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Disclaimer

This Presentation (“Presentation”) is for information purposes only and does not constitute or form part of, and should not be construed as, any offer for sale or subscription of or solicitation or invitation of any offer to buy or subscribe for any
securities of Gillette India Limited (the “Company”) in any jurisdiction, including the United States. No part of this Presentation should form the basis of, or be relied upon, in an connection with any investment decision or any contract or
commitment to purchase or subscribe for any securities. This Presentation and the information contained herein are being furnished to you solely for your information and may not be reproduced or redistributed to any other person, in whole or in
part. In particular, neither the information contained in this Presentation nor any copy hereof may be, directly or indirectly, taken or transmitted into or distributed in any other jurisdiction which prohibits the same except in compliance with
applicable securities laws and persons into whose possession this Presentation comes should inform themselves about and observe any such restrictions.. Any failure to comply with this restriction may constitute a violation of the applicable
securities laws. No money, securities or other consideration is being solicited, and, if sent in response to this Presentation or the information contained herein, will not be accepted.

This presentation is issued by the Company for general information purposes only, without regard to specific objectives, suitability, financial situations and needs of any particular person and does not constitute any recommendation or form part
of any 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, 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 contract or commitment therefore. This presentation does not solicit any action based on the material contained herein. Nothing in this presentation is intended by the Company to be construed as legal, accounting or tax
advice.

This Presentation has been prepared by the Company based upon information available in the public domain. This Presentation has not been approved and will not or may not be reviewed or approved by any statutory or regulatory authority in
India or by any Stock Exchange in India.

” u

This Presentation includes statements that are, or may be deemed to be, “forward-looking statements”. These forward-looking statements can be identified by the use of forward-looking terminology, including the terms “believes”, “estimates”,
“anticipates”, “projects”, “expects”, “intends”, “may”, “will”, “seeks” or “should” or, in each case, their negative or other variations or comparable terminology, or by discussions of strategy, plans, aims, objectives, goals, future events or intentions.
These forward looking statements include all matters that are not historical facts. They appear in a number of places throughout this Presentation and include statements regarding the Company’s intentions, beliefs or current expectations
concerning, amongst other things, its results or operations, financial condition, liquidity, prospects, growth, strategies and the industry in which the Company operates. By their nature, forward-looking statements involve risks and uncertainties
because they relate to events and depend on circumstances that may or may not occur in the future. Forward-looking statements are not guarantees of future performance including those relating to general business plans and strategy of the
Company, its 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 are correct or that the objectives of the Company will be achieved.

The Company’s actual results of operations, financial condition and liquidity, and the development of the business sector in which the Company operates, may differ materially from those suggested by the forward-looking statements contained in
this Presentation. In addition, even if the Company’s results of operations, financial condition and liquidity, and the development of the industry in which the Company operates, are consistent with the forward-looking statements contained in this
Presentation, those results or developments may not be indicative of results or developments in subsequent periods. The Company assumes no responsibility to publicly amend, modify or revise any forward-looking statements, on the basis of any
subsequent developments, information or events, or otherwise.

Neither the Company nor its affiliates or advisors or representatives nor any of its or their parent or subsidiary undertakings or any such person's officers or employees guarantees that the assumptions underlying such forward-looking statements
are free from errors nor does either accept any responsibility for the future accuracy of the forward-looking statements contained in this Presentation or the actual occurrence of the forecasted developments. Forward-looking statements speak
only as of the date of this presentation. As a result, the Company expressly disclaims any obligation or undertaking to release any update or revisions to any forward-looking statements in this presentation as a result of any change in expectations
or any change in events, conditions, assumptions or circumstances on which these forward looking statements are based.

The Company, as such, makes no representation or warranty, express or implied, as to, and does not accept any responsibility or liability with respect to, the fairness, accuracy, completeness or correctness of any information or opinions contained
herein. The information contained in this Presentation, unless otherwise specified is only current as of the date of this Presentation. Unless otherwise stated in this Presentation, the information contained herein is based on management
information and estimates. The information contained herein is subject to change without notice and past performance is not indicative of future results. Accordingly, you should not place undue reliance on any forward-looking statements. None
of the Company or any of its affiliates, advisers or representatives accepts any liability whatsoever for any loss howsoever arising from any information presented or contained in this Presentation.

