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Simply no competition

Incorporated in 2002, Vedant Fashions Ltd. (VFL) is the only pan India franchisee in

the Indian wedding and celebration wear segment in a market having regional

players. It offers a one-stop destination with a wide-spectrum of product offerings
for every celebratory occasion through its 5 brands — i) Manyavar, ii) Mohey, iii) Listing BSE & NSE
Mebaz, iv) Manthan, and v) Twamev. As of H1FY22, ~88% of its sales was generated Open Date 4t Feb 2022
from franchisee owned EBOs and the rest by MBOs, large format stores (LFS) and Close Date 8t Feb 2022
online platforms. The company has a retail footprint of 1.2 msf covering 535 EBOs Price Band INR 824-866
in India and 11 EBOs across USA, Canada and UAE. Face Value INR 1
Market Lot 17 shares

India is a land of festivals that celebrates weddings in glorious ways. VFL benefits
from the 3-5 days wedding culture in the country (estimated to have ~1 crore
weddings every year) giving it the scope to sell multiple products to a single
customer. The shift towards ready-made wear due to quick and enhanced product

Minimum Lot 1 Lot

Offer for Sale 100%
experience while compared to tailor-made also provides a huge scope for growth. B (sstie 0%
By owning multiple brands across the value chain, VFL is able to scale up its Issue Size (Amount) INR 3,149 cr
emerging brands through increased cross-selling and up-selling initiatives. In Issue Size (Shares) 3,63,64,838
addition to expanding its footprint within and outside India, the company also plans QIB Share (%) <50%
to adopt a strategic approach towards potential acquisitions with the goal to Non-Inst Share (%) 215%
increase customer base, market share and/or product offerings. Retail Share (%) 2 35%

Pre issue sh (nos) 24,26,94,774
Over FY21-24, we expect VFL to grow its revenues at a robust CAGR of 40.6% to INR Post issue sh (nos) 24,26,94,774
1,569 cr driven by 37.1% CAGR in Manyavar, 26.8% in Mohey and 76.1% in the other Post issue M Cap INR 21,017 cr
brands. EBITDA/PAT are expected to grow at 42.2% / 50.5% to INR 698 cr/ 453 cr
respectively by FY24. EBITDA / PAT margins too are set to expand to 44.5% Shareholding (%) Pre Post
(+150bps) /28.9% (+530 bps) respectively by FY24. (%) (%)

Promoter 92.4 77.4
VFL will trade at 46.4X FY24 P/E at the issue price upper band of INR 866/share. Post Public 7.6 22.6
the INR 3,149 cr public offering, the promoter’s holding will stand reduced to 77.4%. TOTAL 100.0 100.0

Key Financial Data (INR Cr, unless specified)

Net EV
Revenue EBITDA P':';ftit FBITPA Profit EPS () B(\;';s RoE (%) P/E (X) P(/:)V EBIT/DA

(%) (%) (X)
FY20 916 394 237 43.0 25.8 9.8 43.9 22.2 44.1 88.8 19.7 52.4
Fy21 565 148 133 26.1 23.5 5.5 45.0 12.2 17.1 158.1 19.3 85.5
FY22E 795 352 216 44.3 27.2 8.9 65.1 13.7 21.9 97.2 13.3 58.5
FY23E 1,125 500 314 a4.4 28.0 13.0 76.4 17.0 30.3 66.8 11.3 41.0
FY24E 1,569 698 453 44.5 28.9 18.7 92.1 20.3 40.3 46.4 9.4 29.0

3|Page (3" Feb 2022) For any further query, please email us on research@ventural.com
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Valuation and Comparable Metric of Global Peers

Figuresos mentioned PE(X) EV/EBITDA ) P/BV [X) RoE (%) RolC (%) sl | EBTDAMagin(y Net Margi (%)

PEG
Company Name MktCap Price . 020 2022 2023 2024 | 2021 2022 2023 2024|2021 2022 2023 2024|2021 2022 2023 2024 | 2021 2022 2023 2024 | 2021 2022 2023 2024 | 2021 2022 2023 2024)2021 2022 2023 2024

Domestic Peers (Figin INR Ct)

VFL 2017 866 09 1581 972 668 464 855 585 410 290 193 133 113 94 122 137 170 203 171 219 303 403 565 795 1125 1569 430 443 444 445 B5 212 80 289
TCNS 4607 748 02 (817) 1582 450 353 19470 375 184 154 75 75 63 52 (92) 47 140 148 (108 42 200 202 63% 94 1392 1626 04 131 186 193 (89 30 74 80
AB Fashion 18862 309 04 (429) (1855) 1193 680 979 301 188 151 109 1209 98 88 (54) (59 83 130 (72) 24 222 380 5249 7783 10661 12507 62 127 145 149 (128) (20) 23 34
Trent 38997 1,097 03 (2668) 2737 1226 83 2380 665 441 352 169 158 140 127 (63) 58 114 148 (20) 136 238 491 259 4067 5537 6602 66 146 160 162 (56) 35 57 69
Arvind 4188 319 01 (1) (487) 43 nB§F Ml - - - 80 43 40 36 - (89) 90 152 (W0 - - - 2124 2879 3854 4465 08 92 97 107 (273) (30) 25 40
Raymond 513 768 01 (173) 525 244 144 (1005 - - - 25 23 21 18 (142) 44 87 127 (104) - - - 346 5155 6154 6441 (L9) 1209 119 129 (86) 19 34 55
Monet Carlo 1344 6485 - 203 174 %3 - 108 - - - 22 20 19 - 10 18 16 - 191 - - - 62 683 5 - 186 150 180 - 1207 118 117
Global Peers (Figin USD mn)

