

practices and sustainability audits.

As signatories to the EP100 global 

framework, developed by the 

Climate Group, we've committed 

to halving our operational energy 

intensity by 2030 compared to 

the 2012 baseline. With a current 

reduction of close to 40%, we are 

on track to meet this target well 

before 2030.

We are ramping up our utilization 

of renewable energy sources 

microturbines, and solar PV 

installations. Additionally, we 

sell biomass ash to local farmers 

for use as fertilizer, promoting 

circularity in our operations.

Through community-based waste 

management projects, we divert 

invest in afforestation initiatives to 

create carbon sinks. These efforts 

not only reduce emissions but also 

contribute to water conservation, 

biodiversity preservation, and 

livelihood improvement for local 

communities.
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Every year more than 2 billion tonnes of 

less than 15% is recycled. The recycling rate 

for plastic waste is even lower as only 9% of 

all plastic waste has been recycled. Waste 

It contributes notably to greenhouse 

We manage all our waste throughout 

as possible and safely dispose the rest. Lowering our waste footprint enables us to not only 

reduce our environmental impact but also helps reduce our costs. 

it negatively impacts local communities 

reducing the overall quality of life. It is 

imperative for us to implement effective 

waste management practices to conserve 

resources and protect the environment.

Manufacturing

•
waste

•
initiatives 

Post-consumer
• Engage consumer on 

packaging waste disposal 
•

responsibility initiatives 
• community waste management 

programmes 

Sourcing

• sustainable procurement 
policy that includes waste 
reduction and management 

Packaging
• reduce plastic packaging 

usage and improve 
recyclability of packaging 
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liquid discharge in our manufacturing

Rigid plastics to be replaced by 

30% 
recycled plastic 

20% 
reduction in 

packaging intensity 

Collect and recycle 

100% 
of pre and post-consumer 

plastic

10% 
recycled plastic 

Replace multi-layer plastics with 

5% 
recycled plastic 

of plastic used to be 

recyclable 

Collect and recycle 

100% 
of post-consumer plastic 

of the plastic we use is recyclable 

22%
reduction in plastic intensity 

Completed Life Cycle Assessments (LCAs) for 

60% 
testing completed for addition of post-consumer 

recycled plastics and plastic intensity reduction 
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we carry out waste assessments to 

collect and analyse data on our waste 

of improvement. These waste audits help 

practices across our operations and build 

action plans as per best-in-class approach. 

Through detailed life-cycle assessments 

we map waste footprint of our products 

from raw material sourcing to end-of-use 

disposal. 

Each of our manufacturing sites have 

that includes reducing waste and diverting 

action plans are reviewed quarterly at the 

months the progress is reviewed by the 

goals. 

We have taken several measures to reduce 

waste generation and adopted recycling 

Some of our key initiatives include – 

1. 

and send it for co-processing at a 

operations.

2. Our investments in R&D are focused 

on reducing plastic waste. We 

conducted successful trails with several 

vendors to eliminate cap poly bag 

were able to eliminate the liners and 

MT / annum. 

3. 

materials from our manufacturing 

we have been able to lower our waste 

We maintain full compliance with 

(EPR) regulations. Our plastic 

packaging footprint in India amounts 

(MT). We have been maintaining plastic 

take back of an equivalent amount of 

plastic that we send to our consumers. 

community solid waste management 

programmes.  
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We are dedicated to innovating for 

environmentally responsible products 

within our core categories through our 

of our revenue-generating products. 

These assessments will inform our efforts 

to manufacture greener products and 

establish a sustainable framework for all 

new product developments.

of Post-Consumer Recycled (PCR) plastic 

compliance with EPR guidelines to include 

delivery models aimed at reducing our 

plastic footprint.

approach to sustainable packaging is a 

successfully reduced our plastic packaging 

2019-20.

In addition to our overarching good 

sustainable packaging goals at the 

information about our commitment 

and progress against these targets in 

Sustainable Packaging Commitment .

Highlights from our sustainable packaging 

Responsibility (EPR) obligation and achieved 

substantial cost savings.

accounting for over 50% of our revenue. 

plastic for Goodknight Coils poly bags and 

our commitment to green innovation and 

sustainable products. 

You can learn more about these initiatives 

Day 1. 
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Twice a year we organise green manufacturing conference where all our green champions 

from across manufacturing sites gather for learning and sharing best environmental 

FY 20-21 FY 21-22 FY 22-23

Total waste recycled/ reused

Waste incinerated without  

energy recovery

Total waste generated



160

a vital role to play in reducing the plastics 

and the packaging we send out. We have 

set clear targets to reduce our plastic usage 

and improve the addition of post-consumer 

recycled (PCR) plastics in our packaging. We 

reduction targets and we are stepping up 

agenda to achieve this – 

Intensity reduction across packaging materials by 20%

Assess packaging material consumption by building 
robust measurement mechanism

Guidelines for ease of recycling

industry peers to support packaging sustainability

Engage consumers on our packaging waste disposal 
and GCPL efforts on packaging sustainability    

I

M

A

G

I

N

E
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We have invested our R&D resources in 

making our packaging more sustainable. 

of all GCPL leaders comprises of 15% of 

people & planet goals. They are in line with 

the company’s vision to foster an inspiring 

workplace and build an equitable and 

consumer recycled plastics. Our plastics and 

packaging programmes include – 

1. Increasing use of recyclable packaging 

packaging recyclable and we are 

mapped 16 products in our portfolio 

to achieve our target by switching 

to recyclable packaging material like 

2. Using reusable packaging – The 

that are used in our supply chain 

are reused multiple times in our 

they are reused at least four times to 

lower our environmental impact. 

3. Inclusion of recycled materials – We 

are testing and running trails to include 

PCR in our packaging. In our products 

are testing to replace 10%-50% virgin 

plastic with PCR. 

Phasing out single-use plastic – From 

we are phasing out single-use plastics. 

phased out single-use plastics. All our 

use items are recyclable r made from 

biodegradable materials. We are 

now working with our suppliers to 

ensure we phase out single-use raw 

material packaging that we use in our 

operations. 

100%
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A. Total weight (tonnes) of all plastic 

packaging

packaging (as a % of the total weight 

of all plastic packaging)

30 30

Coverage (as a % of cost of goods 

sold)

100%

Impact initiative

Our Godrej Magic Floor Cleaner offers 

an affordable and sustainable solution. 

at a budget-friendly price. Our product 

drastically reduces plastic waste and 

energy consumption. Compared to 

transportation and emissions and lowering 

our environmental impact.  
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As a global FMCG player and responsible 

work with communities to manage waste. 

We collect 100% of the plastic waste we 

promote material reuse and recycling.

We also invest in helping communities 

identify and address their waste-related 

issues using circular economy principles. 

the Puducherry Municipal Corporation on 

a community waste management project. 

We digitally track waste management 

door-to-door collection. We established a 

and provided medical camps for over 

plan for sustainable waste management 

Government of Puducherry.

Our three-year project with Malanpur 

on operational costs by the third year. As of 

management system in Palashbari Municipal 

to break even on operational costs. Till FY 

management project to tackle the 

increasing garbage issues impacting the 

we conducted a baseline assessment in 

diverting 652 kgs of waste.

Management Corporation on a three-

year waste management project with 

Implemented by the Mineral Foundation of 

management programmes ensured that 

recyclable packaging is actually recycled 

systems and collaboration with 

municipalities and urban local bodies. We 

transform waste management systems in 

through collaborative partnership. 
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We view this as an opportunity for 

generating value by applying our strategies 

Our focus is on crafting products that 

resonate with local market preferences 

while also possessing the potential for 

global appeal. This approach allows 

us to harness our resources to create 

breakthrough innovations capable of 

sustained competitiveness in the long term.

We have already set the groundwork 

establishing it as our maiden global 

Household Insecticides segment in Africa 

through the introduction of Goodknight 

to this strategic direction.
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We value our consistent track record of 

venture into new categories and cater 

endeavour has frequently resulted in the 

lasting impression.

We launched a new liquid detergent 
brand - Godrej Fab - for mass market

Our innovation evaluation process is 

trials and test markets. This stringent 

approach guarantees that only the most 

on investment and fostering long-term 

value for our stakeholders.

brand - Godrej Fab
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focused on enhancing consumer insight capabilities. This empowers our innovation team to 

craft products and solutions that precisely align with consumer needs and preferences. 

We maintain a global category structure that 

informed decision-making and strategic planning by 

tapping into a wealth of knowledge.

Strengthening our relationships with critical 

agency partners enables us to leverage their 

intellectual capital and aids in developing 

products tailored to diverse consumer 

preferences.

Clear global testing protocols and action 

evaluation of our products and innovations. This 

success in the market.

Harnessing modern digital techniques for 

consumer insights allows us to gather real-time 

data and identify emerging trends swiftly. This 

agility provides us with a competitive edge and 

enhances our long-term growth potential. 
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centre is a cornerstone of our innovation 

facilitating the sharing of insights and best 

practices. 

We maintain a continuous focus on the 

NPD framework. This process is enriched 

by both quantitative and qualitative insights 

Our state-of-the-art global R&D centre at 

where we lead new product development.

seamlessly integrate design thinking into 

product capabilities. Unlike the common 

into a distinct competitive advantage. 

Our R&D remains pivotal in crafting 

the planet.

Comprising highly skilled graphic and 

the lab functions as a hub for collaborative 

across our product portfolio.
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Our reconstitution portfolio holds a 

offer advantages to both our customers 

considerable water content in personal 

environmental impact of shipping water-

intensive products. Our Magic Handwash 

approach. They are designed as powder-

empowering consumers to add water 

product into a usable liquid form. This 

innovative strategy not only reduces 

transportation weight but also lessens 

the environmental footprint typically 

associated with traditional product 

formulations.
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larger quantities with fewer packaging 

compared to their traditional liquid 

counterparts of the same volume. This 

plastic waste but also contributes to a 

the lighter weight of our reconstituted 

subsequently reducing emissions by the 

actively promote environmental well-

being while maintaining our commitment 

to delivering top-notch products to our 

consumers.

and packaging are associated with higher 

of environmentally conscious consumers. 

sustainable choices accessible to a wider 

audience. Our products are affordably 

"green discount" rather than at a premium. 

We aim to make sustainable options more 

positive changes in consumer behaviour 

market.
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Goodknight Naturals Neem Agarbatti is
made of 100% natural neem and turmeric

We have dedicated ourselves to developing 

products crafted primarily with natural 

our offerings apart from those already 

saturating the market and improving our 

position within it. Across our product 

introduction of at least one natural product.

we encounter a proliferation of counterfeit 

mosquito-repellent incense sticks 

products often conceal ingredients and 

the safety standards set by the Government 

of India. Their regular inhalation poses 

vulnerable demographics such as children 

Naturals Neem Agarbatti is formulated with 

repelling mosquitoes while adhering to 

all requisite governmental approvals. 

mosquito repellents.

based formula. In regions like Africa 

enriched with natural ingredients like aloe 

vera and almond. This concerted effort 

underscores our dedication to providing 

goodness of nature.
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Procurement Policy. We hold all key suppliers accountable for adhering to these 

delineated in the Policy.

