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Disclaimer

By attending the presentation or by reading the presentation slides you agree to be bound as follows:

This Presentation is prepared by FSN E-Commerce Ventures Limited (“Company”) and is for information purposes only without regards to specific objectives, financial situations or needs of any
particular person and is not and nothing in it shall be construed as an invitation, offer, solicitation, recommendation or advertisement in respect of the purchase or sale of any securities of the
Company or any affiliates in any jurisdiction or as an inducement to enter into investment activity and no part of it shall form the basis of or be relied upon in connection with any contract or
commitment or investment decision whatsoever. This Presentation does not take into account, nor does it provide any tax, legal or investment advice or opinion regarding the specific investment
objectives or financial situation of any person. This Presentation and its contents are confidential and proprietary to the Company and/or its affiliates and no part of it or its subject matter be used,
reproduced, copied, distributed, shared, or disseminated, directly or indirectly, to any other person or published in whole or in part for any purpose, in any manner whatsoever.

The information contained in this Presentation is a general background information of the Company. We don’t assume responsibility to publicly amend, modify or revise any information contained in
this Presentation on the basis of any subsequent development, information or events, or otherwise. This Presentation should not be considered as a recommendation to any investor to subscribe to
any security. This Presentation includes certain statements that are, or may be deemed to be, “forward-looking statements” and relate to the Company and its financial position, business strategy,
events and courses of action. Forward-looking statements and financial projections are based on the opinions and estimates of management at the date the statements are made and are subject to a
variety of risks and uncertainties and other factors that could cause actual events or results to differ materially from those anticipated in the forward-looking statements and financial projections.
Forward-looking statements and financial projections include, among other things, statements about: our expectations regarding our expenses, sales and operations; our future customer
concentration; our anticipated cash needs, our estimates regarding our capital requirements, our need for additional financing; our ability to anticipate the future needs of our customers; our plans for
future products and enhancements of existing products; our future growth strategy and growth rate; our future intellectual property; and our anticipated trends and challenges in the markets in which
we operate. Forward-looking statements are not guarantees of future performance including those relating to general business plans and strategy, future outlook and growth prospects, and future
developments in its businesses and its competitive and regulatory environment. No representation, warranty or undertaking, express or implied, is made or assurance given that such statements,
views, projections or forecasts in the Presentation, if any, are correct or that any objectives specified herein will be achieved.

We, or any of our affiliates, shareholders, directors, employees, or advisors, as such, make no representations or warranties, express or implied, as to, and do not accept any responsibility or liability
with respect to, the fairness, accuracy, completeness or correctness of any information or opinions contained herein and accept no liability whatsoever for any loss, howsoever, arising from any use or
reliance on this Presentation or its contents or otherwise arising in connection therewith. The information contained herein is subject to change without any obligation to notify any person of such
revisions or change and past performance is not indicative of future results.

It is clarified that this Presentation is not intended to be a document or advertisement offering for subscription or sale of any securities or inviting offers or invitations to offer or solicitation to offer from
the public (including any section thereof) or any class of investors. This document has not been and will not be reviewed or approved by a regulatory authority in India or by any stock exchange in
India. No rights or obligations of any nature are created or shall be deemed to be created by the contents of this Presentation.
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Operational Performance Highlights

Consolidated GMV grew 26% sequentially (“QoQ”) and 49% Year on Year (“YoY”) to ¥ 20,435 million in Q3 FY22;
and grew 83% year to date FY?22

Beauty and Personal Care (BPC) GMV grew 29% QoQ and 32% YoY to X 15,333 million in Q3 FY22;
and grew 58% year to date FY22

Fashion GMV grew 17% QoQ and 137% YoY to % 5,102 million, contributing 25% to consolidated GMV in
Q3 FY22; and grew 236% year to date FY22

Average Monthly Unique Visitors in BPC vertical grew 4% QoQ and 39% YoY to 22.0 million, and in Fashion
vertical grew 1% QoQ and 120% YoY to 16.4 million in Q3 FY22

Annual Unique Transacting Customers in BPC vertical grew 9% QoQ and 44% YoY to 7.9 million, and in
Fashion vertical grew 23% QoQ and 278% YoY to 1.6 million in Q3 FY22

Consolidated Revenue from Operations grew 24% QoQ and 36% YoY to X 10,984 million in Q3 FY22; and
grew 65% year to date FY22