Louis vuitton 416080 84 36 292 26 260 240 151 157 140 125 77 68 60 52 265 B9 29 26 250 312 339 373 75951 80,895 87,646 94,078 388 335 340 345 187 180 182 184
Nike 23504 149 17 411 394 310 268 284 300 235 204 184 167 152 122 448 423 489 455 572 754 815 766 44538 47,175 53577 59,054 186 163 183 190 129 127 142 149
H&M M 19 09 47 193 171 156 82 Tl 67 65 48 A7 45 45 195 246 263 201 163 287 321 372 23368 24383 25461 26551 189 190 191 188 55 68 73 17
Prada 1585 6 07 571 384 97 M4 13 19 103 88 47 44 40 39 82 114 136 160 134 152 192 255 3707 4218 4672 5011 35 30 B8 B2 75 98 114 130
Gap 6602 18 00 (99) B4 94 72 14 51 44 39 25 26 21 17 (55 190 220 241 (109 294 305 313 13800 16681 1690 17528 50 81 91 101 (48 30 41 53
Lulu lemon 45048 349 10 767 452 388 36 4 26 B3 198 178 153 120 97 232 338 30 297 375 808 788 719 4402 6261 726 8343 212 253 258 259 1334 159 161 166
Adidas 5301 26 08 B3I B U3 182 19 N5 108 98 64 59 53 48 194 28 51 264 22 B4 3NS5 BI 23816 2619 28528 31,053 150 161 169 177 67 79 87 94
Ross Stores 3% 97 01 4028 203 183 168 289 116 104 97 1205 85 71 63 26 418 385 35 45 2060 1623 1394 1253 18856 20,138 21444 98 144 148 148 07 90 93 95
Zalando 057 78 10 699 641 473 315 47 227 177 164 75 65 57 50 107 1202 121 159 554 355 391 143 11,562 13616 16121 18735 66 61 65 75 25 24 27 35
Burlington Stores 540 281 01 (113 49 41 196 590 141 129 111 B0 179 125 96 (463) 718 521 490 (9) 809 1036 637 5764 9499 10176 11,290 55 117 115 123 (38 65 63 70
Tapestry 10760 3% 09 129 11 102 96 80 71 63 57 34 33 28 22 260 302 272 231 209 409 421 31 5746 6584 6868 7,08 264 228 232 239 145 148 153 158
Canada Goose 334 N 03 633 02 N2 13 n8 144 107 84 52 87 61 60 82 297 288 347 116 382 480 1003 684 906 1062 1200 223 261 289 305 78 127 150 162

Source: Ventura Research & Bloomberg
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Vedant Fashions is available at significant discount to peers
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Understanding the business

VFL is the only pan India franchisee in the Indian wedding and celebration wear segment in a
market having regional players. The ‘Manyavar’ brand is a category leader in the branded
Indian wedding and celebration wear market with a pan-India presence, as of FY20. The
company offers a one-stop destination with a wide-spectrum of product offerings for every
celebratory occasion.

Product Portfolio
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Source: Company RHP

It is focused on further enhancing its leadership position in the organized Indian wedding and
celebration wear market and establishing its dominance in the premium and value segments
of the men’s Indian wedding and celebration wear market through its brands, Twamev and
Manthan, respectively, and in the women’s Indian wedding and celebration wear market
through its brand, Mohey, launched in 2015. Through its diverse portfolio of leading and
differentiated brands, including its acquisition of Mebaz in FY18, a regional legacy brand
catering to the entire family with a rich heritage and established presence in the states of
Andhra Pradesh and Telangana, it is able to better cater to the needs of its customers and the
aspirations of the entire family yet remain value for money.

6|Page (3" Feb 2022) For any further query, please email us on research@ventural.com
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Brand Portfolio

Brand Positionin Price Distribution
& Spectrum Channel
Mid EBOs, MBOs,
Manyawar 1999 Men’s and boys’ flagship brand . LFS, e-
premium
commerce
Mid- EB -
Mohey 2015 Women'’s flagship brand id . Osand e
premium commerce
Mid-
Men’s, women’s and kids’ brands .
EB
ek 2017 for the South Indian market prem!um to Os
premium
MB LFS, e-
Manthan 2018 Men’s value brand Value Os, LFS, e
commerce
Twamev 2019 Men’s premium brand Premium EBOs

Source: Company Reports

As of Sept 30, ‘21, it had a retail footprint of 1.2 msf covering 535 EBOs (including 58 shop-in-
shops) spanning across 212 cities and towns in India, and 11 EBOs overseas across the United
States, Canada and the UAE.