This document is just a presentation and is not intended to be a “prospectus” (as defined under the Companies Act, 1956 or as amended from time to time). It is clarified that this Presentation is not intended to be a document offering for
subscription or sale of any securities or inviting offers form the Indian public (including any section thereof) for the subscription to or sale of any securities including the Company’s equity shares. This Presentation is meant to be received only by the
named recipient to whom it has been addressed. This document and its contents should not be forwarded or delivered or transmitted in any manner to any person other than its intended recipient, and should not be reproduced in any manner
whatsoever.

The securities of the Company have not been and will not be registered under the U.S. Securities Act of 1933, as amended, and may not be offered, sold or delivered within the United States absent registration under or an applicable exemption
from the registration requirements of the United States securities laws. By reviewing this Presentation, you are deemed to have represented and agreed that you and any persons you represent are outside of the United States and not acting for
the account or benefit of a person within the United States. By reviewing this Presentation, you acknowledge that you will be solely responsible for your own assessment of the market and the market position of the Company and that you will
conduct your own analysis and be solely responsible for forming your own view of the potential future performance of the business of the Company.



P&G Family — Touching Lives Since 1837

» P&G (USS84.2bn Net Sales in FY13) serves over 4.8 bn consumers around the world with its brands
= Qperates in ~70 countries with P&G Brands being marketed in more than 180 countries worldwide
* One of the strongest portfolios of brands, including 25 billion $ brands

=  P&G entered India in 1988, and now serves over 650 mm consumers across India

= Present in household, beauty, grooming and health care segments
= Acquired Gillette India in 2005 — Fully integrated with P&G’'s strategies & values

= P&G operates two listed entities (Gillette India Limited and Procter & Gamble Hygiene &
Health Care Limited) & one wholly owned subsidiary (Procter & Gamble Home Products
Limited) in India

' EACAYEIES |

Power of Minds

Create Superior
Value for Consumers
and Shareholders

= [Integrity
= Leadership

= Ownership

= Passion for Winning Trust

Source: Company filings & website 6 3



Gillette India Limited

Blades, Razors & Shave Preps
India Market Size:
USS530mm ()

=  Strong brand recall .

=  Gillette grooming portfolio has shown
strong growth over the years

=  Commands over 50% market share in
India®

= Contributes ~72% of GILs FY13 revenues

Oral Care
India Market Size:
USS1,300mm()
World’s No. 1 dentist recommended
toothbrush brand

=  QOral-B toothbrushes are used by
more dentists than any other
brand worldwide

Has recently launched Oral-B toothpaste

Contributes ~23% of GIUs FY13 revenues

Fully integrated with P&G India post global acquisition of Gillette
Benefits from global technologies, governance programs and talent development programs of P&G group

Personal Power
Batteries India Market Size:
USS160mmfl)

One of the world’s leading manufacturer
of high-performance alkaline batteries

= Contributes ~5% of GILs FY13 revenues

Plays in categories where P&G has global scale and leadership shares: Blades & Razors (68% market share), Oral Care (19%
market share) and Batteries (27% market share)?®

Source: Company filings & website. Note: 1USS = Rs.60

(1) Source: Internal P&G estimates, A.C. Nielsen estimates are different; (2) Source - A.C. Nielsen as of August 2013; (3) Source: A.C. Nielsen; Market share indicates P&G’s share in global market



Gillette — Key Highlights

M Track Record of Successful Innovation

M Has maintained steady stream of innovation to delight consumers & customers

M Strong Brand Equity and Customer Relationships

M Gillette, Oral-B & Duracell have strong brand recall & command significant market
share in their respective categories

G‘,’ ', ® M Strong Parentage
' e e M Able to leverage the global expertise & scale of P&G group

M Skilled and Experienced Senior Management Team

M Senior Management, promoted from within with diverse global experiences

M Strong Financials & “Zero Debt” Capital Structure

M Demonstrated track record of consistent growth with healthy returns

Source: Company filings & website.