Note: Consolidated Revenue from Operations growth may not be comparable to the Consolidated GMV growth as revenue for Fashion business is WMA— 5
accounted majorly as Income from Marketplace Services (commission)



Consolidated GMV

Total GMV (in ¥ million)

83%
YoY
51,360
40,460
26,849
16,501
FY2019 FY2020 FY2021 OM FY2022

239%

YoY growth
80%
66% 65% 63% 49%
_23/ 20,435
13,741 14,696
12,410
9,971
4,338
Q1FY21 Q2FY21 Q3FY21 Q4FY21 Q1FY22 Q2FY22 Q3FY22

GMV grew 26% QoQ and 49% YoY in Q3 FY22, supported by strong operational metrics
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Key BPC Business Highlights

Nykaa hosted its biggest annual flagship sale event- the Pink Friday Sale from 24t - 30" November

in Q3 FY22, featuring the widest curation of 100% authentic products and irresistible offers on 1500+

brands - from international bestsellers to homegrown staples - on app, web and in retail stores

— To announce the Pink Friday sale Nykaa launched a marketing campaign across multiple digital
and social channels featuring its brand ambassador Janhvi Kapoor, inviting viewers to get excited
for the biggest haul of the year

. . . A’WSAggf.v ,A ?
— During the sale, Nykaa enabled interesting formats to engage consumer- such as Watch & Buy BN d”
livestreams (live commerce)- an interactive, entertaining gamified shopping format as part of %E’%
which special deals were unveiled, valid exclusively during the livestreaming session | doln Doty Siai
— The Biggest Beauty Steal event, hosted by Dolly Singh, was a hit with app users as they | kzo Rovsiber |
discovered and explored the world of beauty real time while watching entertaining content on
app

Nykaa launched campaign Tum Hi Ho Nykaa, a brand film celebrating women who scripted their own
life stories through a montage of six stories of everyday women, reiterating out Nykaa's promise of
being a true supporter of self-expression, broadcasted across TV, OTT and social platforms

In Q3 FY22, Nykaa Cosmetics launched a new format of quick drying nail enamel called Nykaa Insta
Dry that dries instantly within a minute. Introduced 100% Natural Hair Oils to increase market share
in the Hair category and further penetrated our skincare offering with the 20% Vitamin C serum, the
holy grail skincare ingredient




Key BPC Business Highlights (contd.)

Nykaa.com introduced multiple international brands Sol de Janeiro, Elemis, 111Skin, Nudestix, bringing the best of
global beauty to India - across premium and luxe categories

With the return of customers into physical retail, Nykaa has accelerated store expansion this quarter, with 12 new physical
retail stores across the country including stores in Tier 2/3 cities such as Jodhpur, Rajkot, Trivandrum. Our total operational
physical store count was 96 as of December 31, 2021 in 45 cities

NYKAA ON TREND [ &

Nykaa continues to ensure access and timely delivery for customers across the length and breadth of the country. It expanded
warehouse storage space by 1.35 lakh square feet during Q3 FY22




Beauty and Personal Care | Visits and Monthly Average Unique Visitors

Visits (in million) 43%
@ &

220
378 171 201 194 214
. . . . l l

FY2019 FY2020 FY2021 9M FY2022
QIFY21  Q2FY21  Q3FY21  Q4FY21  QIFY22  Q2FY22

Monthly Average Unique Visitors (in million)

67%
21

21
19
16 17
12 14 13
9 -2 8
] ]
FY2019 FY2020 FY2021 9M FY2022 Q1FY21 Q2FY21 Q3FY21 Q4FY21 Q1FY22 Q2FY22

Monthly Average Unique Visitors grew 4% QoQ and 39% YoY in Q3 FY22

232

Q3FY22

22

Q3FY22
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Beauty and Personal Care | Orders and AOV

. 69%
Orders (in million)
19.7

17.0 17.1
11.0 11.6
5.8 5.4
4.0
- m H B
[

FY2019 FY2020 FY2021 9M FY2022 QlFY21 Q2FY21 Q3FY21 Q4FY21
AOV (3)
1963 2,092 2,158
) 1,976
1,763
1,433 1,448 I

FY2019 FY2020 FY2021 Q1FY21 Q2FY21 Q3FY21 Q4FY21

5.9

Q1FY22

1,837

Q1FY22

Order volume grew 25% QoQ and 31% YoY in Q3 FY22 with sustained AOV

6.1

Q2FY22

1,913

Q2FY22

7.6

Q3FY22

1,966

Q3FY22
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Beauty and Personal Care | Annual Unique Transacting Customers and GMV