Geographic Distribution of EBO Retail Network across India
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Sales Break-Up

By Brand

By Sales Channel
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Source: Company Reports

Financial Analysis and Projections

FY21 was an exceptionally bad year for the Indian celebration wear market due to Covid-19.
Over the period FY19-21, VFL reported a revenue decline of 16.0% CAGR to INR 565 cr in FY21
impacted by

e 15.1% CAGR decline in Manyavar (84.2% of FY21 revenue) to INR 475.6 cr,
e 10.5% CAGR decline in Mohey (7.5% of FY21 revenue) to INR 42.2 cr, and
e 27.0% CAGR decline in other brands (8.3% of FY21 revenue) to INR 47.1 cr.

EBITDA/PAT fell at a CAGR of 5.7%/14.6% to INR 243 cr/INR 133 cr respectively. EBITDA margin
however, expanded by 890 bps to 44.6% due to lower operating expenses. PAT margin
expanded by 80bps to 23.5%. Return ratio ROE, ROCE and ROIC fell by 830bps/1000bps/ 2280
bps to 12.2%/8.1%/17.1% respectively.

Over the period FY21-24E, we expect VFL revenue to grow at 40.6% to INR 1,569 cr driven by

e 37.1% CAGR in Manyavar (78.1% of FY21 revenue) to INR 1,226 cr,
e 26.8% CAGR in Mohey (5.5% of FY21 revenue) to INR 86 cr, and
e 76.1% CAGR in other brands (16.4% of FY21 revenue) to INR 257 cr.

EBITDA/PAT are expected to grow 42.2%/50.5% to INR 698 cr/ INR 453 cr. This is aided by the
fact that the company has never offered any discounts on its products and does not plan to
offer discounts in the future as well. EBITDA and PAT margins are forecasted to improve by 150
bps/ 530bps to 44.5%/28.9% respectively by FY24. Return ratios, ROE, ROCE and ROIC are
expected to improve by 810 bps/840 bps/2310 bps to 20.3%/16.5%/40.3% respectively.

For any further query, please email us on research@ventural.com
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VFL’s Financial Summary

Figin INR Cr (unless specified) FY17 FY18 FY19 FY20 FY21 FY22E FY23E FY24E FY25E FY26E FY27E FY28E FY29E FY30E FY31E

Revenue from operations 5994 7581 800.7 9156 564.8 7950 11250 15690 21350 28290 36360 45740 56280 67720 80800
YoY Growth (%) 189 25 56 143 (383 408 415 395 36.1 325 285 258 20 203 193
Employee Cost 3438 490 472 533 38.1 517 731 1020 1388 1839 245 2950 360.2 4334 5131
Employee Cost to Sales (%) 58 6.5 59 58 6.7 6.5 6.5 6.5 6.5 6.5 6.5 6.5 6.4 6.4 6.4
Other Expenses 2515 6.5 2693 73 1373 1904 2689 3742 508.1 6719 817 10818 13282 15948 139838
Other Expenses to Sales (%) 430 325 336 237 243 240 239 239 238 238 237 237 236 236 235
Cost to income ratio (%) 488 390 395 296 311 305 304 304 303 303 302 301 300 300 299
EBITDA 1135 817 2736 3038 2431 352 4995 698.2 9522 12646 16307 2050 25382 30609 36643
EBITDA Margin (%) 289 306 342 430 430 443 444 4.5 44.6 4.7 449 450 45.1 452 454
Net Profit 106.0 1479 1822 2366 1329 2163 3145 4528 637.8 837 11317 14498 18138 22143 26818
Net Margin (%) 17.7 195 228 258 235 272 280 289 299 305 311 317 322 327 332
Adjusted EPS 44 6.1 15 9.8 5.5 89 130 187 263 35.6 466 59.7 71 91.2 1105
PJE(X) 1982 4.1 1154 88.8 158.1 972 66.8 464 330 243 186 145 116 95 78
Adjusted BVPS 136 290 366 839 4.0 65.1 764 921 1134 1411 1761 2209 2769 3426 4189
P/BY (X) 638 298 237 19.7 193 133 113 94 7.6 6.1 49 39 31 25 21
Enterprise Value 21,0696 209367 20,7922 206425 20788 206177 204755 202379 201307 200251 197177 193123 187708 181007 17,3365
EV/EBITDA (X) 1214 904 76.0 524 85.5 585 41.0 290 211 158 121 94 74 59 47
Net Worth 3293 705.0 885 10660 10914 15806 18541 22345 27511 34248 42736 53609 67213 83156  10,166.0
Return on Equity (%) 322 210 205 22 122 137 170 203 232 252 265 27.0 27.0 26,6 264
(Capital Employed 3827 7615 9519 10660 13236 19270 22414 26500 32144 38991 47780 59955 75021 92551  11287.0
Return on Capital Employed (%) 281 189 181 27 81 100 133 165 192 26 232 27 236 233 21
Invested Capital 3815 6243 6633 691.2 809 11809 13123 14550 18645 24326 29740 36559 44747 53989 64852

