
a

0



1



Headline Results for Q4FY24

(Quarter ending March 31, 2024)
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In the letter below, we will address the key questions that we think investors might have.
Please refer to Annexure A for the key financial and operating metrics data.

Q1. Can you summarise the key outcomes on growth and profitability in Q4FY24?

Akshant: GOV growth across our B2C businesses (food delivery, quick commerce and going-out)
accelerated to 51% YoY (5% QoQ) to INR 13,536 crore.

- Food delivery GOV grew 28% YoY (-0.6% QoQ)
- Quick commerce GOV grew 97% YoY (14% QoQ), and
- Going-out GOV grew 207% YoY (25% QoQ)

Our B2B business Hyperpure’s revenue grew 99% YoY (11% QoQ).

Consolidated Adjusted Revenue growth accelerated to 61% YoY (6% QoQ) to INR 3,873 crore.

On the profitability front, consolidated Adjusted EBITDA was INR 194 crore and improved by INR 369 crore
as compared to the same quarter last year. Quick commerce business turned Adjusted EBITDA profitable
in the month of March and Hyperpure losses also reducedmeaningfully.

Q2. Let's start with quick commerce. Now that the breakevenmilestone is
behind us, how should we think about growth vs profitability from hereon?

Albinder: One of the key vectors for growth for us right now is store expansion. In Q4FY24, we added 75 net
new stores taking our total store count to 526. For comparison, this is more than the number of stores we
added in the three preceding quarters cumulatively. Including this cost of expansion, we turned Adjusted
EBITDA positive in themonth of March 2024. In the current quarter (Q1FY25), we expect to add another 100
stores. At this point, we are aiming to get to 1,000 stores by the end of FY25🤞.

With this aggressive store expansion planned (almost 2x store count in 12 months), the overall Adjusted
EBITDA in our business is likely to hover around zero for the next few quarters. In steady state, we expect a
4-5% Adjusted EBITDAmargin (as a% of GOV).

Q3. Are these new stores coming-up largely in the top cities? Any particular
region/ city where the expansion is more focused?

Albinder:While we have a presence in 26 cities, the
focus from an expansion standpoint is the top eight
cities in India. Of the new stores that we opened in
Q4FY24, 80% are in these top eight cities.

We are significantly underpenetrated in the top cities.
Our second largest city (by GOV) Bengaluru is less than
30% of Delhi NCR’s GOV (our largest market), with a
similar gap in store count. The job for us over the next
few quarters is to get Bengaluru and other large cities
like Mumbai and Hyderabad to the penetration of Delhi
NCR, both in terms of store footprint and GOV. This
alone will lead to ~4x increase in our GOV.

While the other cities catch-up, even Delhi NCR itself is
growing at 7% QoQ driven by addition of new stores and growth in demand from existing stores. In addition
to scaling up the existing store network and use cases, we will be adding more use cases so that the Blinkit
platform is evenmore useful in the everyday lives of our customers.
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Expansion beyond the top eight cities is more experimental in nature to test the depth of the market and
so far most of our stores in these smaller cities are doing well. We plan to continue opening more stores in
a measured way in the smaller cities.

Q4.What is themantra to success across somany cities and demographics?

Albinder: In our case, we obsess about making our service reliable. Our investments (intellectual and
financial) in the business are over-indexed to making our service more andmore reliable. Reliability means
a) availability of products at all times and b) quick and predictable delivery times.

In the month of March 2024, our average delivery time was 12.5 minutes. Besides delivering quickly, ~75%
of our orders were delivered within twominutes of the promised time we showed to our customers and our
accuracy on fulfilling items to customers was 99%+. This meant our service was fast, reliable and stood up
to the promise wemade to our customers. High quality of service results in higher customer willingness to
pay us a delivery fee thereby leading to better economics. Almost 100% of our orders in March 2024 had a
non-zero delivery fee with an average delivery fee per order of INR 20 (not including orders from new
customers where we offer a one time free delivery).

We believe that a business built on the back of great service quality is much tougher (and hencemore
defensible) than just offering lower prices (usually through unsustainable subsidies). We plan to stick to
making our service evenmore reliable and loved for our customers. And just like today, we will strive to
maintain an edge over competition for the quality and innovation that we stand for.

Q5. Deepinder, in less than two years since the acquisition, Blinkit has become a
larger shareholder value driver than the food delivery business. Isn’t that
incredible?