Green inspired

• 

and ethics

• Accountability and responsibility

• Legal and regulatory compliance

• Human 

rights • Responsible conduct with stakeholders

• Employee health and safety

• Local community development

• Green products and processes

• 

• Adopting green initiatives and practices

• 

• Material 

management 

• GMP and 

quality controls

• Facility and machinery
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As part of our supplier evaluations in 

and Sustainability Reporting framework. 

The assessments focused on alignment 

with our sustainable procurement policy 

and social responsibility. Our assessments 

consider ESG risks from suppliers based on 

improvement in their average scores. 

impacts hence no suppliers were put on 

corrective plan or were terminated.

we have gathered both qualitative 

and quantitative data to formulate a 

comprehensive composite score derived 

from supplier responses. To drive continual 

corrective measures and enhancement 

strategies. 

regular updates on the progress of supplier 

we ensure suppliers align with our 

Sustainable Procurement Policy and its 

We initiated capacity building for suppliers 

and internal stakeholders to advance 

greenhouse gas emissions.

We share industry best practices and 

recommended actions for improvement. 

Sustainability assessments through a self-

declaration questionnaire are part of our 

our commitment to sustainable practices. 

We annually review procurement practices 

to ensure alignment with our Sustainable 

Procurement Policy and track supplier 

2021 2022 2023

Red Yellow Green

2
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Total spend on

in Tier-1

0
Total number of

in non-Tier-1

Total number of 

suppliers assessed

covering 100% of 

Percentage of 

suppliers assessed

136 100% 

552 136
Total number of

Tier-1 suppliers

Total number of

in Tier-1

Total number of 

(Tier-1 and non-Tier-1)

136



3People and planet 





People and planet 

Environmental
capital

Natural
capital

Human 
capital 

Social and 
relationship capital

Key enablers Risks identified 

• Developing a  

high-performing 

and diverse workforce
• Regulatory

• Making greener 

products

• Climate change

• Investing in the health and well-being of communities

• Changing consumer preferences
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Maintaining our status as a socially responsible company is important to us. A 

decade ago, we committed to fostering a more employable and environmentally 

gain. Today, we have entrenched this commitment at the heart of our strategic 

framework.

23% 76%

5,225

Women 
in senior 

leadership

ESG
Focused product 

portfolio 

Suppliers 
assessed 
for ESG

Malaria-free 
villages

4.52

15x

Global human 
capital return 
on investment

Water 
positive
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Climate change and inequality stand as the 

biggest challenges facing humanity. Their 

combined impact is heightening global 

volatility, affecting businesses, supply 

chains, and communities. As emphasized 

by the Intergovernmental Panel on Climate 

Change (IPCC), urgent action is required, 

in the reduction of global emissions by 

more than half by 2030 to steer clear of a 

scenario where global warming exceeds 

1.5 degrees Celsius by 2050. Moreover, 

the disproportionate burden of climate 

change falls heavily on emerging markets, 

including those within our operational 

scope, due to historical and escalating 

inequalities.

The latest IPCC report AR6 underscores 

the urgency of the situation, projecting 

a 1.5-degree global warming over 

pre-industrial levels by 2035 if current 

emission rates persist—a stark deviation 

from the targeted threshold set for 

2050. Furthermore, globally, women's 

participation in labour markets remains 

Public health issues, compounded by 

preventable diseases such as malaria and 

dengue, continue to take a toll on the 

economies of the regions we serve.

Recognizing our pivotal role in effecting 

change, we acknowledge that the 

realms of society, environment, and 

business are inextricably intertwined. 

As a responsible entity, our obligations 

encompass broader stakeholder interests. 

Sustainability has long been embedded 

The biggest challenges 
of our time

CLIMATE CHANGE INEQUALITY

As per the most recent IPCC report 

AR6, if global greenhouse gas (GHG) 

emissions persist at their current rate, 

we can anticipate a 1.5-degree increase 

in global warming above pre-industrial 

levels by the year 2035. This projection 

notably exceeds the targeted threshold 

for 2050 by a margin of 15 years.

Globally, women's engagement 

in labour markets typically lags 

behind that of men. In India 

women in the labour force falls 

below 25%. Public health issues 

being of a nation. The economic 

repercussions of preventable 

diseases like malaria and dengue 

the regions where we conduct 

operations.

which channel resources into education, 

environmental conservation, and healthcare 

initiatives.

In navigating an increasingly uncertain 

landscape, we initiated our sustainability 

journey a decade ago under the banner 

of our "good and green" vision. We 

pledged to foster a more employable and 

environmentally conscious world, prioritizing 

the well-being of both people and the planet 

commitment forms the cornerstone of our 

strategic approach.

fundamental levers, each poised to facilitate 

our steadfast dedication to placing people 

As per the World Business Council for 

Sustainable Development (WBCSD) 

Vision 2050 report, income inequality has 

witnessed a dramatic surge since 1980, 

manifesting both between and within 

nations. The report highlights that the 

wealthiest 1% of the global population has 

captured 27% of economic advancements, 

against 12% captured by the poorest 50%. 

Moreover, this elite 1% now commands 

44% of global wealth, whereas the bottom 

50% possesses a mere 2%. Furthermore, 

gender parity remains elusive, with women 

projected to achieve equality with men 

nearly a century from now. Widespread 

discrimination persists across various 

sectors of society, and an alarming estimate 

suggests that over 40 million individuals are 

trapped in modern-day slavery.

Read the IPCC report AR6
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1. We have reported zero fatalities 

across all our operations.

2. Women represent 48% of the 

total workforce.

3. Women represent 23% of senior 

leadership position.

4. Our global HCROI is 4.52.

* Senior leadership comprises of L3 and L4 positions

1. Reduce, Recycle, Replace 

approach to sustainable 

packaging: 40% of our plastic is 

recyclable, with a 22% reduction 

in the packaging intensity from 

2. Completed life-cycle assessments 

(LCAs) of products constituting 

over 60% of our revenue.

3. Innovating for greener products 

portfolio within our core 

imperatives.

1. Partnerships that protect people 

from vector-borne diseases: Our 

Borne Endemic Diseases (EMBED) 

programme, supported by the 

Governments of Madhya Pradesh, 

Uttar Pradesh, and Chhattisgarh, has 

reduced malaria incidence by 54% 

since 2015.

2. Waste and water stewardship: Our 

waste programmes cover 6,34,000 

people with source segregation 

activities, processed 7,278 tonnes of 

waste annually.

3. Championing human rights: We have 

developed and rolled out a human 

rights due diligence tool based 

on the UN Guiding Principles. We 

have assessed 100% of our owned 

operations. 

Our workforce serves as the 

foundation of our company. We 

prioritize investments in our human 

capital and remain committed to 

creating an environment that fosters 

inspiration. Our objectives include 

striving for zero fatalities in all our 

operations, achieving a representation 

of women at 30% in senior leadership 

positions*, and consistently 

optimizing our human capital return 

on investment (HCROI).

In our efforts to fortify our social and 

relationship capital, we are directing 

our attention towards three primary 

areas of focus: health and well-being. 

Our objectives include fostering 

sustainable growth to cultivate a 

more inclusive and equitable world, 

nurturing robust relationships with 

our stakeholders, and making positive 

contributions to the communities 

where we operate.

We remain dedicated to steadily 

diminishing the environmental 

footprint of both our products and 

operations while continually evaluating 

the sustainability of our products from 

a comprehensive lifecycle perspective. 

These insights are integral to our 

product development endeavours, 

ensuring that the goods we create 

planet. Additionally, we are committed 

to achieving Scope 1 and 2 net zero 

emissions by 2035.

Developing a

high-performing and

diverse workforce

Investing in the health 

and well-being of 

communities

Making greener  

products
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Our people serve as the cornerstone of our company. We prioritize investments in our 

human capital and remain dedicated to cultivating an environment that inspires and 

motivates our employees.

Developing a high performance 
and diverse workforce

Investing in the  
well-being of our people
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Our company is committed to 

employee health and wellness, through 

comprehensive caregiving and support 

initiatives. For primary caregivers, we 

offer 6 months (24 weeks) of paid leave, 

return-to-work options post-maternity 

leave, including up to 6 months (24 weeks) 

of unpaid leave if needed, along with 

specialized Employee Assistance Program 

(EAP) support. Secondary caregivers receive 

2 months (8 weeks) of paid leave and EAP 

support. Additionally, we provide elder care 

access to elder care support services. Our 

with coverage for gender reassignment 

surgery, childbirth/IVF, preventive health, 

and care for persons with disabilities (PWD). 

We also offer outpatient department 

(OPD) coverage up to INR 25,000, which 

includes clinic consultations, diagnostics, 

medicines, vaccinations, dental, and vision 

care. Psychiatric consultations are covered 

up to INR 30,000, over and above the OPD 

limit. Moreover, employees have access 

to unlimited tele-consultations available 

through both reimbursement and cashless 

models.

In the realm of health and wellness, where 

the pursuit of well-being is paramount, 

the role of resolute teams cannot be 

overstated. Through innovative programs, 

personalized care, and a holistic approach, 

our team has transcended traditional 

healthcare paradigms in trying to create a 

healthier organization. In today's fast-paced 

world, where stress and anxiety permeate 

every aspect of life, the Health and Wellness 

Team has emerged as a transformative 

force, championing initiatives that prioritize 

mental, physical, and emotional health. 

Their dedication to creating an environment 

of positivity and empowerment has not only 

improved outcomes but has also instilled 

organisation. 

One of the team's key strengths lies in 

their ability to tailor solutions to meet 

the diverse needs of their community. 

From implementing targeted wellness 

programs to offering personalized coaching 

and support, they have demonstrated 

an unparalleled level of adaptability and 

empathy, ensuring that every individual 

feels valued and supported on their journey 

towards optimal health. 

Furthermore, the team's innovative 

approach to wellness has set them apart as 

the integration of cutting-edge technology, 

the implementation of evidence-based 

practices, or the cultivation of partnerships 

with like-minded organizations, they have 

continuously tried to push the boundaries. 

Beyond their professional accomplishments, 

the Health and Wellness Team embodies 

the spirit of collaboration and compassion. 

Their cohesive teamwork, genuine empathy, 

and unwavering dedication to their 

mission have created a culture of trust and 

belonging, fostering deep connections 

and meaningful relationships with those 

they serve. The health, and Wellness 

Team's outstanding contributions through 

their tireless efforts, innovative spirit, and 

unwavering dedication, have not only 

improved the lives of individuals but have 

also set a benchmark in workplace wellness.
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Employee support programmes:

• We have collaborated with Amaha, a 

mental health platform, to establish 

an Employee Assistance Programme 

services.

• Over 100 consultations, 50+ 

awareness materials, and 10+ group 

sessions completed ranging from 

cognitive behaviour therapy, queer 

relationship dynamics, emotive 

responsiveness, and mindfulness.

• Unlimited trust-based sick leaves. 