Gillette - Key Management

Experienced & Committed Senior Management

Eminent Board Members

Shantanu Khosla
Managing Director

P&G - 30 Years Experience

Uday Bhaskar Sonali Dhawan
Sales Director Marketing Director

P&G - 17 Yrs P&G - 15 Years
Experience Experience

Source: Company filings & website

Amit Vyas
Senior Legal Counsel

19 Years

Experience
P&G -5 Years

Tapan Buch

CFO
P&G - 17 Years Experience

Sonali Roychowdhury Inderjeet Singh
Human Res. Consumer Research

P&G - 15 Years P&G - 11 Years
Experience Experience

Saroj Kumar
Poddar

Shantanu Khosla

Bansi S. Mehta

Gurcharan Das

Akshay Poddar

Pramod Agarwal

Eminent Industrialist, Chair Adventz
Group

Managing Director

Eminent CA and Tax Expert

Management Guru and Author

Leading Corporate Law Professional

Eminent Industrialist

Supply Chain Expert & Consultant

VP, P&G Global Beauty Care Finance

Statutory Auditors: Deloitte Haskins & Sells;

Cost Auditors: A. Solanki & Associates



Gillette — Marketing & Distribution Network

Distribution
Product Comments

Shave India Coverage

Guard is the Fastest Brand to reach the
Movement Gillette 1.9mm distribution of 950,000 Stores & is also the Fastest
85 + Awards for Shave ever share bw.ld I:lp V\{Ithln B&R India portfolio
India Movement (Gillette) Oral-B 1.8mm Grown distribution by 2X from 2009
including 8 Lions at Duracell 0.12mm Distributed in 70% of India 1 Stores

Cannes. Only Brand to win
Black Lion for
effectiveness in

Asia (11'12) Jamglu and Kashmir

NG )

MOVEMENTZ |

Himachal gradesh
° Uttarakhand

Salute the Soldier in Smile India Haygn.aN N
ew Delhi
YOU Movement Movement Jaipur Lucknow  patns Assam
Jharkhand
.Ahmedalt\)llaz‘]dcIzya Pradesh ° West‘BengaI
Na%pur Ct;hattisgarh
( J
Mumbai Bhubaneswar
o Hyderabad
Pune y.era 8
@ Depots- 22
Goae@
@ Distribution Centers- 3
Ban%\Iore > .
Chennai
Mysgre
Coimbator®

Source: Company filings & website. Note: 1USS = Rs. 60.0 6 7



Gillette — Overall Strategy

Create Superior Value for Consumers and Shareholders

Win the Consumer Value Equation at the Zero, First and Second “Moments of truth”

Play across Consumer and Customer Segments — Premium and Mid, Modern Retail and
High Frequency Store

Invest in expanding category penetration and consumption

Drive out all costs that do not deliver superior Consumer or Customer Value

Focus, Inspire and Unleash a winning organization of passionate people performing at
the peak




Products & Brands




Blades & Razors — Industry

Razors and Blades by Type(2)3)

120 (%)
* As per Euromonitor, Men's Shaving segment has grown at 100 |
a CAGR of 11% between 2007 — 2012 & is expected to %0 |
grow at a CAGR of 8-9% till 2017 6 | 56.3 54.8 50.9
* The pre shaving & blades & razors markets have grown at :z 13.1 13.2 s
a CAGR of 13% & 10% respectively (*) N 283 299 32.9

Aug-11 Aug-12 Aug-13
ESYSTEMS DISPOSABLE = DOUBLE EDGE

Systems have gained significant market share over the last couple of years

Market Share of Key Players in India?

o0

55.0
500 - -~ — 3
45.0 - |
40.0 - 1
35.0 A I
~x I

30.0 - ~—
25.0 P — “—ﬁ_t 22.5%
20.0 : : —— : : : \ . 22.4%

Jun-09 Sep-09 Dec-09 Mar-10 Jun-10 Sep-10 Dec-10 Mar-11 Jun-11 Sep-11 Dec-11 Mar-12 Jun-12 Sep-12 Dec-12 Mar-13 Jun-13

— Gillette = Competitor 1 e Competitor 2
Gillette is the market leader in this category and has consistently gained market share over the last couple of years; Gillette’s market
share currently is more than the combined market share of the 2 closest competitors
Note: 1USS = Rs.60
(1) Source: Euromonitor International (Beauty and Personal Care In India), September 2013; (2) Source: A.C. Nielsen. Note: A.C. Nielsen has changed the data sample since July 2011; (3) Data based on the sales breakup G 10

of Gillette India, VidyutMetallics & Harbans Lal Malhotra only.~2% of the market share belongs to other players for which the split is not available