Deepinder:We are just grateful that the bet that we took on Blinkit worked out just fine and we are not at a
point where Akshant and I are getting fired for an expensive acquisition gone wrong. We are also grateful
to our Board, for believing in the distant bet we were taking at that time, and helping us bring it all together
quickly over the last few quarters.

Honestly, we really could not have imagined the current state of all four of our businesses – food delivery,
Blinkit, Going-out and Hyperpure. I think the team has executed phenomenally well over the last couple of
years, and continues to stay (more or less) focused with their ears to the ground.

While we are happy to be where we are today but also equally scared. It feels like we have lost the right to
screw up, or makemistakes. Our journey in the last two years has, in so many ways, increased the
expectations our stakeholders have from us and we will try our best to live up to them.

Q6. Sowhere to, from here? Any new businesses you are excited about?

Deepinder: I don’t think we have the time and bandwidth to be excited about, or think of any new business
at the moment. Our plates are so full with the four businesses that we have that we look at any other
opportunity with the lens of “can we somehow avoid doing this”, rather than “wow, this looks exciting”.

We have only always started a business to protect/ grow something that we already have, with a singular
goal – survive. Even when we acquired Blinkit, we outlined that one of the key reasons to acquire the
business was to defend the food delivery business, because a well entrenched quick commerce player
could pose an easy threat to the food delivery business in the long term.

I believe the key to building an organisation which lasts is to not aim for size (and let it be a by-product), but
to aim for survival. As Simon Sinek said in his book “The Infinite Game” – all you should strive for is to stay in
the game, and you have to stay in the game for long enough to win. But then, the game is never really over.
Only the players keep changing.
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Our internal name for our organisation (Zomato + Blinkit + Hyperpure + Going-out) is called Eternal. But,
Eternal can never be the state of an organisation, because, the moment you think that an organisation is
going to last forever, that’s the day it starts dying. Ironically, the only way to ensure that an organisation
lives forever, is to forever remain in the paranoia that we will/must die.

Q7. Food delivery GOV growth continues to be strong at 28% YoY despite the
softness in the overall restaurant industry. What is driving that?

Deepinder: I think customers value the convenience and predictability layer Zomato has built on top of the
services offered by restaurants, which is why the growth of Zomato is a tad bit higher than that of the
restaurant industry. We believe that we can continue to grow faster than the overall restaurant industry
(and therefore power a significant part of the growth of the restaurant industry) if we continue to innovate
using our customer-first principles, while creating value for all our other stakeholders – our restaurant
partners, and our delivery partners.

Q8. What are the components of this 28% YoY GOV growth? Howmuch of it is
driven by AOV increase, MTC increase and frequency increase?

Rakesh: GOV growth is a function of AOV growth and Order growth. Order growth is in-turn a function of
transacting customer growth and order frequency growth.

In Q4FY24, the 28% YoY GOV growth was driven by 5% YoY AOV growth and 23% YoY Order growth. And the
23% YoY Order growth was a result of 14% YoY growth in averagemonthly transacting customers and 7%
YoY growth in averagemonthly order frequency.

Q9. Can you share a similar break-up of the components driving themargin
increase over the last year?

Rakesh: Adjusted EBITDAmargin has improved by 2.1 percentage points over the past four quarters. The
key drivers of this improvement were (a) higher average order value, (b) improvement in take rate and ad
monetization, (c) introduction of platform fee and (d) cost e�ciencies. Together, these factors more than
compensated for the lower customer delivery fee on account of the free delivery benefit on Gold orders.

Q10. We understand that there is a proposal to create a new ESOP pool. Can you
sharemore details about that?

Akshant: Yes, subject to shareholders’ approval, we are proposing to create an additional ESOP pool of 2%
of our outstanding share capital on a fully diluted basis.

ESOPs are important to help build a culture of long-term thinking and innovation and create a ‘founder
mindset’ amongst senior employees, which ultimately drives the right outcomes for long-term shareholder
value creation. Also, in people-dependent businesses like ours, where great execution and constant
innovation are the only determinants of survival, ESOPs are a great way to drive the high-performance
culture that we thrive on.

We will continue to follow our earlier format of ESOPs with face value as the strike price; vesting will be
linked to time and performance conditions (details of which will follow in the postal ballot notice for
shareholders’ approval). This new ESOP pool should be su�cient for us for at least the next five years.

We look forward to getting support from our shareholders here.
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Q11. The ESOP charges in the P&L increased in Q4FY24 - what led to that and
how should we think of these charges going forward?