Annual Unique Transactlng Customers (in million)
44%

YoY
7.9

I 7.2 I

FY2019 FY2020 FY2021 9M FY2022 O1FY21 02FY21 03FY21 04FY21 O1FY22 02FY22 O3FY22
GMV (in ¥ million)

58% 178%

YoY

38,040 YoY growth

33,804

24,981

51% 51% 57%
15,333
_28%/85 . 11,587 9,723 10,848 11,859 QoMo
H m N
.

24,081

FY2019 FY2020 FY2021 9M FY2022 Q1FY21 Q2FY21 Q3FY21 Q4FY21 Q1FY22 Q2FY22 Q3FY22

GMV grew 29% QoQ and 32% YoY in Q3 FY22 supported by growth in transacting customers
Year to date FY22 growth at 58% due to base effect for H1 FY21 /V mﬁ'



Key Fashion Business Highlights

FASHION
X

In Q3 FY22, Nykaa Fashion launched its first TV campaign For Nakhrewalis, By Nakhrewalis,
() ALAYA F

starring its first brand ambassador Alaya F, portrayed the quintessential Nykaa Fashion shopper who
seeks choice and curation when it comes to fashion and loves to express her mood with her style

Nykaa Fashion launched popular Scandinavian brand- NA-KD in India. NA-KD is one of Europe's top
20 fastest growing companies and a leading fashion brand that also focuses on functionality and

offers timeless wardrobe staples

Nykaa Fashion collaborated with designer Nikhil Thampi for its owned brand RSVP, to launch a
distinct party collection for 2021, offering an exciting range of designer clothing at attractive pricing to
consumers

Also launched Masaba for Nykd, an elevated sleepwear collection created in collaboration with
designer Masaba Gupta. This comfortable yet fashionable sleepwear collection was very well
received especially as consumers continue to spend more time indoors




Fashion | Visits and Monthly Average Unique Visitors

Visits (in million)
YoY

328
356%
YoY
172
95 98
56 77
38 29
0 10
FY2019 FY2020 FY2021 9M FY2022 Q1FY21 Q2FY21 Q3FY21 Q4FY21 Q1FY22
Monthly Average Unique Visitors (in million)
260%
YoY
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249%
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7
6
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0
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Monthly Average Unique Visitors grew 1% QoQ and 120% YoY in Q3 FY22
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Q2FY22
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Q3FY22
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Fashion | Orders and AOV

Orders (in million)

0.4

FY2019

AOV (%)

655

FY2019

“liiiilb’ .

2.4
15
1.1
FY2020 FY2021 9M FY2022
2,739
1,604
FY2020 FY2021

Order Volume grew 5% QoQ and 90% YoY in Q3 FY22, with an uptick in AOV

156%
YoY

0.6
0.2
Q1FY21 Q2FY21
2,343 2207
Q1FY21 Q2FY21

0.7

Q3FY21

2,905

Q3FY21

0.8

Q4FY21
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Q4FY21

1.2

Q1FY22

3,170

Q1FY22

1.3

Q2FY22
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Fashion | Annual Unique Transacting Customers and GMV

Annual Unique Transacting Customers (in million)

278%
YoY

1.6
1.6
445% 13
YoY 1.0
0.6 0.6
0.4
01 0.4 02 0.2
0.003
FY2019 FY2020 FY2021 9M FY2022 QlFY21 Q2FY21 Q3FY21 Q4FY21 Q1lFY22 Q2FY22 Q3FY22
GMV (in ¥ million)
236% YoY growth
YoY 795% 9
13,320
349% 276%

256% 232% 215%

YoY

6,656 117% 137%

5,102
4,370 !
3,969 3,848 y
2,686 AT%%
1,868 1385 2,154
282 430
FY2019 FY2020 FY2021 9M FY2022 Q1lFY21 Q2FY21 Q3FY21 Q4FY21 QlFY22 Q2FY22 Q3FY22

GMV grew 17% QoQ and 137% YoY in Q3 FY22 supported by growth in transacting customers /VmA’ 15