• We offer psychiatric consultations 

reimbursements up to INR 

30,000, over and above OPD and 

hospitalisation coverage. 

• Our mental health awareness 

sessions in plants for both white-

collar and workmen population has 

received positive feedback.

• We have piloted a study to 

understand the mental health index 

and integrating it into the Health 

Risk Assessment.

• Our Godrej One headquarters houses 

• We have a nutritionist at our 

headquarters that provides support on 

health food habits,meal planning and 

nutrition care programs.

• Every year we organise a Godrej 

group-wide men’s and women’s cricket 

tournament that runs for 2-months. 

People across locations come together 

and we encourage active participation 

• Godrej health and wellness application 

for medicine delivery, booking 

diagnostics, medical consultations, 

and accessing hospital/home care 

assistance.

• Condition management programme 

guidance, or mental health support.

• We also organise periodic health 

sessions.

Workplace stress management Sport and health initiatives

We are developing mental health 

allies and tailored stress management 

modules to provide anytime access to 

resources for all our employees. 

• Our focus on mental wellness is 

evident through comprehensive 

self-care programs, abundant 

resources, and accessible 

counselling services.

• A major mental health literacy 

campaign had 350 participations.

• Mental health session in factory 

locations for both white-collar and 

workmen populations, receiving 

positive feedback.
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• 

including remote work and part-time 

options, enabling our employees to 

maintain a healthy work-life balance.

• We follow core working hours between 

our employees to choose how they 

complete their 42.5 working hours in 

a week. 

Flexible working hours

• We offer childcare / daycare facilities 

manufacturing sites. 

• Children of all our employees and 

workers can avail the facilities. 

Childcare facilities or contributions

• Hybrid working model offering 

remote work for roles that do not 

• Our work from home model offers 

three days a week, with additional 

Working-from-home arrangements

• We have a dedicated space for 

women's rest and breastfeeding at 

our headquarters.

• New mothers can bring a caregiver 

and children under one year old on 

work-related travels.

Breast-feeding/lactation facilities or 

• 

include part-time options. 

• We offer three options – 3 days’ 

work week, 4 days’ work week 

or half the work hours every day. 

Employees can avail any of the 

options as per their convenience. 

Part-time working options

• Coverage for gender reassignment 

surgery, childbirth/IVF, preventive 

health, and care for persons with 

disabilities (PWD).

• Our OPD coverage includes 

clinic consultations, prescribed 

diagnostics, medicines, vaccinations, 

dental, and vision, available through 

reimbursement and cashless models.

• AI-enabled health kiosk for 

preventive and curative health 

checkups.

• Onsite medical centre across all 

Additional Initiatives and Campaigns

• Secondary caregivers receive 8 

weeks of paid leave that can be 

availed within a year from the birth / 

adoption of the child. 

Paid parental leave for the non-primary 

caregiver

• 

leave to care for any member of the 

family. 

• Access to elder care support 

services.

• Robust health insurance plans for 

employees' families, along with top-

up options for enhanced coverage.

• Support extended to the 

dependents of employees, including 

parents, parents-in-laws, partners, 

siblings, and children.

Paid family or Care leave beyond 

parental leave

• 26 weeks of paid leave for primary 

caregivers. A primary caregiver 

may be a birthing parent, a 

commissioning parent (in case of 

surrogacy) or an adoptive parent 

• 

options post-maternity leave, 

including up to 26 weeks of unpaid 

leave if needed.

Paid Parental leave for the primary 

caregiver
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The team realized that made-

to-order health campaigns were 

essential for engaging and 

empowering employees towards 

their health. They designed an 

in-house health risk assessment 

toolkit that provides insights into 

physical and mental well-being, 

as well as future heart health and 

mental resilience. This unique tool 

has positioned Godrej as a market 

leader in evidence-based health 

assessments. The insights from the 

assessments led to the creation of 

targeted campaigns like "Stop the 

Snore," which reached over 200 

employees across 50 locations, with 

risk and comprehensive solutions 

provided to 7 of them. Another 

notable campaign was the "Pride 

Health Month," which focused on 

providing management support to 

the LGBTQ+ community, including 

a health session with one of India's 

comprehensive health checkups with 

expert consultations.

Over the past year, the team has 

been dedicated to enhancing mental 

health literacy and psychoeducation 

within Godrej Industries Limited. The 

mental well-being chapter has been 

proactive with over 100 consultations, 

50+ awareness materials, and 

10+ group sessions ranging from 

cognitive behaviour therapy, queer 

relationship dynamics, emotive 

responsiveness, and mindfulness. A 

major campaign towards increasing 

mental health literacy had 350 

participations. The team has assisted 

individuals in improving their mental 

health by addressing key areas such 

as work-life balance, relationship 

management, self-esteem, self-

compassion, LGBTQIA+ stressors, 

and stress management. A recent 

highlight includes a successful 

mental health session in factory 

locations for both white-collar and 

workmen populations, which received 

positive feedback. Furthermore, 

the team has initiated a pilot study 

to understand the mental health 

index and has integrated it into 

the Health Risk Assessment. To 

integrate personalization in their 

compassionate care, they are 

conducting a comprehensive analysis 

of the mental health index across 

business units to identify strengths 

and areas for improvement in each 

unit. They are also developing mental 

health allies and tailored stress 

management modules to align with 

In response to the COVID-19 

pandemic, the team realized the 

importance of having a go-to 

place where employees could 

order home delivery of medicines, 

book diagnostics, get medical 

consultations, or access hospital or 

home care assistance. Godrej now 

has a health and wellness application 

that provides medicine delivery to 

over 2500 pin codes and offers home 

blood collection and diagnostics at 

clinics. With about one thousand 

downloads and a 4.3 rating, Godrej 

is among the few conglomerates 

in the world to have such a unique 

project. The app's shortest delivery 

time is 20 minutes.

Personalized health campaigns Mental health initiatives Godrej health and wellness 

application

Employee wellness programmes
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The team ensures that every 

person's unique needs and 

preferences are considered through 

guidance, or mental health support. 

This is evident from the condition 

management program that they 

have rolled out, with approximately 

70+ participants, 3500+ parameters 

evaluated, and 100+ consultations 

completed. This personalized 

approach fosters a sense of trust 

and rapport while empowering 

individuals to take ownership of their 

well-being journey.

As an organization with an expansive 

presence both nationally and 

internationally, health checkups for 

all employees should not only be 

easily accessible but uniform, quick, 

was the way to go. This has led 

to the genesis of an AI-enabled 

compact ATM-like kiosk for a health 

check both preventive and curative. 

The vision is to get health screening 

of up to 60+ parameters in less than 

15 minutes, including a cardiac and 

respiratory workup with a remote 

doctor consult at all of their hubs. A 

prototype has already been installed 

at Godrej One, and the vision is to 

install similar kinds at all of their 

units.

The team has led the organisation 

towards a place in the India book 

of records and Asia book of records 

with the maximum number of 

voluntary blood donations in a single 

day by any organization. GILAC is 

now a Arogya healthy workplace 

workplace.

Condition management 

programme

AI-enabled health kiosk Voluntary blood donation drive
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Healthcare challenges in emerging 

economies are a matter of global concern, 

particularly as they disproportionately affect 

women due to intricate socioeconomic 

dynamics that often result in limited access 

to preventive diagnosis and suitable care. 

In alignment with our commitment to 

fostering enduring change, we sought 

to stimulate meaningful dialogue on 

underserved areas of women's health 

and take concrete steps to directly 

support female team members and their 

dependents.

The Art of living workshop

At our headquarters in Mumbai, we have 

established an onsite medical center, 

hospital facilities, a children's daycare 

facility, and a dedicated space for women's 

rest and breastfeeding.

Arogya healthy workplace 
session on call for obesity

Health and wellness  
camp at Baddi
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Women's  
Day-2024

Patient safety Day

Blood donation 2024
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Team bonding 
activities

We have collaborated with Amaha, a mental 

health platform, to establish an Employee 

Assistance Programme aimed at providing 

Through this program, our team members 

have access to personalised plans featuring 

a variety of resources, including self-help 

tools, short daily courses, informative 

articles, engaging activities, and the 

option to consult with trained therapists. 

We have also extended this support 

to the dependents of our employees, 

encompassing parents, partners, siblings, 

and children.

We are actively fostering open dialogue 

health by organising webinars featuring 

senior therapists and leaders. These 

sessions cover a range of topics, including 

self-care strategies, strengthening 

relationships, navigating social media, and 

mental health awareness, among others.
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Occupational health and safety

We remain dedicated to fostering a culture 

centered on safety and health, striving 

to establish an organization free from 

incidents. To uphold this vision, we prioritize 

investments in top-tier safety infrastructure 

and the implementation of industry-leading 

safety systems. Our Occupational Health 

and Safety (OHS) Policy serves as a guiding 

framework, ensuring the maintenance of a 

safe and healthy workplace environment.

This framework encompasses various 

facets, including the establishment of a 

competent OHS organization, fostering a 

culture of safety awareness, conducting 

assessments, implementing robust risk 

mitigation measures, and maintaining 

a focus on continual improvement, 

loss prevention, accident investigation, 

emergency management, health, and 

hygiene, as well as utilising safety 

performance measurement tools.

To gauge the effectiveness and 

comprehensiveness of our OHS 

management system, we have introduced 

an innovative assessment and scoring 

matrix. This tool enables us to evaluate the 

seamless integration of the four pillars into 

our operations.

Furthermore, in our pursuit of ongoing 

improvement, We have established a 

and external audit system. This process 

enables us to identify best practices and 

uncover opportunities for enhancement, 

thereby contributing to the continuous 

improvement of our health and safety 

initiatives.

We believe that people are the key to 

build a strong safety culture and as a 

company we should strive to connect each 

and every employee by using innovative 

ways like hands on trainings, skits and 

safety competitions. We have focused 

on improving safety awareness among 

all employees and contractual workforce. 

We arrange over 300 safety training 

programmes across plants and cover 

over 1,15,000 employees and contractual 

workforce every year.

Target 2027

FY 24 Status

0
Fatality

0
Fatality

LTIFR

50%
reduction from 

LTFIR of 1.01 

and sustaining 

the result

0.45
LTIFR

0 
Dangerous 

Occurrence

0 
Dangerous 

Occurrence

6
Training 

Manhours/

Person/Year

3
Training 

Manhours/

Person/Year

3 
Safety 

Observation 

Nos/Person/

Year

1.3 
Safety 

Observation 

Nos/Person/

Year
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1. People and culture

3. Automation, technology, 

2. Safety infrastructure

4. OHS management 
system  

(based on various health and safety
standards, including ISO 45001)

Our safety and health improvement plan has four pillars:

Employee 

fatalities

Contractor 

fatalities

ZERO

ZERO

We reported zero employee and 
contractor fatalities in the last 4 years 
across our geographies

As per our commitment to close gaps on 

been investing in improving our safety 

infrastructure and systems. Some of key 

projects covered in last two years are 

around – Fall protection system, Electrical 

system upgrades, Machine Guarding & 

LOTO provisions and Fire prevention & 

protection system upgrade. 