Blades & Razors- Present and Innovating Across

the Spectrum

’ 1
.~ Value e e e — e —m— : \ I
I | N I : !
B Double Edge [ : New Product |1 I :
I
! ! ! : ! |
' | : I I !
' | : I I :
' ; : I I :
! | ! , | |
l 1
: I : To Be ! ! I
| 1
! ! : Launched | | :
I I |
[ : ' Soon I I !
[ : I I !
| : ax bing katey sew i : | | :
| | E= | | |
' | : I I :
' ; : I I :
I Rs. 2.4 : Rs. 18.0 Razor Rs.19.0 |1 | Razor Rs.39.0 i | RazorRs.125.0 |, | Razor Rs.299.0 Razor Rs. 349.0 !
1 I Blade Rs. 7.0 : Blade Rs. 16.0 1| BladeRs.99.0 ||| BladeRs.174.0 Blade Rs.199.0 :
1 I |
| ] I
I ! 1

/

Complete portfolio— value tier to premium, with high level of innovation

Systemic plan to expand the category size through trading-in consumers
Continuously moving consumers up the value chain through successful trade-up strategies
Strong trial touch points to convince consumers of superiority of using Gillette products

Source: Company filings & website G 11



Blades & Razors — Strong Ancillary Portfolio

Satin Care Foam Sensitive Skin Conditioning Fusion Hydra
Razor v Foam Gel Gel

Tube shave
Gel
— 4

-
SENSITIVE SKIN

ith Aloe + vitamin £

'

= Has a wide portfolio of pre & post shave products
= Gillette also has a presence in the female blades & razors market in India

Source: Company filings & website G 12



Gillette Guard — Innovated Primarily for India

Volume
(mm Units)
30 -
25 +
20 -+

15 +

10 ~

5 - o

O T T T T T T T T T T 1
1QFY11l 2QFY1l 3QFY11l 4QFY1l 1QFY12 2QFY12 3QFY12 4QFY12 1QFY13 2QFY13 3QFY13 4QFY13

e Gillette Guard Cartridge = Gillette Guard Razor

Invention by Global R&D for the Indian value tier consumer
Key product drawing new consumers to the Gillette’s Systems regimen

Very impactful trial and awareness program in rural India

Increase in Cartridge sales volume

Source: Company data

Financial year ending June; 1QFY11 stands for Jul-Sep 2011




Oral Care — Industry

 Indian Market Size (Toothbrush)®) 1 | Indian Market Size (Toothpaste))

(US$ mm) (US$ mm)

e Growth in Oral
care market has

been pri . 300 - CAGR : 13.6% 1,200 -
prlmarlly 250 | / 1,000
driven by product 200 | 800
penetration and 150 600 -
new launches 100 - 400 -
aiding value 50 - 200 1
gr owth ° Aug-10 Aug-11 Aug-12 Aug-13 o Aug-12 Aug-13

Market Share of Key Players in the Indian Toothbrush Segment(?)

(%)

50.0 -
40.0 — 41.2%
26.3%
20.0 = —_—
*
9.4%
0.0 T T T T T T T 1
FY05 FY06 FY07 FY08 FY09 FY10 FYl1 FY12 FY13
e Gijllette e Competitor 1 = Competitor 2
Note: 1USS = Rs.60
G

(1) Source: A.C. Nielsen. Note: A.C. Nielsen has changed the data sample since July 2011



Oral Care Toothbrush Portfolio- 50% Growth-in

Market Share®

Mid Tier: <Rs. 20 Premium Tier: Rs. 22 — Rs. 44 Super Premium Tier: > Rs. 45

Shiny Clean All-Rounder Pro-Health

Fresh Clean Advantage PH Clinical

Kids Junior AR Sensitive Power
Oral-B Kids

PRO-HEALTH™

43% of GIL Brush Sales (FY13) 37% of GIL Brush Sales (FY13) 20% of GIL Brush Sales (FY13)

Entered Sensitive toothbrush segment with launch of All-Rounder Sensitive Brush
Strengthened Super Premium portfolio with launch of Pro-Health Clinical