Key Operational Metrics

Quarter ended Nine Month Ended

Dec-21 Dec-21 Yoy
Jun-20 Sep-20 Dec-20 Mar-21 Jun-21 Sep-21 Dec-21 YoY Seq. Dec-20 Dec-21 Growth
growth growth
Number of Visits
Beauty and Personal Care Million 93 171 201 194 214 220 232 16% 6% 465 667 43%
Fashion Million 10 29 56 77 98 115 115 105% 0% 95 328 245%
Monthly Average Unique Visitors
Beauty and Personal Care Million 8 13 16! 17 19 21 22 39% 4% 12 21 67%
Fashion Million 2 4 7 10 13 16 16 120% 1% 4 15 260%
Orders
Beauty and Personal Care Million 1.9 4.0 5.8 5.4 5.9 6.1 7.6 31% 25% 11.6 19.7 69%
Fashion Million 0.2 0.6 0.7 0.8 1.2 1.3 1.4 90% 5% 1.5 3.9 156%
Average Order Value (AOV)
Beauty and Personal Care g 2,092 2,158 1,976 1,763 1,837 1,913 1,966 0% 3% 2,056 1,911 -7%
Fashion 4 2,343 2,207 2,905 3,064 3,170 3,257 3,590 24% 10% 2,557 3,348 31%
Annual Unique Transacting Customers
Beauty and Personal Care Million 4.8 5.1 5.5 5.6 6.7 7.2 7.9 44% 9% 5.5 7.9 44%
Fashion Million 0.2 0.2 0.4 0.6 1.0 1.3 1.6 278% 23% 0.4 1.6 278%
Gross Merchandise Value (GMV)
Beauty and Personal Care g in Million 3,908 8,586 11,587 9,723 10,848 11,859 15,333 32% 29% 24,081 38,040 58%
Fashion % in Million 430 1,385 2,154 2,686 3,848 4,370 5,102 137% 17% 3,969 13,320 236%
Total Z in Million 4,338 9,971 13,741 12,410 14,696 16,229 20,435 49% 26% 28,050 51,360 83%

Note: Fashion orders include orders from Nykaa.com & NykaaFashion.com.; Fashion Annual Unique Transacting customers is for NykaaFashion.com
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Consolidated Financial Highlights

Revenue from Operations:

» Revenue from Operations grew 24% QoQ and 36% YoY to % 10,984 million in Q3 FY22; and grew 65% year to date FY22

* Revenue from sale of products grew 24% QoQ and 31% YoY in Q3 FY22, driven by growth in transacting customers

» Income from Marketplace services grew 2% QoQ and 154% YoY in Q3 FY22, primarily driven by Fashion GMV growth

» Advertisement revenue grew 33% QoQ and 53% YoY in Q3 FY22, driven by recovery in brand spends on advertisements
Gross Profit:
» Gross Profit grew 35% QoQ and 51% YoY to ¥ 5,088 million in Q3 FY22; and grew 89% year to date FY22

« Gross Profit Margin was 46.3% in Q3 FY22, an improvement of 359 bps sequentially primarily led by increase in share of high margin products
and higher advertisement revenue

EBITDA:

« EBITDA was % 690 million in Q3 FY22 at a margin of 6.3% (vs 3.3% in Q2 FY22), sequential improvement driven by higher Gross Profit
Margin; and grew 11% year to date FY22

« EBITDA Margin was 6.3% in Q3 FY22 vs 13.2% in Q3 FY21, YoY decline in margin was primarily due to higher marketing expense

« Marketing and Advertisement Expense was 14.0% of Revenue from Operations in Q3 FY22 (vs 7.5% in Q3 FY21) due to continued focus on
building brand awareness and higher acquisition of new customers

PAT:
» Profit after Tax was % 290 million in Q3 FY22, sequential increase driven by higher EBITDA; Profit after Tax was ¥ 337 million year to date FY22

» Profit after Tax was lower YoY in Q3 FY22 vs Q3 FY21, due to higher marketing expense

Nk

Note: Advertisement Revenue is shown as Marketing support revenue in Financials



Consolidated Revenue from Operations

Revenue from Operations (in ¥ million)
65%
YoY
28,006

24,409
18,501
11,590
8,080 8,170
6,038

2,886 I
]

FY2019 FY2020 FY2021 9M FY2022 Q1FY2l Q2Fy21 Q3FY2l Q1FY22

Revenue grew 24% QoQ and 36% YoY in Q3 FY22
Notes:

1. Revenue from Operations for FY2019, FY2020, FY2021, Q1FY2022 are as per audited financial statements.
2. Revenue from Operations was ¥ 11,113 million for FY2019 and % 17,675 million for FY2020 as per Restated financial statements shown in Prospectus.