Akshant: The total ESOP charge for Q4FY24 was INR 161 crore as compared to INR 122 crore for Q3FY24.
We expect the ESOP charge to increase further in FY25 on account of grant of ESOPs to the Blinkit
leadership team and senior employees.

At an overall level, our total employee expense (including cash expense and non-cash ESOP charge) as a%
of Adjusted Revenue has reduced from 29% in FY22 to 12% in FY24, and despite the expected increase in
both the ESOP charge and the cash employee expense, we expect this ratio to continue trending
downwards in FY25 and beyond.

Also, just to be clear, the creation of the new ESOP pool mentioned above by itself will not lead to any
increase in ESOP charge. ESOP charge is a non-cash expense and is booked only when the ESOPs are
granted to employees.

Q12. Any ESG updates?

Deepinder: Firstly, our progress on the ESG front last year resulted in our ESG rating improving from
‘medium risk’ to ‘low risk’ by one of the leading global agencies – Sustainalytics. We are proud to share that
we now have the best ESG rating amongst major global food delivery companies across the world. We hope
to continue to improve this rating with progress on our ambitious Net Zero goal to achieve net zero
emissions across our food delivery value chain by 2033.

Secondly, the ‘first-responder training program’ that we launched last quarter is seeing an enthusiastic
response from the delivery partners on our platform. In just threemonths since launch, we have trained
20,000+ delivery partners across multiple cities who are now capable of performing first-aid and CPR in
case of any on-road casualties. Delivery partners are voluntarily registering for this training program as
they understand the importance of timely first-aid which canmake all the difference in saving a life.

Finally, we have been building a proprietary network of 650+ on-ground weather stations (largest private
infrastructure of this kind in the country in our view) that provides precise and real-time data on key
weather parameters such as temperature, wind speed, rainfall, etc. This network was created by us to help
us make the right business decisions and serve our customers better. We have come to realise that this
data holds significant potential in unlocking weather use cases for enterprise and research institutes and
boost the productivity of our economy. As a Zomato Giveback, we havemade this data freely accessible to
anyone who wishes to leverage it, through an API available on weatherunion.com.

Q13. Anything else youwould like to add?

Deepinder: That’s it for now.

��
THE END
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Annexure A - Quarterly disclosures

Please note that from Q4FY24 onwards, we have changed the definition of Adjusted Revenue to include the entire
amount of platform fee paid by the customer in the food delivery business. Until Q3FY24, Adjusted Revenue included
only the net platform fee (platform fee received from customer less platform funded subsidies offered to the
customer), as required under Indian accounting standard Ind AS 115. Accordingly, Q2FY24 and Q3FY24 Adjusted
Revenue numbers have also been updated to reflect this change (there was no platform fee prior to Q2FY24).

Notes:
1) Adjusted Revenue shown above does not include inter-segment revenue.
2) There could be some totalling anomalies in the numbers displayed above due to the impact of rounding off.
3) Quick commerce data used for Adjusted Revenue YoY% change computation includes Blinkit data from 10-Aug-22 onwards

(transaction closing date).

Note:
1) Quick commerce data used for YoY% change (B2C business) computation includes Blinkit data from 10-Aug-22 onwards

(transaction closing date).
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Note:
1) GOV per day, per store is calculated as a simple average of total GOV transacted per day divided by total number of stores

operational for the day, for that period.
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Note:
1) Treasury income is as per actual cash received (and not on accrual basis). Hence, there will be quarterly variation in the

quantum.
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Annexure B - Adjusted Revenue and Adjusted EBITDA reconciliation

The following table reconciles revenue from operations and stated loss for the period (as per Ind AS) with
Adjusted Revenue and Adjusted EBITDA, respectively.

Note: There could be some totalling anomalies in the numbers displayed above due to the impact of rounding off.
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Annexure C - Glossary for terms used in reference to the business
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Annexure D - Statement of consolidated profit and loss account
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Annexure E - Statement of consolidated balance sheet
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Annexure F - Statement of consolidated cash flows
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Use of non-GAAP financial measures

To supplement our financial information presented in accordance with IND AS, we consider certain
financial measures that are not prepared in accordance with IND AS, including Adjusted Revenue and
Adjusted EBITDA. We use these financial measures in conjunction with IND AS measures as part of our
overall assessment of our performance to evaluate the effectiveness of our business strategies and to
communicate with our board of directors concerning our business and financial performance. We believe
these non-GAAP financial measures provide useful information to investors about our business and
financial performance, enhance their overall understanding of our past performance and future prospects,
and allow for greater transparency with respect to metrics used by our management in their financial and
operational decision making. We are presenting these non-GAAP financial measures to assist our
investors and because we believe that these non-GAAP financial measures provide an additional tool for
investors to use in comparing results of operations of our business over multiple periods. Information
given also includes information related to material subsidiaries.