Return on Invested Capital (%) 435 356 400 4.1 171 219 303 403 43 46.2 498 519 530 534 537

Cash Flow from Operations % 4 U7 M35 526 (1274) 330 S81 4801 644 8530 10929 14031 17767 21617
Cash Flow from Investing (15 (94 (629 (57 (884 (737) {947 (577 (966)  [470) (498  (5577) (6727 (6885)  (809.0)
Cash Flow from Financing (57 26 (129 (4100 (1665 3625 (48  (834)  (1185) (258 (018  (283) (3780 (423 (7%29)
et Cash Flow 04 @5 10 67 3 64 144 1669 651 (114 114 459 323 5409 598
Free Cash Flow 23 (1026 131 w6 M83  (90) 195 66 2635 3661 653 8B5S 10573 1305 16455
FCF to Revenue (%) 04 (B N6 M3 40 @9 w5 n»1 B3 1LY 172 B0 188 198 204
FCF to EBITDA (%) 13 W3 83 %5 1022 (24 B3 H§  47 B0 B3 1 47 B M9
FCF to Net Profit (%) 2 03 %0 %I 1868 (65 65 75 43 &4 553 %8 583 605 614
FCF to Net Worth (%) 07 (43 195 09 28 (50 106 155 9% 107 M§ 154 157 16 162
Total Debt B85 65 634 00 B2l M4 3813 4165 4633 M3 S04 636 7808 9395 11210
Net Debt 22 (807) (5 (8 (808 (3%97) (419 (795)  (8%67)  (9922) (L2996) (L7050) (22468 (29167)  (36809)
Net Debt o Equity () 02 0y 03 04 0y 03 03I 03 03 03I 03 03 03 04 (04
Net Debt to EBITDA (Y 03 03y 08 (Lo 0y 1y Ly wy 0y ey 08§ (08 09y (10 (10
Interest Coverage Ratio ) N8 %8G9 119 57 105 14 M6 188 40 03 B3 BS B5S B3

Source: Company Report
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INR cr Strong revenue growth on the cards Higher contribution from emerging brands
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Key Growth Drivers

Large and growing Indian wedding and celebration wear market

The aggregate ethnic wear industry has a market size of INR 1,800 bn and is expected to
grow at a CAGR of 5.5%-6.0% to INR 2,350 bn — INR 2,400 bn by FY25. Under this, the
celebration market has a market size of INR 1,020 bn and is expected to grow at a CAGR of
5.5%-6.0% to INR 1,325 bn —INR 1,375 bn by FY25. The branded celebration wear market is
forecasted to grow at a CAGR of 18.0% -20.0% from INR 153 bn — INR 204 bn to INR 371 bn —
INR 440 bn.

Indian Ethnic Wear & Celebration Wear Market

Aggregate Industry® Men Women
Ethnic Wear Ethnic Wear Ethnic Wear
~1,800 ~180 m ~1,458 n

L 2.350-2400 LoNA omA_
Celebration Wear Celebration Wear Celebration Wear
~1,020 m 133 m PN % 6.4%
11,326,375 ; \-170-180; . -950-1,000
‘Branded Branded Branded
~153.0-204.0 ~26.6-33.3 ~110.3-147.0

-

FY20 (INR bn) 1 ~68.0-81.0 ~256.5-300.0

p e I [ srioaswo S 680810 p
{FY25 IR bn) ST i — m -

Source: Company Reports

This opportunity is driven by increased sepnding on celebration wear owing to

e Huge domestic market of weddings per year (9.5-10 million marriages per year)
e  Multi-day & multi-event wedding celebrations

e Trend to wear apt Indian Wedding & Celebration wear for events

e Increasing association with brands in celebration ethnic apparel

e Shift from tailored to ready-to-wear celebration ethnic apparel

e Increased penetration of branded players in Tier 2/3 markets

Manyawar being the market leader in the Indian celebration wear market with a diverse

portfolio of brands catering to the aspirations of the entire family is well positioned to take
advantage of this market opportunity.

11|Page (37 Feb 2022) For any further query, please email us on research@ventural.com
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Market leader in Indian celebration wear —

According to CRISIL, the ‘Manyavar’ brand is a category leader in the branded Indian wedding
and celebration wear market with a pan-India presence, as of FY20.