3. Comparable YoY growth for Revenue from Operations in FY2021 was 38% based on Restated financial statements.

8,853 ,olo

Q2FY22

36%
YoY

10,984

Q3FY22
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Gross Profit Margin® & Key Operating Expenses

% of Revenue from operations

46.3%
42.7%
40.9% 40.6%
38.9% - 38.9% -
O—= ===
11.4% ; 13.7% 14.0%
11.8% 11.1% 11.6% 11.4% ———— —]
- 10.4% )
10.1% e= . 901 —— —% 10.6%
9.6% 11.1% 10.3% 10.6%
. .
9.2% 6.9% 10.8%
FY2019 FY2020 FY2021 Q1FY2022 Q2FY2022 Q3FY2022

—&-Gross Margin —=—Marketing & advertisement expense —=—ulfilment expense —e—Employee benefits expense

Gross Profit margin improvement of 359 bps QoQ

Notes:
1. Computed on Revenue from Operations 20

2. Gross Profit Margin, EBITDA, EBITDA Margin and Operating Expense % for FY2019, FY2020, FY2021, Q1FY2022 are as per audited financial statements.



Consolidated EBITDA and Marketing Expense

EBITDA  million and EBITDA Margin %"

1,567
56 1,247
836 690
246 - I I 269 288 -
FY2019 FY2020 FY2021 9M FY2022 Q1FY2022 Q2FY2022 Q3FY2022

Marketing Expenses ¥ million and Marketing Expenses Margin %

11.8% 11.4% 11.1% 13.7% 14.0%

3,657
2.020
1,365 1,695 L 214 1,536
FY2019 FY2020 FY2021 9M EY2022 Q1FY2022 Q2FY2022 Q3FY2022

EBITDA Margin was 6.3% in Q3 FY22 and 4.5% year to date in FY22

Marketing expense increase 270% year to date FY22

Notes:
1. Computed on Revenue from Operations 21

2. Gross Profit Margin, EBITDA, EBITDA Margin and Operating Expense % for FY2019, FY2020, FY2021, Q1FY2022 are as per audited financial statements.



Consolidated PBT and PAT

PBT in ¥ million

661

370

31 14
|
FY2019 FY2020 FY2021 O9M FY2022 Q1FY2022 Q2FY2022 Q3FY2022
PAT in ¥ million
616
290
|
FY2019 FY2020 FY2021 O9M FY2022 Q1FY2022 Q2FY2022 Q3FY2022

PBT was X 415 million year to date FY22 lower by 9%, primarily due to higher marketing expenses /VWA’
22

Notes:
1. PAT for FY2019, FY2020, FY2021 and Q1FY2022 are as per audited Financial Statements.



Consolidated P&L

Quarter Ended

Nine months ended

For year
Particulars Dec-21 Dec-20 YoY Sep-21 Dec-21 Dec-20 YoY ended
(Unaudited) (Unaudited) Growth (Unaudited) (Unaudited) (Unaudited) Growth March 21

Revenue from Operations 10,984 8,080 36% 8,853 24% 28,006 17,004 65% 24,409
Cost of goods Sold 5,896 4,701 25% 5,070 16% 15,820 10,568 50% 14,926
Gross Profit 5,088 3,378 51% 3,782 35% 12,187 6,436 89% 9,483
Gross Profit Margin % 46.3% 41.8% 451 bps 42.7% 359 bps 43.5% 37.8% 567 bps 38.9%
Fulfilment expense 1,162 678 72% 910 28% 3,007 1,538 96% 2,177
Marketing & advertisement expense 1,536 602 155% 1,214 27% 3,657 988 270% 1,695
Employee benefits expense 1,159 743 56% 923 26% 2,966 1,994 49% 2,836
Other expense 541 286 89% 448 21% 1,309 797 64% 1,209
Operating Expenses 4,398 2,308 91% 3,494 26% 10,939 5,317 106% 7,917
EBITDA 690 1,070 -36% 288 139% 1,247 1,119 11% 1,567
EBITDA Margin % 6.3% 13.2% -697 bps 3.3% 302 bps 4.5% 6.6% -213 bps 6.4%
Depreciation 65 42 54% 54 21% 172 117 47% 186
Amortisation 186 142 31% 159 17% 487 385 27% 530
Finance Cost (Net of other income) 69 36 90% 62 12% 173 160 8% 189
Profit/(Loss) before Tax 370 849 -56% 14 2611% 415 457 -9% 661
Total tax expense /(income) 80 161 2 78 20 45
Profit/(Loss) after Tax 290 689 -58% 12 2380% 337 437 -23% 616
Fulfilment cost % to Revenue 10.6% 8.4% -220 bps 10.3% -30 bps 10.7% 9.0% -170 bps 8.9%
Marketing & advertisement expense % to Revenue 14.0% 7.5% -653 bps 13.7% -27 bps 13.1% 5.8% -724 bps 6.9%