Non-GAAPmeasures used by us are defined below:

● Adjusted Revenue = Consolidated revenue from operations as per financials (+) actual customer
delivery charges in the food delivery business (net of any discounts, including free delivery
discounts on account of Zomato Gold program) (+) platform fee paid in the food delivery business
(that is not already included in reported revenue from operations)

● Adjusted EBITDA = Consolidated EBITDA (+) share-based payment expense (-) rental paid for the
period pertaining to ‘Ind AS 116 leases’

● EBITDA = Profit/loss as per financials excluding (i) tax expense (ii) other income (iii) depreciation
and amortization expense (iv) finance cost and (v) exceptional items

These metrics have certain limitations and hence should be considered in addition to, not as substitutes
for, or in isolation from, measures prepared in accordance with IND AS.

Forward looking statements

This document contains certain statements that are or may be forward-looking statements. These
statements include descriptions regarding the intent, belief or current expectations of the senior
management of Zomato Limited (“Company”) subject to board approval, wherever applicable with respect
to the results of operations and financial condition of the Company. These statements can be recognised
by the use of words such as “expects,” “plans,” “will,” “estimates,” “projects,” “marks,” “believe” or other words
of similar meaning. Forward-looking statements generally are not statements of historical fact, including,
without limitation statements made about our strategy, estimates of revenue growth, future EBITDA and
future financial or operating performance. Such forward-looking statements are not guarantees of future
performance and involve risks and uncertainties which are difficult to predict and are outside of the control
of the Company, and actual results may differ from those in such forward-looking statements as a result of
various factors and assumptions which the Company believes to be reasonable in light of its operating
experience in recent years. The risks and uncertainties relating to these statements include, but not
limited to, risks and uncertainties, regarding fluctuations in earnings, our ability to manage growth and
competition, among others. The Company does not undertake any obligation to revise or update any
forward-looking statement that may bemade from time to time by or on behalf of the Company.

Any investment in securities issued by the Company will also involve certain risks. There may be additional
material risks that are currently not considered to be material or of which the Company, its directors, any
placement agent, their respective advisers or representatives are unaware. Against the background of
these risks, uncertainties and other factors, viewers of this document are cautioned not to place undue
reliance on these forward-looking statements. The Company, its directors, any placement agent, their
respective advisers or representatives assume no responsibility to update forward-looking statements or
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to adapt them to future events or developments. Accordingly, any reliance you place on such
forward-looking statements will be at your sole risk.

The information contained in this document has not been independently verified. The information in this
document is in summary form and does not purport to be complete. No representation, warranty,
guarantee or undertaking, express or implied, is or will be made as to, and no reliance should be placed on
the accuracy, completeness, correctness or fairness of the information, estimates, projections and
opinions contained in this document. Potential investors must make their own assessment of the
relevance, accuracy and adequacy of the information contained in this document and must make such
independent investigations as they may consider necessary or appropriate for such purposes. Such
information and opinions are in all events not current after the date of this document.

Further, past performance of the Company is not necessarily indicative of its future results. Any opinions
expressed in this document or the contents of this document are subject to change without notice. This
document should not be construed as legal, tax, investment or other advice. Neither the Company or its
directors, nor any placement agent or their respective advisers or representatives shall have any
responsibility or liability whatsoever (for negligence or otherwise) for any loss howsoever arising from this
document or its contents or otherwise arising in connection therewith. The information set out herein
may be subject to updating, completion, revision, verification and amendment and such information may
changematerially. Neither the Company, its directors, any placement agent, nor any of their respective
advisers or representatives is under any obligation to update or keep current the information contained
herein. This document does not constitute or form part of and should not be construed as, directly or
indirectly, any advertisement, offer or invitation or inducement to sell or issue, or any solicitation of any
offer to purchase or subscribe for, any securities of the Company by any person whether by way of private
placement or to the public, in any jurisdiction, nor shall it or any part of it or the fact of its distribution form
the basis of, or be relied on in connection with, any investment decision or any contract or commitment
therefor. Investing in securities involves certain risks and potential investors should note that the value of
the securities may go down or up. Accordingly, potential investors should obtain andmust conduct their
own investigation and analysis of the relevant information carefully before investing.
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