Plans to build scale in the Oral Care segment by playing across price points
Strong dentist endorsement

Source: Company filings & website G 15
(1) Over the last 5 years



Oral-B Toothpaste- P&G’s Biggest Innovation

since Flouride Toothpaste

Dentists Concept Pro- Health

Superior E—
Product
Winning With Breakthrough Benefit Areas Oral-B

Holistic Marketing

‘ ' ’ Strong Teeth v
Breath v
Whitening 4
Driving REGIMEN Driving Category
Of Oral Care Value Gum Health v
‘D PRO-HEALTH.
Plague v
' l , Sensitivity v
2 Enamel v
v

M | ndset Regular Toothpaste Benefits: Cavity Protection, Fresh Breath
(Flavor), Whitening (Abrasives + Brushing Action)

i Leveraging The
Emphasis On : -~
Digital/ER J ( Marathon ] [B"‘Sh Business

= |nnovative toothpastes with STANNOUS against usual Fluoride toothpastes, leading to significantly

improved quality
= Toothpaste that protects ALL the eight areas that dentists’ check most!




s ALL-AROUND [0 CTTR =3
PROTECTION REicaly
Oral-B o m ’ B@ SUM HEALTH
PLAGUE
PrO'Hea Ith SENSITIVITY"
— ENAMEL

PRO-HEALTH' peieomsonry (AU

MINT -

75 Gms -59 INR e

Oral-B ~
Extra Fresh 7 A +EXTRA FRESH"+

o € GEL & '—n—'_
35Gms -15 INR, . (Oral-B)

FLUORIDE TOOTHPASTE

80 Gms -36 INR :
ms PROHEALTH

OraI-B v STRONGTEETH ' SENSTIVITY v GUMHEALTH v PLAGUE v MEL v' TARTAR v WHITENING " BREATH

Healthy 32 32

+ PASTE +

40Gms - 15 INR, W
80 Gms — 35 INR FLLAOHMDE TO0THASTE

A toothpaste for all strata of customers

Launch is part of a very successful global expansion program

Product was reformulated to match the Indian Consumer needs & regulatory requirements

Launch of toothpaste will materially impact Gillette India’s earnings for the next few years, but will be accretive in long term

Note: Anchor India ( Anchor tooth paste) has filed a law suit against Gillette against the usage of the terms " all rounder" and "all around performance", on the toothpaste packs of recently launched Oral-B toothpaste. Anchor has alleged infringement of their
Trademark " all round performance". The matter is being heard before the Delhi HC.




Personal Power — Converting the Category Ty
through Superiority Gi

Specialty

— ° DURACELL

* EW *
DURACELL CEA H . @V . SWITCH TO SAVINGS wim up 10
= o I DURACELL DURACELL 10x MORE POWER

One of the main manufacturers and marketers of Alkaline batteries

Strategy to convert Zinc battery consumers to Alkaline battery consumers — especially targeting users of
high drain devices like toys

Strong direct advertising - 10X lasting compared to ordinary batteries




Strong Financials

G



Historical Income Statement

Net sales 8.1 110.3 142.1 176.4 205.5 239.6
% growth - 12.3% 28.9% 24.2% 16.5% 16.6%
Cost of goods sold 37.8 43.1 53.3 72.0 91.4 111.5
% of sales 38.5% 39.1% 37.5% 40.8% 44.5& 46.5%
Advertisement & promotion 15.6 18.2 28.1 46.4 44.1 49.9
% of sales 15.9% 16.5% 19.8% 26.3& 21.5%e 20.8%
Other expenses 17.6 22.5 26.6 37.7 52.0 56.1
% of sales 18.0% 20.4% 18.7% 21.4% 25.3%° 23.4%
EBITDA 27.1 26.4 34.0 20.3 17.9 22.2
% Margin 27.6% 23.9% 23.9% 11.5% 8.7% 9.3%
Depreciation & Amort. Exp. 2.3 1.9 2.1 3.3 4.0 5.2
Other Income 5.6 5.0 3.5 5.3 5.6 6.1
Tax 10.8 10.6 12.6 8.0 6.9 8.5
Net Income 19.6 18.9 22.9 14.4 12.6 14.5
% Margin 19.9% 17.1% 16.1% 8.1% 6.1% 6.1%