Key Brands Predominant in Indian Wedding & Celebration Wear

P2 R (N o

>7,000 - " W\F‘O”ﬁ’“ SIS |

8
> 3,000 to <= 7,000 W

>1,000 to <= 3,000 AT s5vasach mm?omz Rm KUHR

'gi 3 Oohey TANEIRA VR ® MANTHAN' [N . ethnix

<= e v ‘ | twamev -

1,000 onay l( A7 : = GHNUNIANRL SR 1 t \k-l az :swmmvan Janpa
| -

Source: Company Reports; Note: Predominant in Indian wedding & celebration wear - brands with >50% revenue from Indian wedding & celebration wear

The company’s product portfolio, curated at a diverse range of price points, enables it to
remain aspirational and yet value for money to the Indian consumers. It is the largest company
in India in the men’s Indian wedding and celebration wear segment in terms of revenue,
OPBDIT and PAT for FY20.

VFL’s Leadership Position

Number of EBOs Operating Income (FY20) in INR mn
600 530 10000 9182
9000
500 8000
400 7000 5772
6000
300 5000
4000
200 2000 2866
68 5000 1810
100
29 . 21 24 1000 I 355
0 | — | I 0 [
Manyawar Nalli Ritu Kumar  Neeru's Jahanpanah Manyawar  Nalli  RituKumar Neeru's Jahanpanah
Mohey Mohey

Mar-21 Dec-20 Jun-21 Mar-21 Jun-21
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Operating Margin (FY20) Net Profit Margin (FY20)
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Source: Company Report and CRISIL Research

Unique business model combining asset-light brand play along with seamless
purchase experience —

VFL has a differentiated model combining the strengths of retailing with branded consumer
play

i) Asset-light EBO distribution model — VFL is asset-light in respect of its plant, property
and equipment with EBOs which are predominantly operated by its franchisees on a
pan-India basis. In the six months ended September 30, 2021, over 88.09% of the sales
of its customers was generated by EBOs, with over 7.35% by MBOs and shop-in-shops,
over 0.88% by LFS and over 3.68% by online channels.

~88% of Sales of Customers from EBOs (Sept-21)

~88% of Sales of Customers from EBOs (Sept-214)

__________________________________________

International |
Tier il [ EBOs .

13.0% 3.6%

" INR 4,164
A mn

“Tier U I/l cities in India

Source: Company Report

ii) Strong retail brand play — The company’s retail strategy is primarily focused on
delivering a consumer-centric experience and it endeavours to launch on-trend
designs throughout the year. As sales are primarily channeled through EBOs, it is able
to collect secondary sales data and utilize it to analyze consumer buying behaviour.
This helps the company develop a better understanding of evolving consumer
preferences in the various micro-markets in which it operates and drive the supply
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chain and merchandise mix in an efficient manner. Moreover, its inventory system is
ERP-based and updated on a real time basis which enables it to ensure that the
inventory is replenished to an optimal level at all times.

Strong Retail Brand Play

Consumer Focused Brand
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Efficient Supply Chain

ERP based inventory
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time basis

Inventory replenished to
optimal level at all times

Source: Company Report

Retail expansion within and outside India -

VFL intends to focus its expansion effects in markets where there is an increasing demand for
its products, and where it can leverage its existing presence to expand market share. Through
the cluster-based expansion strategy, it has identified several cities and towns in both existing
geographies where it has a presence and new geographies where it plans to establish its first
EBOs.
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Between FY16-21, it has increased its EBO retail space footprint from approximately 0.50 msf
to over 1.1 msf, and aims to double its national footprint over the next few years.

Plans to double EBO retail space footprint

(mn sq. ft.)
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1.5
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1
0.5
0.5 .

FY16 FY21

Next few years

Source: Company Reports & Ventura Research

The company has developed independent growth strategies for each of its brands, and intends
to expand the footprint of the Mohey brand (along with the Manyavar brand) by establishing
exclusive Mohey brand stores in clusters where it has an established dominant position,
increasing the presence of Twamev brand products through cross-selling at Manyavar stores,

15|Page (3¢ Feb 2022)

For any further query, please email us on research@ventural.com



Kyon ki bhaiya, sabse bada rupaiya.

16| Page (3% Feb 2022)

\V4dl VENTURA

@ Qanyavar

and increasing the penetration of Manthan and Manyavar brands by increasing sales volumes
through the wholesale channel, MBOs, LFSs and online channel.

Independent growth strategy for each of the brands
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Source: Company Reports

It also intends to further expand the footprint of the Manyavar brand by continuing to open
new EBOs in new areas, cities and markets, and expand its international presence in markets
with a large Indian diaspora, strong-rooted Indian traditions and high spending power such as
the United States, Canada, United Kingdom, the Middle East, South East Asia and Australia.

Strong focus on increasing presence in international markets

Large Indian diaspora .fﬁ. SKong Toulid ndki

Key parameters to expand ﬁb ek High spending power

international presence
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Source: Company Reports

Up-selling and Cross-selling Initiatives —

By owning multiple brands catering to the Indian wedding and celebration wear market and
operating each within the same omni-channel network, the company is able to significantly
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up-sell and cross-sell its products through the existing retail channels. Maintaining strong
operational synergies within its EBO network enables it to leverage the strong brand recall and
established presence of the Manyavar brand to introduce customers to its emerging brands
such as Twamev and Mohey.