Automation and AI is the new way of 

working & we believe it can help us making 

our operation safer. As a company we are 

looking of all such opportunities. Last year 

we have used Drone for inspection of boiler 

stacks health. This has helped us in reducing 

Recordable 

work-related injuries

97
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All our manufacturing sites of are ISO 

health management system (SHMS) which is 

based on recognised standards such as ISO 

45001. In addition to it, company's safety 

and health management system (SHMS) 

covers all the legal requirements pertaining 

to companies operations. SHMS system 

covers all site operations, employees, 

contractors & other stakeholder associated 

with sites' operations.

We have established a system to check 

from audits, inspection (internal & external), 

accident CAPA (Internal & external), legal 

changes. Company also reviews and assess 

SHMS system every 3 years and add best of 

the industrial practices in it.

assessment (HIRA) process based on ISO 

and risk. Employees, contractor and all 

other stakeholder takes part in HIRA 

process. We have a trained team to carry 

out HIRA for all our site operations.

All non-routine activities are controlled 

through a strong work permit system. We 

ensure any new project or any change in 

terms of infrastructure, system or people 

goes through a detailed assessment for 

safety & health risk assessment.

Safety". A detailed action plan to mitigate 

these risk at all sites is prepared and it's 

status is reviewed up to board level. 

We understand and value and power of 

employee participation for improvement in 

safety and health condition. We encourage 

related to work activities. Workers are 

trained for identifying hazards, near miss, 

safety related incident. We also organise 

various safety celebrations throughout the 

year  to increase safety awareness at all 

levels. 

We have several feedback and reporting 

mechanisms such as a mobile base 

reporting app named as I Safe, Safety 

suggestion box, and hazard register. 

Employees and workers can also report 

any hazard through their safety committee 

representative. All sites of our sites have 

safety committee with equal representation 

from workers and contractors. We also 

check effectiveness of hazard reporting 

system and safety committee effectiveness 

through SHMS evaluation system.

Company safety policy gives right to all 

employee, contractor and stake holder 

freedom to take appropriate actions to save 

themself from any hazard arising out of 

company work related activities. Moreover 

health and safety criteria is a part of our  

contractual requirements and also part of 

our sustainable procurement policy. 

All our manufacturing sites have access to 

non-occupational medical and healthcare 

services either on-site or through tie-ups 

with reputed medical entities in close 

are available to respond appropriately to 

medical.

Over the past few years, we have 

incident reporting protocol, transitioning 

from the Indian standard of reportable 

accidents to LTI reporting. In addition to 

leadership focus, we have heightened 

awareness at all organizational levels 

reporting, with reporting all incidents being 

a cardinal rule for us. These efforts have 

greatly enhanced our reporting capabilities.

As a company, we have made substantial 

investments in upgrading our safety 

infrastructure. As a result, we have 

maintained a zero-fatality record for the 

notable 50% reduction in LTIFR cases, and 

we aim to sustain it since FY 2023.

Employees and

contractors

LTIFR (n/million hours worked)

LTIR (n/200,000 hours worked)

0.185 0.716 0.987 0.45

Lost time injury

frequency rate
(Global consolidated data)

Unit FY 20-21 FY 21-22 FY 22-23 FY 23-24
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We are committed to creating a culture
of safety across all our operations

Critical enablers: Diversity, 
equity, and inclusion

We believe that fostering a diverse and 

inclusive workforce is fundamental to 

sustaining and advancing our competitive 

advantage. This approach enables us to 

harness a wider array of perspectives, skills, 

and experiences, thereby enhancing our 

ability to comprehend and cater to the 

diverse needs of our consumers. As a global 

conglomerate with a vision to delight over  

2 billion consumers, becoming inclusive is 

not just in our DNA and the right thing to 

do, but it also makes excellent  

business sense.

We take pride in our status as an equal-

opportunity employer. Merit is our guiding 

principle, and we actively promote 

diversity while upholding the human rights 

of every individual. Our commitment 

to non-discrimination extends across 

various dimensions, including gender, 

sexual orientation, religion, nationality, 

race, disability, age, and other personal 

characteristics. We don not tolerate 

disrespectful or inappropriate behaviour, 

harassment, intimidation, unfair treatment, 

or any form of retaliation.
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cultivate an inclusive workplace. Across all white-collar positions, women hold a 26% 

share. In management positions, women hold a 31% share, while in senior management 

roles, the representation stands at 23%. We aspire to achieve a 30% representation of 

women in senior leadership roles, aligning with our commitment to diversity.

Women and Leadership

48%52%
Women in total 

global workforce

% of total 

workforce

men in total  

global workforce

31%
Women in all 

management 

positions

33% 23% 22% 41%
women in junior 

management 

positions

Women in senior 

management 

positions

Women in revenue-

generating management 

positions 

Women in  

STEM-related 

positions
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DEI Fundamental  

Workshop

In February 2024, we started a DEI 

fundamental workshop. Recognizing 

the importance of leadership buy-in, the 

initiative began with comprehensive DEI 

fundamental workshops for all leaders 

across Sales and Manufacturing functions. 

These workshops served as a springboard 

for broader awareness, equipping leaders 

with the knowledge and skills to champion 

inclusivity within their teams.

Leveraging insights from focus group 

discussions with women in Sales and 

Manufacturing, the workshops explored 

critical topics including privilege, 

unconscious bias, and microaggressions. 

By directly addressing these often-

subtle barriers, the workshops aimed 

to create a more open and supportive 

work environment for all. The content, 

carefully tailored based on the focus group 

discussions, ensured its direct relevance 

to the experiences and concerns of our 

employees. Further enriching the learning 

experience, the workshops incorporated 

case study discussions based on real-

life scenarios. These exercises provided 

participants with practical tools to identify 

and navigate potential biases in everyday 

situations. By equipping leaders, managers 

and employees with a solid foundation in 

DEI principles, we are paving the way for a 

more inclusive and collaborative future for 

our organisation.

sales roles

We believe in nurturing a culture 

Through ongoing dialogues concerning 

the diverse needs of men and women, 

we have recognized the importance of 

accommodating women's needs for time 

off during menstruation. This necessity is 

where the physical demands of outdoor 

work, combined with limited access to 

clean and hygienic washrooms, can lead to 

To provide support to our female team 

members, we are implementing the 

following measures:

• Encouraging women to utilise our 

unlimited sick leave policy whenever 

necessary.

• Facilitating opportunities for women 

sales roles.

• Enhancing existing infrastructure, 

including ensuring the availability 

of clean washrooms at our major 

distributor points

Additionally, our Sales Leadership Team 

has organized sensitization workshops to 

address menstruation-related challenges 

Building the next generation of women in 

leadership in Sales

Organisations like ours have encountered 

underrepresentation of women in roles such 

have actively pursued strategies to address 

this disparity by prioritizing the recruitment 

However, we have encountered persistent 

sustainable talent pool over time.

Aarambh 

initiated in 2022, with a view to increase 

gender representation in our Sales function. 

To achieve a larger goal of 100 Women 

in Sales by 2025, Aarambh is a specially 

crafted program that involves a Trainee 

model of hiring women who are Freshers/

from a non-FMCG sales background and 

sales stint across the country. The 6-month 

trainee period consists of class-room 

training facilitated by various functional 

heads, assigned mentors at mid-managerial 

levels, who support the functional learning 

and frequent HR connects to address 

queries and help Aarambh trainees feel 

integrated into the system. Trainees are 

also supported with frequent connects 

from HRBPs. 25 Sales trainees have been 

hired through this programme, a variation 

of the Aarambh trainee program has been 

launched in the form of an internship 

program to increase scale of hiring from 

this pool.

Sharing the experience of an Aarambh trainee, as quoted by her: 

"Being an Aarambh Trainee at GCPL has been a great opportunity to learn and grow as an 

those sessions when implemented in the market also teaches you a lot of things and the  

challenges you face while implementing those ideas also play an important role in making  

you ready to handle your own HQ."
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An inclusive ecosystem of policies and 

awareness-building

In addition to our existing maternity 

implemented a Caregiver Travel Policy 

designed to support new mothers. This 

policy enables our women employees to 

bring along a caregiver and children up to 

1 year of age for essential work-related 

travel.

To foster a culture of inclusion among 

our senior leaders and managers, we 

recently conducted a workshop titled 

'Winning with Empathy'. This workshop 

tools to address unconscious biases. We 

aimed to raise awareness of unconscious 

biases among team managers, enhance 

the emotional intelligence of our people 

managers, and establish an inclusive 

framework for managerial practices.

We understand the importance of 

cultivating a workplace that is fair and 

inclusive, which involves tackling the issue 

of gender pay disparity head-on.

Our commitment is to ensure that all 

team members receive fair and equal 

compensation, irrespective of their gender. 

To uphold this commitment, we regularly 

conduct gender pay gap analyses across all 

levels of our organisation. These evaluations 

are aimed at pinpointing any discrepancies 

in pay between male and female employees 

that cannot be explained by consistent 

merit-based criteria.

we take proactive measures, including:

• Continuously reviewing our 

compensation policies and practices to 

ensure they are fair and transparent.

• Implementing targeted initiatives, 

such as training programs and career 

development opportunities, to 

support the advancement of female 

employees.

Gender pay analysis

India gender pay parity for FY 23-24 People with disabilities

• Cultivating a culture of diversity 

and inclusion through effective 

communication, education, and 

employee engagement efforts.

By addressing the gender pay gap, we 

not only promote fairness and equality 

within our workforce but also foster an 

environment conducive to innovation 

and long-term success.

We remain steadfast in our 

commitment to intensifying our efforts 

to eliminate the gender pay gap and 

nurture a workplace where every 

employee has equal opportunities for 

growth and success.

Mean gender pay gap Mean bonus gap 

Median gender pay gap Median bonus gap 

(-) 8% (-) 4%

2% 14%

11
PwDs across our 

operations
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Top 5 workforce nationalities

63% of total workforce

64% of all management positions

Indians

14% of total workforce

27% of all management 

positions

Indonesians

7% of total workforce

1% of all management positions

Argentines 

1% of total workforce

1% of all management positions

South Africans

3% of total workforce

2% of all management positions

Our operations Top nationalities

Nigerians

Note: Based on white-collar employees
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program for women in our manufacturing. 

In FY23-24 we hired 11 Women GeT in 

manufacturing units across. Given there 

is usually a shortage of women talent, 

Chain/ Manufacturing background, the 

GeT programme was initiated with the 

objective of hiring women engineering 

graduates from IT and other engineering 

colleges such as Chemical & Electronics 

among other engineering streams to groom 

them into junior-management roles in our 

plant operations. There have been many 

learnings from the programme which will 

help us to make it more effective for the 

young women engineering professionals. 

We also have a differentiated Employee 

Referral Reward for women, LGBTQ and 

Persons with Disabilities (PwD) candidates. 