Costs of goods sold has increased on account of currency devaluation and changing product mix
Gillette Guard launch, increased spending on Oral Care behind competitive promotions, increased spending on Duracell

Accounting reclassification from Advertisement and Promotion to Sales
Higher contract manufacturing set up expenses for upcoming initiatives, Increased freight expenses and devaluation of currency

Source: Company filings & website. Note: 1USS = Rs. 60.0 6 20

Note: Financial year ends in June



Historical Balance Sheet (USS mm)

Cash Flow from Operations Net Debt / (Cash & Cash

Equivalents) (1)

100.1 103.2 108.2 26.8 235

95.2

(52.9)

4.1) (61.4)

(73.6) (71.8)
FYO8  FYO9 FY1I0  FY1l  FY12  FY13 FYO8  FY09 FY10  FY1l  FY12  FY13 FYo8  EYO9  FYL0  FYll  EY12  FY13

Fixed Assets Net Working Capital (2 Capital Expenditure

145 8.6 2o
316 333 . 24 .

4.2

(14.9)

FY08 FY09 FY10 FY11 FY12 FY13 FY08 FY09 FY10 FY11 FY12 FY13 FYO8 FY09 FY10 FY1l1 FY12 FY13

Source: Company filings & website. Note: 1USS = Rs. 60
Note: Financial year ends in June

(1) Includes liquid investments, Cash & Bank Balance & short term loans & advances to related parties; (2) Net Working capital = current assets (excluding cash & short term loans & advances to related parties) — current liabilities 6 21



Segment Financials

0/0
8.4% 172.7 43): 245
GR(08
— c 147.3 CA
€ 118.4
€ g 989
W
7l 744 :
5 I I I 3
(7]
(4°]
m T T T

FY08 FY09 FY10 FY11 FY12 FY13 FY08 FY09 FY10 FY11 FY12 FY13 FY08 FY09 FY10 FY11 FY12 FY13

DODDOD OO
oD

B
25.6 25.8 25.9
i} 243 g 2.5 3.6 2.4 12 0.8 o1
g ~ -
(7]
4 N N . . .
= (0.3)
= (1.4)
& (3 8) (2.6)
T T T (62) 44
FYO8 FY09 FY10 FYLl FY12 FY13  Eyos  FY09 FY10 FYl1l FY12  FY13  Fyos  FY09 FYl0 FYll RYi3  Fvi3

@» Margin

Launch of toothpaste will materially impact Gillette India’s earnings for the next few years, but will be accretive in long term

Source: Company filings & website. Note: 1USS = Rs. 60.0 6
22
Note: Financial year ends in June



Dividend Payout History

Book Value per Share (Rs.)

250 - 155 -
199.2 150
200 - 1752 1842 1900 145
150.6 140 J
1 1306 :
150 135
] 130 41 125 125 125
Company has 100 125 -
. . 12.0
maintained the 50 1 115
dividend despite 0 - 110 -
. FYO8 FY09 FY10 FY11l FY12 FY13 FY08 FY09 FY10 FY11 FY12 FY13
continuous
investment in the ] . ¢ Ratio (%) "
. ayou atlo (7
business Y
450 - 42.07 68% — 65%
400 4 3602 3479
35.0 - 55% 4
30.0 A 26.44 26.75
50 ] 23.24 41%
20.0 + 27%
15.0 -
10.0 - 14% 4
0% -
FY08 FY09 FY10 FY11 FY12 FY13 FY08 FY09 FY10 FY11 FY12 FY13
Source: Company filings & website.
[CPE

Note: Financial year ends in June



Disclosure

¢ We have provided loans to certain of our group entities. As at June 30, 2013, our loans to related parties including other entities in the P&G group
amounted to Rs. 1,840mm in aggregate

e We have certain indirect taxation related disputes pending. As at June 30, 2013, the claims against the Gillette India Limited (“Company “) in relation to
these disputes before various authorities amounted to Rs. 1,786.3mm in aggregate. An adverse ruling in all or any of these disputes may result in a
material adverse effect on the Company’s business, prospects & results of operations

e Certain of our trademarks are not owned by us but owned by certain group entities. Splitting up of P&G interests globally may result in a loss of use of

certain of these trademarks

G2