As a result, it is able to up-sell the Twamev brand products to its Manyavar customers who
may be looking for a premium offering, or cross-sell its Mohey brand products at the Manyavar
stores, thereby achieving an increase in order value and the number of items a customer may
buy. Moreover, through the Manyavar and Mohey brands, it has recently introduced the ‘Man-
Moh’ range, a coordinated jodi collection for the bride and the groom.

Up-selling & Cross-selling Initiatives

Up-sell ®
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%" z ] ‘l iy f - l-
Leveraging ‘Manyavar' store presence

@

-.I.rr W b T T . ‘ i ]
A (VaINLICNGH ) ““'-x J‘u, 20 Man-Moh
W v

Coordinated Jodi Collection for the bride & the groom

Source: Company Reports

The company aims to deepen its connection with customers by way of extending buying
opportunities to not only include the wedding ceremony but also other celebrations like
engagement ceremony, haldi, mehndi, sangeet, wedding reception, and other celebratory
occasions, such as pan-India and regional religious festivals. It also plans to continue to expand
its audience by introducing additional product ranges and growing existing product ranges,
such as the kids’ wear ranges of Manyavar, Mebaz and Mohey brands. It also aims to launch
additional products such as accessories for the Mohey range and widen its audience for the
Manthan brand.

17|Page (37 Feb 2022) For any further query, please email us on research@ventural.com



Kyon ki bhaiya, sabse bada rupaiya.

g venTURA
@(Oangg?uap

Expansion of Product Portfolio

Expand via omni-channel strategy
Kids’ Wear Range Accessories with an optimal blend of products
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Source: Company Reports

Disciplined Approach towards Acquisitions —

In addition to strengthening and expanding the reach of VFL's existing brands, it aims to
acquire other brands opportunistically. Through its acquisitions, it plans to leverage its existing
strong cash position towards the synergic opportunities and seamlessly integrate the acquired
brand with the ecosystem of the existing brands, thereby facilitating an increase in profitability
margins and achieving economies of scale.

Growth via acquisitions

Established Competitor

E:

Expand Presence in
New Regions

Product / Category
Expansion

Source: Company Reports

The primary focus while reviewing potential acquisition opportunities will be to consolidate its
leadership position, expand its presence in regions where it does not have a significant
presence, supplement the ability to leverage its existing manufacturing and supply chain to
drive future expansions and further enhance and optimize its omni-channel network through
the acquisition of a relatively established competitor in the ethnic and celebration wear
market. The company is also examining the possibility of integrating existing brands with the
potential target brand. It is focusing on opportunities in adjacent product categories within the
Indian wedding and celebration wear market such as kids apparels and accessories, and on
brands not competing with one of its existing brands, so as to facilitate an easier integration
and better synergies with the target.
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VFL’s Management Team

KMP Designation Description
He has studied commerce from St. Xavier’s College, Calcutta University and

Chairman & Managing been associated with the company since its inception. He has more than

Director two decades of experience in the garment industry. He oversees the
design and marketing functions of the company.

Ravi Modi

She has studied commerce from Allahabad University and been associated
with the company since inception. She has more than two decades of
experience in the garment industry. She handles the digital strategy and
product lifecycle of the company

Shilpi Modi Whole Time Director

He joined the company in 2013 and has completed his B-Com (honours)
degree from the University of Calcutta. He is also a qualified chartered
accountant with over 16 years of experience in finance, accounting, audits,
taxation and regulatory compliances.

Rahul Murarka CFO

He has been associated with the company since 2002 and is engaged in
product designing and in developing the product vision, strategy, analytics
and metrics. He completed his schooling and attended college in Kolkata,
West Bengal.
He joined the Company in 2020 and leads the business strategy and
Chief - Strategy & investment functions of the company. He is a Certified Financial Analyst
Investments registered with the CFA Institute, USA and a Financial Risk Manager
enrolled with the Global Association of Risk Professionals, USA.
He joined the company in 2008 and oversees the entire supply chain

Amar Sethia Chief Product Officer

Siddhartha Saraf

Ajay Modi Chief Supply Chain process including replenishment and inventory management. He has
Officer passed his bachelor’s degree in business management from the Bangalore
University.
He joined the company in 2018 and holds a BA degree from University of
Chief of Retail Business  Delhi. He has completed his MBA (marketing) from S.P. Jain Center of
S. Arif Raza Development and Management. He has also completed the retail next practice, executive

Projects program from XLRI. He has over 10 years of experience in retail business
development and management.

Source: Company Reports
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Issue Structure and Offer Details

The proposed issue size of VFL’s IPO is INR 3,149.19 cr, out of which the entire amount is an
OFS. The price band for the issue is in the range of INR 824-866 and the bid lot is 17 shares and
multiples thereof.