As part of building lighthouse factory 

operations in the country, we have created 

a framework around building and sustaining 

inclusive factories. Work has commenced 

India, where the commitment is to hire a 

gender-balanced workforce at white-collar, 

blue-collar and contractual levels, along 

with at least 5% of employees coming from 

the PwD & LGBTIQA+ community. This 

philosophy has led to the teams thinking 

about accessibility and inclusive design 

from the civil & design stage to machinery 

procurement, accessible technology, 

talent attraction processes, followed by the 

integration journey. 

the above-mentioned streams, including 

designing a robust capability building 

programme. The machinery at the plants 

will be state-of-the-art high-speed lines 

and our 60-day capability programme will 

ensure seamless integration of our diverse 

workforce into key operational roles in the 

We are also in the process of outlining 

long-term talent building within the 

marginalised communities in the area of 

Mechanical & Digital operations. All the 

above operations, including hiring have 

Nadu is set to be launched towards end 

of 2024. This framework will also form 

across the GCPL's global manufacturing 

operations.

Women in manufacturing Inclusive factories framework

Becoming More Diverse and Inclusive

Our commitment to diversity and inclusion 

is evident in our comprehensive Equal 

Opportunity Policy and Gender-neutral 

Anti-sexual Harassment Policy. These 

policies are designed to protect the 

rights of all team members, including 

those who identify as lesbian, gay, 

bisexual, transgender, queer, and intersex 

such as hospitalisation cover, to domestic 

partners of our employees, allowing 

any team member to designate their 

spouse/domestic partner as a dependent, 

regardless of gender or sexual orientation. 

This inclusive approach also covers same-

sex dependents, individuals with AIDS, 

and those undergoing fertility treatments. 

Moreover, our Adoption Policy is structured 

to support a gender-neutral primary 

caregiver.

We provide support to team members who 

wish to undergo gender transition through 

reimbursements for non-cosmetic surgeries 

and hormone replacement therapy. 

Additionally, we are actively reviewing our 

amenities and infrastructure to better cater 

to the needs of LGBT+ team members. 

As a proactive step, we have established 

two gender-neutral washrooms at our 

headquarters, Godrej One, in Mumbai. 

LGBT+ Inclusion
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At GCPL, Manufacturing and Sales are 

two important focus areas for Diversity 

Equity and Inclusion.  

plant, we've witnessed improvement 

in both white-collar and blue-collar 

diversity. From just 9 females in white-

collar positions in FY21, we've seen an 

increase to 22 in FY24, taking the overall 

white-collar diversity from 12.2% to 20%. 

Similarly, for our blue-collar diversity we 

have moved from 5 female workers in 

FY21 to 45 in FY24. This has elevated our 

blue-collar diversity share from a mere 

1.3% to 8%. Our other manufacturing 

sites, like Conso in Pondicherry, Coil 6 

in Karaikal & MM Nagar in Chennai also 

contractual workforce. 

As a part of Aarambh initiative, we 

have onboarded total 25 saleswomen 

trainee across locations. Both the Sales 

& Manufacturing functions have been 

reporting an increasing trend in gender-

representation over the last two years.

At Godrej, ensuring a safe and inclusive 

workspace for all is a top priority. This 

Harassment Policy and procedures 

across all our locations, with the 

invaluable support of local HR teams 

and legal experts. Our policy is explicitly 

gender-neutral and extends protection 

to individuals of all genders, gender 

identities, and sexual orientations who 

may encounter harassment. To facilitate 

a streamlined complaint process, we 

have introduced an online platform for 

redressal, promoting transparency and 

accountability in addressing grievances. 

Additionally, we conduct mandatory 

training sessions for our Redressal 

Committee members and all Godrej 

team members at regular intervals to 

enhance awareness and comprehension 

of our policies and protocols.

Our updated anti-sexual harassment 

training module emphasizes raising 

awareness about sexual harassment in 

the workplace.

DEI in Manufacturing and Sales Prevention of Sexual Harassment

FY 21-22 

FY 22-23 

FY 23-24

4

5

4

0

2

1

Complaints on  

sexual harassment

Pending resolution at

the end of the year
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Our online platform for redressal and 
POSH case management  
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The 'Godrej Way' serves as the foundation 

of our culture, encompassing our purpose 

and values, guiding our decisions and 

actions. We are committed to continuously 

exploring ways to build a more purposeful 

Godrej for all stakeholders. Our employee 

value proposition is centred around 

creating an inspiring workplace with an 

agile and high-performance culture, aimed 

at attracting, developing, and retaining top 

global talent.

development efforts with the Godrej 

Learning University, uniting various learning 

tracks: fundamental skills, behavioral and 

journeys, mentoring and coaching 

opportunities, and on-the-job learning.

With the aim of strengthening critical 

functional and technical capabilities across 

levels, we have crafted comprehensive, 

high-impact functional programmes for key 

functions across geographies. 

‘Raise The Floor’ created for the 

Marketing function, focuses on sharpening 

foundational marketing skills and is 

complemented by Media 101 sessions 

for a deeper understanding of media 

practices at Godrej. ‘Business Finance 101’ 

is for managers and leaders, as it aims 

performance. Our HR Academy comprises 

a diverse set of programmes that cover all 

HR facets, strives to expand knowledge and 

sharpen core skills for business partnering 

and Center of Excellence roles.  

To consistently shape present and future 

leaders, our tiered, level-differentiated 

capability development framework rooted 

in the GCFs aims to strengthen global 

leadership skills across levels, through 

curated, best-in-class offerings. 

The ‘Leading Self’ programme run across 

clusters, seeks to enhance self-awareness, 

guiding participants on a journey of 

personal growth. With a view to strengthen 

Living the ‘Godrej Way’ Building superior functional capabilities 

Leadership growth through the Godrej Capability Factors (GCFs)

Critical Enablers:  
Talent Development

At GCPL, we prioritize the continuous 

training and development of our 

employees, ensuring they possess the skills 

and knowledge necessary to excel in their 

roles. Our focus is on nurturing value-based, 

high-performing leaders who can effectively 

guide our growth ambitions. We achieve 

this by enhancing leadership effectiveness 

and establishing a future-ready leadership 

pipeline.

capabilities in leading others, our ‘Leading 

Teams for Impact’ programmes focus on 

equipping people managers to drive team 

performance, motivation, engagement and 

development. Additionally, the ‘High Impact 

Conversations’ programmes aim to sharpen 

conversational intelligence in people 

managers, enabling meaningful career, 

development, and coaching dialogues with 

team members.
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We strongly believe that executive 

coaching plays a key role in leadership 

individual development. Over a 6-8 month 

coaching journey with expert coaches, GLF 

and select succession pools systematically 

Leveraging executive coaching for senior 

leaders Capability Factors (GCFs) 

Our beliefs on leadership, careers, and capability development

Talent and Leadership Development Careers and Capability Development

address their goals, emphasising critical 

capabilities for success in current and future 

roles. Our senior leadership consistently 

rates executive coaching as a highly 

meaningful and effective developmental 

tool, creating sustained impact in their 

roles.

Build from within Careers are crafted in partnership and trust, by 

you and the organization

Leaders enable leaders Appropriate learning cycles are important

Bet on solid performance and 

demonstrated potential Tough Love: Bet in potential over experience; 

back with capability development

Feedback is the breakfast of champions Careers are a sum of varied learning experiences

Build to last

Representation matters
Capability development must be purposeful

201



We offer customized development journeys 

for key cohorts at various leadership levels, 

integrating multidisciplinary elements for 

immersive experiences. These journeys 

mentors and coaches, structured forums 

for perspective sharing, facilitator-led 

masterclasses, self-paced learning modules, 

and capstone projects for applying learning 

on-the-job. Our programs are designed 

in collaboration with internal and external 

Leadership development across levels

stakeholders, incorporating best practices 

from other organizations and addressing 

common developmental themes within 

Godrej. The development tracks consist 

of both cohort-based learning, where 

participants engage collectively, and 

needs of participants.

Our Accel and Insignia  
training programmes
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Propel, a 12-month leadership 

development journey, targets mid-

level managers. Initially launched in 

India with 21 participants, it will soon 

be rolled out across all our global 

locations. 

initiative is to enable participants 

to drive value across all Godrej 

Capability Factors, which are 

integral to our leadership capability 

framework. This comprehensive 

developmental journey includes 

masterclasses, mentorship from our 

leadership team, and immersive 

learning experiences through active 

involvement in strategic projects.

37% promoted to next level 

3%

Accel, a 12-month developmental 

opportunity, is tailored for senior 

leaders within Godrej Industries. 

This program seeks to deepen their 

understanding of the capabilities 

needed for progression to the next 

leadership level and equip them with 

the skills to drive change through 

capstone projects. 

comprehensive program comprising 

masterclasses, personalized coaching 

by external mentors, mentorship 

from internal leaders, and hands-

on implementation of change 

projects through capstone projects. 

Additionally, Accel facilitates the 

establishment of strong networks 

throughout the organization.

40% role change/ promoted to 

executive-level roles 

1%

Insignia is a 12-18 month learning 

journey tailored for management 

trainees recruited from esteemed 

business schools.  

By offering structured business 

inductions and cross-functional 

learning opportunities, this program 

simultaneously fosters the early 

development of critical capabilities 

and boosts participant engagement.

Improved engagement and retention 

of critical talent in the organisation

1%

Mid-level managers Senior leadership Management trainees

% of FTEs participating in the program
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We prioritise investing in our employees through tailored Learning and Development 

(L&D) programs. On average, each employee dedicates 22 hours to training and 

upskilling initiatives. We allocate an average of 39,758 per employee for training in skill 

enhancement, health and safety protocols, prevention of sexual harassment, and other 

human rights issues.

Employee Training by Gender and Management Level 

Level Women Men Total 

L1 4.6 2.5 7.1

L2 10 10 20

L3 13 15 28

L4 18 15 23

Level Women Men Total 

L1 875 450 1,325

L2 9436 12,297 21,733

L3 28,833 33,585 62,418

L4 23,613 49,946 73,559

Average hours per FTE of training and development

Average amount spent per FTE on training and development (In INR)

We at GCPL integrate a range of training 

programs to ensure comprehensive skill 

development and adherence to critical 

aspects such as health, safety, and human 

rights. Our focus lies in enhancing skilling 

and leadership capabilities through active 

programs, leveraging 360-degree feedback 

for holistic leadership development. We 

provide our employees access to digital 

learning platforms that offer a vast array of 

global learning resources. Our coaching and 

mentorship initiatives are instrumental in 

nurturing talent and fostering professional 

growth.
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Trainings covering 

% of women

Additionally, our new managers undergo regular Enterprise Risk Management training 

to effectively navigate complex risk scenarios. We continuously update our cybersecurity 

training to proactively address evolving threats. Our teams work closely together, 

engaging in cross-training to enhance decision-making abilities and functional expertise. 

Through online platforms like the 'Godrej Sales Academy' and specialized programs such 

as Aarambh for women, we actively promote continuous learning, skill enhancement, and 

leadership development throughout the organization.