Notes:

1. Cost of Goods Sold includes Cost of Material Consumed, Purchase of Traded Goods, Changes in finished goods and stock-in-trade.
2. Fulfilment expense includes Freight Expense, Packaging Expense & Payment Gateway charges.

3. Other expense are excluding Fulfiiment expense and Marketing & Advertisement Expense.

N KAk
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Glossary

Term Description
Unique customers identified by their email-id or mobile number who have placed at least one Order on our websites, mobile applications or physical stores
Annual Unique Transacting during the last 12 months ended as on measurement date. Annual Transacting Customers, with respect to beauty and personal care, denotes Annual
Customers Transacting customers on the Nykaa and Nykaa Man websites, mobile applications and physical stores. Annual Transacting customers, with respect to fashion,
denotes Annual Transacting customers on the Nykaa Fashion website and the mobile application.
Average Order Value / AOV GMV generated across our websites, mobile applications and physical stores divided by Orders considered for such GMV.
BPC BPC refers to Beauty and Personal Care
Cost of Goods Sold is a non-GAAP financial measure. Cost of Goods Sold refers to cost of material consumed, purchase of traded goods, changes in finished
Cost of Goods Sold !
goods and stock-in-trade.
EBITDA is a non-GAAP financial measure. EBITDA refers to our profit/(loss) for the period, as adjusted to exclude (i) Other Income, (ii) Depreciation and
EBITDA o AR :
Amortization Expenses, (iii) Finance Costs and (iv) Tax Expense.
EBITDA Margin EBITDA Margin refers to the percentage margin derived by dividing EBITDA by Revenue from Operations.
Fulfilment Cost Fulfilment cost refers to Freight Expense, Packaging Expense & Payment Gateway charges.

Gross Profit is a non-GAAP financial measure. Gross Profit refers to Revenue from Operations less Cost of Material Consumed, Purchase of Traded Goods,

Gross Profit Changes in Finished Goods and Stock-in-trade.

Gross Profit Margin Gross Profit Margin refers to the percentage margin derived by dividing Gross Profit by Revenue from Operations.

G Merchandi Value/ Monetary value of orders inclusive of taxes and gross of discounts, if any, across our websites, mobile applications and physical stores prior to product returns or
) éOMS\‘;’,, erchandise aluel order cancellations and including sales to and through third party channels. GMV, with respect to beauty and personal care, denotes GMV of all beauty and personal
care products. GMV, with respect to fashion, denotes GMV of all fashion products.

Number of unique devices (laptops, mobile phones, etc.) which recorded at least one Visit to our websites or mobile applications during the month. Monthly Average
Monthly Average Unique Visitors  Unique Visitors, with respect to beauty and personal care, denotes Monthly Average Unique Visitors on the Nykaa and Nykaa Man websites and mobile applications.
Monthly Average Unique Visitors, with respect to fashion, denotes Monthly Average Unique Visitors on the Nykaa Fashion website and the mobile application.

All orders placed on our websites, mobile applications and physical stores prior to any cancellations and returns. Orders, with respect to beauty and personal care,
Orders includes all Orders that have at least one beauty and personal care product. Orders, with respect to fashion, includes all Orders that have at least one fashion
product.

Number of visits to our websites and mobile applications. A visit is considered ended when no new request has been recorded in more than 30 minutes from the
Visits same device to the website or the mobile application. Visits, with respect to beauty and personal care, denotes Visits to the Nykaa and Nykaa Man websites and

mobile applications. Visits, with respect to fashion, denotes Visits to the Nykaa Fashion website and the mobile application.
Nkar .,



Thank you
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