Issue Structure

Category No. of shares offered % of Issue
Qi 1,81,82,419 Not more than 50%
Non Institutional Bidders 54,54,726 Not less than 15%
Retail 1,27,27,693 Not less than 35%
Total 3,63,64,838 100%

* Number of shares based on higher price band of INR 866

Source: Company Reports

Selling Shareholders in the OFS

Selling Shareholders Number of shares offered (upto)
Rhine 1,74,59,392
Kedaara AIF 7,23,014
Ravi Modi Family Trust 1,81,82,432
Total 3,63,64,838

Source: Company RHP

Shareholding Pattern

Category Pre Issue Post Issue
Promoters 92.40% 77.42%
Public 7.60% 22.58%
Total 100.00% 100.00%

Source: Company RHP
Risks and Concerns

1. The COVID-19 pandemic or any future pandemic or widespread public health
emergency could adversely affect the business, results of operations, financial
condition and cash flows.

2. The business is highly concentrated on Indian wedding and celebration wear and
vulnerable to variations in demand, as well as changes in consumer preferences

which could have an adverse effect on the financials and our forecasts.

3. The business prospects depend on the strength of its key brand - Manyavar, and any
failure to maintain or grow sales of its products could adversely affect the business.
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Financial Analysis & Projections

Figin INR Cr (unless specified) FY20 FY21 FY22E FY23E FY24E @ Fig in INR Cr (unless specified) FY20 FY21 FY22E FY23E FY24E
Income Statement Per share data & Yields
Revenue 915.6 564.8 7950 11250  1,569.0 Adjusted EPS (INR) 9.8 55 89 13.0 187
YoY Growth (%) 143 (38.3) 408 415 395 Adjusted Cash EPS (INR) 134 94 128 17.1 233
Raw Material Cost 2512 146.3 200.7 2835 394.6  Adjusted BVPS (INR) 439 45,0 65.1 76.4 92.1
RM Cost to Sales (%) 274 25.9 25.3 25.2 25.2  Adjusted CFO per share (INR) 10.0 104 (5.3) 138 209
Employee Cost 533 38.1 517 73.1 102.0  CFOYield (%) 12 12 (0.6) 16 24
Employee Cost to Sales (%) 5.8 6.7 6.5 6.5 6.5  Adjusted FCF per share (INR) 9.2 102 (3.3) 8.1 143
Other Expenses 217.3 1373 1904 2689 3742 FCFYield (%) 11 12 (0.4) 09 16
Other Exp to Sales (%) 23.7 24.3 24.0 239 23.9  Dividend Payout (%) 0.0 0.0 10.0 130 16.0
EBITDA 393.8 2431 3522 499.5 698.2  Solvency Ratio (X)
Margin (%) 43.0 43.0 44.3 444 44.5  Total Debt to Equity 0.0 0.2 0.2 0.2 0.
YoY Growth (%) 43.9 (38.3) 4.9 418 39.8  NetDebt to Equity (0.4) (0.2) (03) (0.3) (0.3)
Depreciation & Amortization 88.7 95.5 93,5 1016 1123  NetDebt to EBITDA (1.0) (0.9) (L1) (11 (11)
EBIT 305.0 147.5 258.7 3979 585.9
Margin (%) 333 26.1 325 354 373 Return Ratios (%)
YoY Growth (%) 15.1 (51.6) 754 538 473 Return on Equity 22.2 122 137 17.0 203
Other Income 324 60.2 56.2 57.2 59.4  Return on Capital Employed 217 8.1 10.0 133 16.5
Finance Cost 25.6 25.8 24.6 349 40.2  Return on Invested Capital 44.1 171 219 30.3 40.3
Interest Coverage (X) 11.9 5.7 10.5 114 14.6
Exceptional Item 0.0 0.0 0.0 0.0 0.0  Working Capital Ratios
PBT 3118 181.9 2903 420.2 605.1 Payable Days (Nos) 20 32 32 29 27
Margin (%) 34.1 322 36.5 374 386  Inventory Days (Nos) 48 65 80 65 50
YoY Growth (%) 115 (41.7) 59.6 44.7 44.0  Receivable Days (Nos) 148 233 250 200 155
Tax Expense 75.2 49.0 74.0 105.8 152.3  Net Working Capital Days (Nos) 176 267 298 236 178
Tax Rate (%) 24.1 269 255 25.2 252 Net Working Capital to Sales (%) 483 73.0 816 64.7 488
PAT 236.6 1329 2163 3145 452.8
Margin (%) 258 235 272 28.0 28.9  Valuation (X)
YoY Growth (%) 29.9 (43.8) 62.8 454 440 PJE 888 1581 97.2 66.8 464
Min Int/Sh of Assoc 0.0 0.0 0.0 0.0 00 P/BV 197 193 133 113 94
Net Profit 236.6 132.9 2163 3145 452.8 EV/EBITDA 524 85.5 58.5 41.0 29.0
Margin (%) 258 235 272 28.0 289  EV/Sales 225 36.8 259 182 129
YoY Growth (%) 29.9 (43.8) 62.8 454 4.0