Trainings covering 

% of men

Workers 89%

Non-management level (L1) 100%

Non-management level (L1) 100%

Workers 93%

Management level (L3 and L2) 100%

Management level (L3 and L2) 100%

Executive level (L4) 100%

Executive level (L4) 100%
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At the Company, we deeply value the 

contributions of our employees and are 

dedicated to maximizing their potential to 

propel our growth and success. To assess 

the effectiveness of our investments in 

human capital, we measure our Human 

Capital Return on Investment (HCROI), a 

pivotal metric that provides insights into 

to total employee costs.

HCROI

generate greater value from our workforce. 

By consistently monitoring and analysing 

our HCROI, we gain valuable insights into 

capital strategies, and make informed, 

data-driven decisions to enhance the value 

derived from our workforce. This approach 

enables us to optimize our investments 

in talent development, recruitment, and 

retention, ensuring that we continue to 

cultivate a skilled, engaged, and diverse 

workforce that propels our company 

forward.

Total revenue

Total employee- related 

expenses 

Total operating expenses

Global HCROI (a-(b-c))/c

Total Employees 

110,286,200,000

11,233,400,000

78,523,000,000

3.827

10,000

FY 20-21

122,765,000,000

11,041,400,000

90,340,000,000

3.937

9,488

FY 21-22

133,159,700,000

11,114,800,000

97,912,900,000

4.171

8,580

FY 22-23

140,961,100,000

12,493,400,000

96,895,300,000

4.527

8,670

FY 23-24
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Our senior leadership team actively 

engages with employees through various 

platforms, including town halls and one-

on-one conversations. To maintain a real-

time understanding of our company's 

pulse and take immediate action, we 

have transitioned from static, point-

in-time conversations and surveys to a 

culture of continuous listening.

We leverage Amber, a chatbot, to 

connect with team members across 

different geographic locations, reaching 

out to all of our global employees. 

Through this platform, we capture 

intervals based on their tenure with 

the company. The feedback obtained 

through Amber enables us to promptly 

address individual concerns and 

implement organisational-level changes 

based on emerging themes.

We know that our employees are our 

greatest asset. We strive to create an 

environment where our team members 

We regularly ask our employees about 

their likelihood to recommend us as a 

great place to work, their intent to stay 

with us, and their perception of the 

fairness of our performance evaluation 

process. Our goal is to ensure that our 

their roles.

Engaging meaningfully

A clear sense of purpose is crucial 

for employees to feel motivated and 

committed. We regularly gauge our 

employees’ excitement towards our 

strategic narrative and their trust in the 

decisions made by our senior leaders. We 

also ask them about the clarity of their 

goals and their contribution to business 

outcomes. 

We are committed to fostering a happy and 

inclusive work environment. We regularly 

check in with our employees to ensure 

that we recognise and reward those who 

contribute to our success. We also ask our 

employees about their perception of our 

work environment’s inclusivity and respect 

for diversity, and the extent to which they 

see the Godrej values lived out in everyday 

work and behaviours. 

impact our employees’ well-being 

and productivity. We regularly ask our 

employees about the level of trust across 

the organisation, the collaboration between 

different work groups, and the clarity of 

processes and systems for contributing 

towards improvement ideas. We aim to 

identify and address sources of stress in our 

workplace, ensuring that our employees 

can perform at their best in a safe and 

supportive environment.
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Trend of employee wellbeing

Employee turnover rate

Employee 

engagement 

Total employee 

turnover rate

% of employees  

with top level 

of engagement, 

satisfaction, 

well-being, or 

employee net 

promoter score 

(eNPS)

% of employees 

who responded 

to the survey

100

Voluntary employee 

turnover rate

Data Coverage (as % 

of all FTEs globally)

Data 

coverage 

Unit

86

FY 20-21

17.1

9.1

100

FY 19-20

86

FY 21-22

11.5

4.9

FY 20-21

85

FY 22-23

23

15

FY 21-22

86

FY 23-24

85

Target for 

FY 23-24

26

15.8

FY 22-23

22

14.7

FY 23-24

Godrej Consumer Products consistently surpasses industry benchmarks in employee 

well-being. As we utilise engagement data to gain insights and plan actions, our goal is to 

maintain high engagement scores year after year.
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Workplace by Facebook serves as our 

internal social media and engagement 

platform, facilitating global connectivity 

with our teams. In the past year, we 

achieved a 56% active user rate and 12.6% 

participation and interaction among our 

workforce.

Learning and sharing at the 
Godrej Leadership Forum

Our annual leadership conclave, the Godrej 

Leadership Forum (GLF), is where senior 

leaders from across our Group companies 

come together for two days of collective 

learning. GLF 2024 delved into the theme 

'The Seen, The Unseen,' sparking two 

days of profound sharing and strategic 

visioning, with thought leaders including 

Dr. Raghuram Rajan - Former RBI Governor 

and Professor at the University of Chicago, 

Sandeep Bakhshi - Managing Director and 

CEO of ICICI Bank Limited, Sunil Bharti 

Mittal - Chairman of Bharti Enterprises, and 

many more.

A Glimpse at GLF 2024
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Senior Godrej leaders convene for our 
annual GCPL Leadership Meet

The GCPL Leadership Meet brings together 

Godrej leaders from our business locations 

across the globe for a day of learning 

and sharing. Our leadership spent time 

setting in place ambitions for the next. 

The event also included a special session 

dedicated to enabling our leaders to 

explore their respective leadership styles, 

while continuing to stay committed to our 

operating philosophy.

Our GCPL Leadership meet
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We highly value our employees' ability 

to express their concerns, opinions, and 

suggestions. Facilitating open dialogue 

between employees and management 

is key to fostering a more engaged, 

empowered, and productive workforce. 

As part of this commitment, over 90% 

with recognized employee associations or 

collective bargaining groups. Our steadfast 

dedication to upholding an open and 

inclusive work environment ensures that 

every employee has a platform to voice 

their perspectives and actively contribute to 

shaping company policies and practices.

Freedom of association

Through continuous engagement with 

employee representatives, we address 

a wide range of workplace concerns, 

including working conditions, health and 

safety measures, and opportunities for 

professional growth. This collaborative 

our workplace policies and practices, 

ensuring they remain relevant, fair, and 

supportive of our employees' evolving 

needs and aspirations.

Our goal is to establish a workplace where 

every employee feels valued, heard, and 

empowered to perform at their best. 

By fostering strong relationships with 

employee associations, we effectively 

address the diverse needs of our workforce, 

fostering a thriving workplace culture 

that generates long-term value for all 

stakeholders.
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On another front, we are dedicated to 

cultivating an engaging and inclusive 

employer brand on business school 

campuses. Building upon insights from 

previous years, we revitalized Godrej LOUD 

(Live Out Ur Dream), our engagement 

platform, into an immersive experience 

that incorporates various engagement 

opportunities.

Innovative recruitment approach

This initiative attracted 62 students from 10 

prestigious business schools across India to 

participate in a curated program featuring 

leadership discussions and business 

immersions. From this group, we selected 

23 students, with two-thirds of them being 

women. Through meaningful conversations, 

we encouraged these young individuals to 

and potential to drive positive change in 

our world. Our belief is rooted in the notion 

that purpose-driven, determined young 

individuals can evolve into future leaders at 

Godrej.

Engaging with business school 
students at Godrej LOUD
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To attract and integrate talent from diverse 

academic and professional backgrounds, 

we introduced Programme NEO in FY23. 

This initiative welcomed applications from 

seasoned professionals who had graduated 

from prestigious universities and sought 

Ensuring employee growth, development, 

and success requires regular performance 

evaluations and feedback. To support our 

employees in excelling in their roles, we 

have established a robust performance 

review system. All eligible employees 

undergo annual performance reviews, 

aiming to offer constructive feedback, 

year, and pinpoint opportunities for 

personal and professional growth.

Hiring for potential: Programme NEO

Recognising and celebrating high performance

Total number of new 

employee hires

406

35.2

34,553

Percentage of open  

candidates (internal hires)

Average hiring cost ( )

261

7.8

1,11,000

FY 20-21

462

5.4

1,66,965

FY 21-22 FY 23-24

481

11.9

56,772

FY 22-23

were evaluated based on their potential 

and alignment with our values, leading 

to the recruitment and onboarding of 10 

individuals across departments such as 

Sales and Marketing, Supply Chain, IT, and 

HR.

These performance evaluations facilitate 

meaningful discussions between employees 

and their managers regarding past 

achievements, areas for enhancement, and 

future aspirations.

Over the past year, we have 

concentrated on providing a diverse 

array of upskilling and training 

opportunities to equip individuals with 

the necessary skills for the roles they 

were hired for.

For mid-management and higher levels, we 

enhance the performance review process 

with a 360-degree feedback system. This 

comprehensive approach collects feedback 

from an employee's peers, subordinates, 

managers, and sometimes clients, 

providing a well-rounded assessment of 

an individual's performance, leadership 

abilities, and interpersonal skills.
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Performance and career development reviews of employees:

Executive level  

(L4)

100 100 100 100

100

100

100

100

0

0

100

100

100

100

100

100

Management level 

(L3)

Management level 

(L2)

Non-management level 

(L1)

Management 

appraisals by 

objectives (%)

Management 

level 

360-degree 

feedback 

(%)

Team-based 

performance 

appraisal (%)

Agile conversations 

(>bi-annual reviews/

conversations) (%)

These awards are dedicated to recognizing 

individuals whose behaviors align with our 

core values—Trust, Be Bold, Show Respect, 

Own It, Be Humble, and Create Delight. 

Held quarterly in India, the Godrej Way 

Awards honor outstanding contributors 

who exemplify our values in their actions.

The Godrej way awards

Organized across the entire Godrej 

Group, these awards celebrate 

exceptional performers within our 

organization. Winners were honored 

at a special event held at our Mumbai 

headquarters, acknowledging their 

remarkable contributions.

Ranked among the Best Companies to 

Work for: 

Our commitment to fostering a high-

trust, high-performance culture has 

earned us recognition our efforts towards 

promoting diversity and inclusion were 

acknowledged when we were named one 

of the Best Organizations for Women in 

2023 by the Economic Times.

The Godrej awards 2024

Superstar awards

Recognised as the most prestigious 

awards at GCPL in India, the Superstar 

Awards commend the excellence of team 

members across all business functions, 

highlighting their exceptional performance 

and contributions.

We are committed to reducing the 

environmental footprint of our products 

and operations while evaluating their 

sustainability throughout their lifecycle. 

Insights gathered from this assessment 

inform our product development 

process, enabling us to create 

environmentally friendly products that 

Initiatives for sustainability
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Recognising talent and performance 

at the Godrej Awards

Ranked among the Best Companies 

to Work for: We are recognised 

as one of Great Place to Work® 

Institute (Indonesia) 2024
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Upholding human 
rights in the workplace

GCPL is committed to upholding human 

rights as an integral part of our vision for 

a more equitable, inclusive, and greener 

world. Our deep respect for human rights 

is embedded in our corporate values, 

driving our obligations to our employees, 

our suppliers, customers, consumers and 

new business acquisitions and business 

partners  including agents, clients and local 

communities where we operate.

We actively address human rights risks 

within our operations and supply chain, 

focusing on preventing labour rights 

violations such as child labour, forced 

labour and unsafe working conditions. We 

ensure to go beyond compliance and build 

accountability by adhering to international 

standards like the United Nations Guiding 

Principles on Business and Human Rights. 

