
Corporate Finance:
Final Project
Case Company: Dabur Group:

Aryan Jain
Deeshita Soin

Dheeraj P R
Hemasimha Dharmana

Lakshmi Adithi Bumanapalli
Nishtha Agarwala

Rohan George



01.
Product Segments

03.
Operational presence

04.
Major Competitors

02.
Product Portfolio

Consumer care: home care,
personal care, and health care
(67%)
Food business: juices,
beverages, and culinary. (23%)
Other :Guar gum, pharma
(10%)

Company Profile 

Channels of operation: 
Organized retail chains, e-commerce platforms and specialized channels

Health supplements
Cough and cold syrups and
drops
Women’s health and baby care
products 
Hair oils, shampoos, 
Moisturizing creams and
lotions, 
Toothpaste and tooth
powders,
Room fresheners, 
Fruit juices, beverages and
other ethical products

India
Middle East
Africa
South Asia
the US
Europe

HUL
Nestle
Godrej
Marico
Proctor and Gamble 
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Dabur’s Strength lies in its low prices and the wide
national presence that they offer through e-commerce
websites. They also have an excellent market share with
a solid brand value and product differentiation. Dabur's
strategic relationships with its manufacturers,
distributors, and retailers also contribute to its strengths.

Strengths

Opportunities

Weaknesses

Threats

Company SWOT Analysis 

Dabur has high penetration and several of the markets Dabur
has products in are also projected to grow further. Its market
share has also been increasing. Further, due to the growing
popularity of Ayurveda, Dabur has a unique position that it
can take advantage of in the international markets, even so by
enlarging its portfolio products.  Recent acquisition of
Badshah Masala will help it to expand in the food segment 

Dabur products face competition from various other
products in the market, for example, the effect of
substitution for cola on its juices is high. Additionally,
Dabur doesn't have any direct to consumer outlets and
hence has a longer supply chain due to retailers and
middlemen.  

Dabur is facing threat due to counterfeit products being
sold in the market that can affect the brand value. It is
also faced with rising input costs, forcing them to
increase their own costs and by local competition and
external shocks. This is because Dabur products face
increasing competition from locally sourced ones and
also because exports are affected by macro headwinds. 
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Company's Porter's 5 Forces

The Threat of New Entrants: (Low to Medium)

The Company has popularized a whole range of
products based on the traditional science of Ayurveda.
So it's equipped with advantages of the first mover,
learning curve, brand loyalty, patents and economies
of scale. Further, FMCG is also a well-regulated space
with a few major players dominating the space. Hence,
there is only a low to medium level of danger of brand-
new entrants.

Substitution Threat:(Medium)
Dabur doesn't compromise on quality and has
competitive rates. Being one of the most experienced
companies, it has won massive customer loyalty.
Further, perfect substitution of Dabur would be
expensive due to dominance in the herbal FMCG
space. The lower cost of these ingredients also
enables Dabur to price its products low as compared
to other highly prevalent multinational FMCGs. 

Competitive Rivalry:(Medium to High)

Dabur India is one of the leading companies in this
competitive market with a number of strong
competitors. The competition of other businesses with
Dabur India is rather high. The demand for Dabur
products in rural areas is somewhat low compared to its
competitors. Hence, there is a medium to high
competitive rivalry.
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The Power of Buyer:(Medium to high) 
Competitors of Dabur India Ltd, have dramatically
increased the customer's bargaining power. Therefore,
Dabur has to maintain its strategies in such a way that
it could stand out of all the competitors for its
customers. Hence, Dabur India makes sure to keep its
consumers satisfied by maintaining competitive pricing. 

The Power of Supplier:(Medium to High)
Dabur India has a large share in the market, requiring a great
number of supply chains. This triggers it to be a picturesque
purchaser for the suppliers. Suppliers have never complained
about cost and the bargaining power is likewise low. In action,
Dabur India has likewise been cordial with its suppliers as it
thinks of long-lasting relations. Moreover, Dabur has built up
a brand name and a commensurate loyalty that comes with it. 



Macro Analysis
Expected to grow at a CAGR of 14.9% in FMCG over the next few years due to:

Rising digital connectivity in cities and rural areas through e-commerce
Investment approval of up to 100% foreign equity in single-brand retail and 51% in multi-
brand retail
The union government’s production-linked incentive (PLI) scheme as it provides an
opportunity for a boost in exports
Herbal cosmetics products in India have seen increasing adoption, and the segment
alone is expected to grow at 15-20%
The Processed Food Market of India is expected to grow to 470 billion USD by 2025, up
from 263 billion USD in 2020-21.

Certain Macro trends could also impact Dabur's growth, such are:
Repo Rates are down to a historic low of 6.25% p.a, meaning that banks have also been at
a position to decrease interest rates, reducing the cost of borrowing for firms.
Slower rural growth due to inflationary pressure, this could continue in the next fiscal year
as well. 



Peer Analysis
Liquidity Ratio Profitability Ratio

Dabur has markedly lower efficiency of inventory management as opposed to its peers. This may however be due to the
specific niche of its products which makes them comparatively longer lasting.
Dabur gives a moderately high return on its capital employed. However, some of its competitors such as Marico, P&G
and Nestle have better profitability. *The PBIT Margins (%) are almost identical at around 20%. The high ROCE of P&G may be due

to their larger volumes

Inventory Turnover Ratio FY 21 ROCE



Relative Valuation

Arriving at a valuation for Dabur via its peers suggests that the company is nearly appropriately valued - with the EV multiples
indicating slight overvaluation but the P/E multiple suggesting undervaluation.
Purely on the basis of relative valuation, there appears to be no strong reason to buy into Dabur

       at its prevailing price



Assumptions 
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We have taken a terminal growth rate of
7% for Dabur on the basis of inflationary
trends in India, as well as, accounting for
the fact that FMCG is a fast growing
business with plethora opportunities for
product and geographical expansion

Intrinsic valuation shows Dabur to be
highly overvalued with intrinsic value
being only 40% of the prevailing price.
Different assumptions also yield lower
than market prices values for Dabur. 

This overvaluation marks all FMCG
companies. We have seen that relative
valuation for Dabur gives an implied
price closer to market values. The high
industry P/E is indicative of this trend.
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