Embed human 
rights in company culture 

Set-up and provide support for grievance mechanism

Policy commitment to respect and uphold human rights

Employees and workers (white collar, blue collar), contractors and contract workers, suppliers, customers, new  
business acquisitions, and business partners including agents, clients and local communities where we operate

Assess  
and identify for 
potential and 
actual human 
rights impacts

Build  
action plan 

for the issues 

Periodic 
tracking on 

progress on the 
action plan
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Regular 
review and 

communication  
of our human 
rights efforts 

Our human rights framework
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Human rights policy 

To translate our commitment into action, 

we have established a robust Human Rights 

policy. It is aligned with the International 

Labour Organization’s Declaration on 

Fundamental Principles and Rights at 

Work, and our commitment extends to 

upholding the Human Rights Principles of 

the United Nations Global Compact and 

implementing the Voluntary Principles on 

Security and Human Rights. We adhere to 

all applicable human rights laws wherever 

we operate. However, where those laws 

and international human rights standards 

vary, we follow the higher standard. Where 

they differ, we adhere to the law of the land 

while seeking ways to respect international 

human rights to the greatest extent 

possible.

We value diversity, equality of opportunity 

and fair treatment. We respect every 

individual’s human rights and do not 

discriminate on the basis of race, colour, 

caste, class, gender, sexual orientation, 

gender identity, religion, political opinion, 

nationality, ethnicity, social origin and 

status, indigenous status, disability, age 

or any other personal characteristic or 

status. We do not tolerate disrespectful 

or inappropriate behaviour, harassment, 

intimidation or unfair treatment, or 

retaliation of any kind by our employees 

or those of our suppliers and business 

partners. We offer safeguards to our 

employees, suppliers, customers, 

consumers, new business acquisitions, and 

business partners including agents, clients, 

and local communities and maintain them 

with respect for their privacy and dignity. 

We recognise the importance of land rights 

and are committed to the principle of free, 

prior and informed consent, and support 

its implementation by relevant national 

authorities within their legal frameworks. 

Further, we respect the culture and 

heritage of the local communities where we 

operate, including socially and economically 

vulnerable groups, and work towards 

developing constructive relationships with 

them. 

We have also mainstreamed human rights 

into 4 other policies and procedures across 

our operations worldwide. It makes human 

rights a core requirement in our policies like 

Sustainable Procurement Policy, Anti-Sexual 

Harassment Policy, Safety and Health Policy 

and our Codes of Conduct. 

Through these measures, we demonstrate 

an unwavering commitment to promote 

and safeguard human rights across all 

facets of our operations. 

We prohibit the employment of individuals 

under the age of 18 years. We forbid the 

use of all forms of force in the workplace. 

Further we prohibit child, adolescent, 

bonded or compulsory labour, including 

compensate employees in relation to 

the industry and local labour markets, 

and comply with relevant wage, work 

prevailing industry standards. We do not 

discriminate between men and women 

and pay equal remuneration for same work 

or work of similar nature. We respect our 

employees’ right to freedom of association 

and collective bargaining and ensure 

that they can choose do so without fear 

of reprisal, intimidation or harassment. 

We are committed to establishing 

constructive dialogue with employee 

labour representatives and bargaining with 

them in good faith. We are dedicated to 

maintaining a safe, hygienic and healthy 

workplace that complies with applicable 

health and safety laws, and minimizes 

the possibility of accidents, injury and 

exposure to health risks. We engage with 

employees to continually improve health 

and safety practices, including identifying 

and remediating health and safety hazards 

and issues.

Foundation
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01 02 03 04 05

06 07 08 09 10

Child  

labour 

Working hours,  

wages and leaves

Forced  

labour 

Fair treatment and  

equal remuneration 

Freedom of 

Association and 

collective bargaining

Reporting  

and feedback

Discrimination

Community  

impact 

Health and  

Safety 

Worker  

welfare 

Our 10 salient human rights issues

1. Assess and identify for potential and actual human rights impacts

We assess and identify for actual and 

potential human rights impacts by regularly 

organising systematic human rights risk 

assessments. Our robust assessment deep 

dives into our operations and mirror the 

reality on ground. Working closely with our 

Human rights due diligence 

human rights issues in our operations. 

These are the most important human rights 

at risk of negative impacts in our business 

operations and activities. 
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assessed close to 20,000 employees, 

workers, contract workers and community 

members across 36 manufacturing plants 

in 9 countries which covers 100% of our 

owned operations. We also assessed 

suppliers covering 76% of our procurement 

spends for human rights impacts. The 

assessments covered our own employees, 

third-party and contract employees, 

women, children, migrant workers, and 

local communities. 

We have evaluated our own operations and supply chain in terms of human rights. 

Contractors, labourers, full-time employees, and Tier I suppliers are all included in this.  

This assessment does not cover joint ventures.

The assessment helps us to develop 

effective action plans that will contribute 

positively to people and communities 

across our operations. These assessments 

are key in improving our due diligence 

procedures. 

Our human rights assessment between FY 2022 – FY 2024

76%

14%

100%

25%

100%

Full-time employees, workers and contract workforce Contractors and Tier I Suppliers  

(as a % of contractors or Tier I Suppliers)  

A.

% of total 

assessed in last 

three years

A.

% of total 

assessed in last 

three years

B. 

% of total assessed 

(column A) where 

risks have been 

B. 

% of total 

assessed (column 

A) where risks 

have been 

C.  

% of risk (column 

B) with mitigation 

actions taken

C.  

% of risk (column 

B) with mitigation 

actions taken

Own Operations and supply chain 

100%
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Salient issue

Child labour is work by a child or adolescent 

below 18 years of age that is harmful to their 

physical and mental health and deprives them 

of education. We play an important role to 

address this especially in emerging markets 

and communities we operate where poverty is 

rampant. 

Forced labour is work coerced under threat and 

for which the person has not agreed voluntarily. 

It can be due to vulnerability, abuse, deception, 

retention of identity documents, withholding 

wages, debt bondage, harmful living condition 

or excessive overtime that impacts health and 

well-being.

Non-discrimination is foundational to our Godrej 

works with and for us feels safe and speaks up 

against any discrimination they face

We have added a ‘no-child’ clause in all our 

agreements with contractors. Moreover, we are 

further making our monitoring process robust to 

ensure there are no child labourers employed in 

operations across our value chain. 

We are creating awareness in our workforce and 

getting declarations signed by them in their local 

languages to ensure there is no form of forced 

labour. 

We are standardising maternity cover across all 

regions.   

Child labour 

Forced labour 

Discrimination

Relevance Our action

Our action plan

2. Building action plans 

We have developed action plans for our 10 

salient issues. These plans are customised 

for each region based on their assessment 

scores and they lay out our strategy to 

address, and strengthen our response 

actions our teams and supply chain needs 

to take on ground. The plan takes into 

consideration the best-in-class standards 

and international laws of human rights.  
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Salient issue

A founding principle of the International Labour 

Organisation (ILO), all our employees and workers 

have the right to voluntarily establish unions 

and/or join one of their choice. These unions or 

collective bargaining agreements can engage 

in transparent negotiations about working 

conditions, pay, terms of employment and 

regulate relations between employees, workers 

and our organisation. 

Safe and healthy working environment is crucial 

to protect rights of workers. We follow the 

best global standards and guidelines for safety 

that leads to high-morale and trust among our 

employees and workers.

ILO recommends limited hours of work and 

adequate rest periods for workers. This ensure 

high productivity while safeguarding workers' 

physical and mental health. They are also 

important instruments for addressing issues as 

job creation and promoting equality between 

men and women.

All our employees and workers are evaluated 

on basis of merit only. Everyone is provided 

equitable pay with equal job roles and delivering 

equal work value. 

We are raising awareness in our contractors 

and workers that no disciplinary action will 

be taken against them for participating in 

collective bargaining or unions. Employees and 

workers are free to engage through them in 

case of any challenges that are not addressed 

by the company. Internally we are documenting 

worker concerns. 

We have a robust Health & Safety policy and 

strong SOPs to ensure highest adherence to 

health and safety, and a governance mechanism 

to ensure any incidents are duly investigated 

and resolved for the future. We ensure periodic 

review of safety procedures and the Central 

Safety Committee and committees at plants 

review monthly data for occupational health and 

safety. We are now upgrading our infrastructure 

to accommodate people with disabilities.  

Across our operations we are installing a 

biometric system that records real time data of 

each worker ensuring everyone works adequately 

and are given periodic rest, leaves and fair wages. 

We are in the process of implementing end-

contract compensation to cover all third-party 

contract workers. 

Freedom of 
Association 
and collective 
bargaining

Health and 
Safety

Working hours, 
wages and 
leaves

Fair treatment 
and equal 
remuneration

Relevance Our action
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Salient issue

for anyone entering our workplace premises. 

We are committed to ensuring that requisite 

systems are in place and security teams conduct 

is in line with our commitment to Human Rights. 

This commitment covers all areas in and around 

our business operations and covers all contract 

workforce, suppliers and vendors working in our 

company premises.

Reporting is an essential element of the Human 

the United Nations High Commissioner for

Human Rights (OHCHR). Through a redressal 

mechanism we will ensure transparency, 

accountability, and empathy towards affected 

parties.

Effective social security systems guarantee 

income security and health protection, thereby 

contributing to the prevention and reduction of 

poverty and inequality, and the promotion of 

social inclusion and human dignity. Social security 

helps to maintain a stable workforce that can 

adapt to changes. More importantly, it reinforces 

social cohesion and therefore contributes to 

building social peace, inclusive societies and a fair 

globalization by ensuring decent living conditions 

for all. 

We are in the process to create a manual and SOP 

as per international standards to train our security 

teams on Human Rights. 

We are committed to instituting a Human Rights 

Grievance Redressal mechanism. We commit to 

exercising this Grievance Redressal mechanism 

express concern about a human rights problem, 

engage with duty bearers, advocate positive 

change, and propose recommendations for 

corrective action in accordance with the OHCHR 

standards.

We are committed to the well-being of all 

employees and workers by upholding worker 

welfare schemes and policies across all our 

operations. 

We are also planning to setup designated area 

personnel to run it.

Community 
impact 

Reporting 
and feedback

Worker welfare 

Relevance Our action

We have appointed Human Rights champions across all our business clusters to take the 

charge of implementing the action plan in their region. Our cluster champions along with 

HR teams are implementing the action plan phase-wise. 
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4. Regular review and communication of our human rights efforts 

Across our operations, human rights 

considerations are seamlessly integrated, 

from oversight by the Board to 

implementation by operational teams, with 

diligent monitoring conducted by audit 

teams and steadfast support provided by 

HR at all levels.

We have established a dedicated Board-

level committee focused on ESG, with 

human rights as a pivotal area of discussion. 

This committee convenes bi-annually 

to assess ESG risks, devise mitigation 

strategies, identify emerging focus areas, 

and monitor progress on the action plan. 

Our Internal Audit team oversees 

compliance with local laws and will provide 

oversight on our Human Rights action 

plan implementation . They conduct 

regular reviews of operations across all 

geographical locations to uphold the 

highest standards of adherence.

Looking ahead, we are determined to 

address key human rights commitments 

with the support of our stakeholders. In the 

• Develop action plans for all sites and 

suppliers to achieve our human rights 

objectives

• Report progress against the 

assessment and actions plans that 

have been rolled out  

3. Periodic tracking and progress on action plan 

In line with our commitment to human 

rights, we are actively strengthening 

systems and processes. This includes 

improving our labour contracts for our 

contract workers, improving our physical 

infrastructure for people with disabilities 

and creating awareness on human rights 

among others.  We are also revising 

supplier contracts to include human 

rights clauses, and are collaborating with 

suppliers to implement corrective actions 

and capacity-building initiatives where 

necessary. We have organised a number of 

ESG awareness trainings for our suppliers in 

FY2023-24 which included training sessions 

on human rights. 

To track and progress on our human rights 

action plan, we have established a cross-

functional working committee comprising 

representatives from departments and 

clusters. This committee is entrusted with 

implementing human rights mitigation plans 

across our operations.

As of March 2024, all 14% of our 

manufacturing sites where we need to 

strengthen our human rights actions 

have successfully integrated our human 

rights action plan. We are committed to 

expanding our plan, ensuring that all our 

facilities adhere to the highest standards 

of human rights and equitable labour 

practices.

Zero tolerance 

for discrimination 

Zero tolerance 

for forced labour, with an 

emphasis on not withholding 

workers’ ID papers, no 

recruitment fees, and ensuring 

no workers are indebted or 

coerced to work in any manner.

224



We started Project EMBED (Elimination of 

Mosquito Borne Endemic Diseases) in 2015 

in Madhya Pradesh in collaboration with 

the Ministry of Health and Family Welfare's 

National Centre for Vector-borne Diseases 

Control (erstwhile NCVBDC), with a focus 

on malaria elimination, aligning with the 

Government of India's mission to eradicate 

malaria by 2030. Over the past six years, 

we expanded our initiative to include Uttar 

Pradesh, Chhattisgarh and Maharashtra. 

Collaborating with the state governments 

of Madhya Pradesh, Uttar Pradesh, 

Chhattisgarh, and Maharashtra as well as 

with our NGO partners, we conducted 

intensive behaviour change programmes in 

regions with high annual parasite indexes, 

We operated in each location for three 

years, raising awareness among households 

and vulnerable and marginalised groups.

elimination initiative extended to ten 

districts: Balaghat, Sheopur, and Shivpuri in 

Madhya Pradesh; Badaun, Bareilly, Mirzapur, 

and Sonbhadra in Uttar Pradesh; Bastar 

and Kondagaon in Chhattisgarh; Gadchiroli 

in Maharashtra. Recognitions from the 

state governments of Madhya Pradesh 

and Uttar Pradesh underscored our role in 

aiding Madhya Pradesh's transition from a 

Category 3 to a Category 1 state in malaria 

elimination and assisting Uttar Pradesh in 

advancing from Category 2 to Category 1.

initiated interventions targeting dengue 

and chikungunya prevention in urban areas 

of Uttar Pradesh, Madhya Pradesh and 

the urban intervention to Maharashtra. Our 

urban dengue and chikungunya project, 

spanning eleven cities, aims to heighten 

awareness among urban poor communities 

about mosquito-borne diseases and 

educate them on protecting their families 

and neighbourhoods. This project currently 

operates in Bhopal, Gwalior, Indore, and 

Jabalpur in Madhya Pradesh; Lucknow, 

Kanpur, Agra, and Meerut in Uttar Pradesh; 

Raipur in Chhattisgarh; and Palghar and 

Thane in Maharashtra with the objective of 

reducing dengue and chikungunya cases 

and associated mortality.

CSR initiatives
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Interventions under this project 

include:
Our third project under EMBED focuses 

on providing technical support to the 

Government of India and Government of 

Uttar Pradesh in developing an integrated 

vector management protocol and 

facilitating its implementation in endemic 

states. 

This project aims to: 

• Develop Integrated Vector 

Management (IVM) protocols for short-

term and long-term interventions.

• Conduct information, education, and 

communication activities targeting 

at-risk communities using an IVM 

approach for vector-borne disease 

control.

• Strengthen existing health systems 

and providers through capacity 

treatment, and referral, along with 

providing technical support.

• Foster sustainable partnerships among 

multisectoral stakeholders to adopt a 

collaborative approach.

• Enhance the capacity of the state and 

district for outbreak investigation and 

management.

• Home visits to provide education and 

raise awareness about diseases and 

prevention.

• Community campaigns for widespread 

awareness.

• Digital outreach through SMS, 

WhatsApp, interactive voice response, 

and community radio.

• Mobilization and training of community 

volunteers to act as health advocates.

• Training of public healthcare providers 

in managing neglected tropical 

diseases like dengue and chikungunya.

• Engagement with private healthcare 

practitioners.

• Collaboration with local public health 

authorities, educational institutions, 

resident welfare associations, and 

professional associations.

A third-party impact assessment of the 

rural malaria intervention was conducted 

covered four districts of Madhya 

Pradesh—Shivpuri, Sheopur, Alirajpur, 

and Jhabua—1.5 years after the project's 

completion and exit from December 2021 

to February 2022. The study revealed 

high community awareness about malaria 

symptoms (98%) and frequent testing 

(70%) among respondents with fever, 

leading to timely treatment and faster 

recovery. Additionally, 92% of participating 

households actively maintain cleanliness 

to prevent mosquito breeding. The Social 

Return on Investment (SROI) value for the 

overall program is 12.57, indicating that 

for every Rupee invested, the program 

generates a value of 12.57.

Protecting communities 
and spreading 
awareness around 
vector-borne diseases 
through Project EMBED 
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Outreach Impact

• 

initiatives extended to 17,46,922 households 

across 11,000 villages in 11 districts spanning 

Madhya Pradesh, Uttar Pradesh, Chhattisgarh 

and Maharashtra. 

• In our rural malaria initiatives, we achieved 

80% reduction in cases across 11 districts. 

Additionally, we observed a 45% increase 

in testing , with 5,225 villages out of 11,000 

2023-24.

• Our urban dengue program engaged 

with 3,88,366 households in more than 

2,000 urban settlements across 11 cities 

in Uttar Pradesh, Madhya Pradesh, and 

Chhattisgarh.

• Through the successful execution of all three 

projects, we reached out to over 28.4 million 

• Fever testing saw a notable 71% increase, 

accompanied by a 65% reduction in dengue cases in 

year 2023-24. This success is largely attributed to our 

effective community integration and collaboration 

among various municipal departments. Moreover, 

we collaborated with NCVBDC to host a 'Technical 

Symposium on Dengue' in New Delhi, chaired by the 

ASMD- National Health Mission, Ministry of Health 

and Family Welfare on March 18, 2023. The primary 

aim was to develop a strategic plan and roadmap for 

dengue control in India, with inputs from endemic 

is being implemented by the states and serves as a 

foundational framework for GoI and endemic states 

in managing and controlling dengue, chikungunya, 

and Zika-related diseases.

• 

safeguard 30   million people against vector-borne 

diseases.

• A total of 3,452 Accredited Social Health 

Activist (ASHA) workers received training in 

vector-borne disease prevention and control 

methods.

• A Collaboration with the National Centre for 

Vector-Borne Diseases Control (NCVBDC) 

and GoUP, we conducted 20 outbreak 

surveillance visits to manage dengue and 

Zika outbreaks.

• 137 participants underwent training on 

entomological surveillance, clinical management 

of malaria, and outbreak investigation across 

29 States and and Union Territories.
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Transforming solid waste and 
plastic management

As a global FMCG player and responsible 

corporate, we commit to reducing waste 

across all our plants, processes, products, 

years, we have achieved zero waste to 

Beyond managing our manufacturing 

waste, we recognize our responsibility to 

work with communities to manage waste. 

We collect 100% of the plastic waste we 

generate each year, as per Indian EPR 

laws, and collaborate with civic agencies, 

social enterprises, and citizens’ groups to 

promote material reuse and recycling.

We invest in helping communities around 

and address their waste-related issues 

using circular economy principles. Since 

FY 2020-21, we have partnered with the 

Puducherry Municipal Corporation on a 

community waste management project, 

reaching over 200,000 people. We digitally 

track waste management processes, raise 

awareness on door-to-door collection and 

source segregation, and have diverted over 

clean-up drives and door to door collection. 

We established a sanitation park processing 

4 TPD of waste and provided medical 

camps for 1,104 waste workers. Our 

detailed project plan for sustainable waste 

from the Government of Puducherry.

Our three-year project with Malanpur 

Nagar Parishad covers all 15 wards, aiming 

on operational costs by the third year. As of 

FY 2023-24, we diverted 1,329MT of waste 

Our integrated decentralized solid waste 

management system in the Palashbari 

Municipal Board, Kamrup district, 

Assam, covers all 10 municipal wards and 

surrounding commercial zones. The project 

aims to break even on operational costs. Till 

FY 2023-24, it diverted 2,214MT of waste 

In Kasauli, Solan district, Himachal 

Pradesh, we launched a municipal waste 

management project to tackle the 

increasing garbage issues impacting the 

area's natural beauty. In FY 2022-23, 

we conducted a baseline assessment in 

surrounding Panchayats. In FY23-24 we 

organized cleaning drives, established 

waste-themed art installations, and 

engaged school children to raise awareness, 

diverting 652 kgs of waste.

In Goa, we partnered with the Goa State 

Pollution Control Board and Goa Waste 

Management Corporation on a three-

year waste management project with 

Bicholim and Sattari Municipal Councils. 

Implemented by the Mineral Foundation 

of Goa and Sampurn(E)arth, this project 

serves approximately 2.9 lakh people. In FY 

2023-24, we diverted 1,449 MT of waste 

Overall, we diverted 7,278 MT of waste 

transform waste management systems in 

through collaborative partnership.
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Investing in watershed management 
to help restore ecological balance 

Our integrated watershed development 

project is dedicated to restoring the 

ecological balance in the drought-prone 

district of Siddipet in Telangana. To address 

the water scarcity issue, we've joined 

forces with NABARD and a local NGO to 

rejuvenate the land, replenish groundwater 

levels, facilitate essential irrigation, 

prolong cropping cycles, enhance both the 

quality and quantity of produce, improve 

livelihoods, and promote sustainable 

agricultural practices.

Integrated watershed 
management

We have successfully treated 2,950 hectares 

of land, covering the total project area. 

To date, we've distributed over 8.5 lakh 

saplings for direct planting and seed 

dibbling. Additionally, the project has 

established 39 pandals and installed 25 drip 

irrigation systems on farmers' lands, with 

farmers. We have also trained over 100 

farmers in alternative agricultural practices. 

Through this project we will sequester 

30,000 metric tons of CO2 per year and 

enhancing the entire community's capacity 

in water management and sustainable 

agriculture .
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