Cash Flow Statement
Balance Sheet PBT 3118 1819 290.3 420.2 605.1
Share Capital 25.0 24.8 243 243 24.3  Adjustments 85.9 89.8 (107.2) 97.9 93.0
Total Reserves 1,041.0 10666 15563 18299  2,210.2 Changein Working Capital (79.1) 29.9 (236.5) (78.3) (37.8)
Shareholders Fund 1,060 1,091.4 15806  1,8541  2,2345 Less:TaxPaid (75.2) (49.0) (740)  (105.8)  (152.3)
Lease Liabilities 0.0 153.9 216.6 249.1 286.5  Cash Flow from Operations 2435 2526 (127.4) 334.0 508.1
Deferred Tax Assets / Liabilities 15 132 125 125 12.5 Net Capital Expenditure (18.4) 151 (128.7)  (1246)  (166.4)
Other Long Term Liabilities 283.3 195.8 49.0 69.3 96.6  Change in Investments (77.3) (103.5) (45.0) (70.1) (91.3)
Long Term Trade Payables 0.0 0.0 0.0 0.0 0.0 Cash Flow from Investing (95.7) (88.4)  (173.7)  (194.7)  (257.7)
Long Term Provisions 23 2.6 3.5 5.0 7.0  Change in Borrowings (115.4) (322) 1143 409 29.2
Total Liabilities 1359.1 14569 18622 2,900  2,637.0 Less:Finance Cost (25.6) (25.8) (24.6) (34.9) (40.2)
Net Block 506.6 458.9 494.2 517.1 571.2  Proceeds from Equity 0.0 0.0 294.5 0.0 0.0
Capital Work in Progress 0.0 0.2 0.0 0.0 0.0  Buyback of Shares 0.0 (108.4) 0.0 0.0 0.0
Intangible assets under developmer 0.3 0.1 0.0 0.0 0.0 Dividend Paid 0.0 0.0 (21.6) (40.9) (72.5)
Non Current Investments 46.0 80.0 1200 144.0 1728  Cashflow from Financing (141.0)  (166.5) 362.5 (34.8) (83.9)
Long Term Loans & Advances 106.5 107.8 150.9 203.7 284.1  Net Cash Flow 6.7 (23) 61.4 104.4 166.9
Other Non Current Assets 0.1 0.1 0.2 0.2 0.3 Forex Effect 0.0 0.0 0.0 0.0 0.0
Net Current Assets 699.6 809.7 1,097.0 1,325.0 1,608.7  Opening Balance of Cash 2.1 89 6.6 68.0 172.4
Total Assets 13591 14569 18622 2,900  2,637.0 Closing Balance of Cash 89 6.6 68.0 1724 3394

Source: Company RHP and Ventura Research
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Disclosures and Disclaimer

Ventura Securities Limited (VSL) is a SEBI registered intermediary offering broking, depository and portfolio management services to clients. VSL is member of BSE, NSE
and MCX-SX. VSL is a depository participant of NSDL. VSL states that no disciplinary action whatsoever has been taken by SEBI against it in last five years except
administrative warning issued in connection with technical and venial lapses observed while inspection of books of accounts and records. Ventura Commodities Limited,
Ventura Guaranty Limited, Ventura Insurance Brokers Limited and Ventura Allied Services Private Limited are associates of VSL. Research Analyst (RA) involved in the
preparation of this research report and VSL disclose that neither RA nor VSL nor its associates (i) have any financial interest in the company which is the subject matter
of this research report (ii) holds ownership of one percent or more in the securities of subject company (iii) have any material conflict of interest at the time of
publication of this research report (iv) have received any compensation from the subject company in the past twelve months (v) have managed or co-managed public
offering of securities for the subject company in past twelve months (vi) have received any compensation for investment banking merchant banking or brokerage
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months (viii) have received any compensation or other benefits from the subject company or third party in connection with the research report. RA involved in the
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this research report and VSL discloses that they have not been engaged in the market making activity for the subject company. Our sales people, dealers, traders and
other professionals may provide oral or written market commentary or trading strategies to our clients that reflect opinions that are contrary to the opinions expressed
herein. We may have earlier issued or may issue in future reports on the companies covered herein with recommendations/ information inconsistent or different those
made in this report. In reviewing this document, you should be aware that any or all of the foregoing, among other things, may give rise to or potential conflicts of
interest. We may rely on information barriers, such as "Chinese Walls" to control the flow of information contained in one or more areas within us, or other areas, units,
groups or affiliates of VSL. This report is for information purposes only and this document/material should not be construed as an offer to sell or the solicitation of an
offer to buy, purchase or subscribe to any securities, and neither this document nor anything contained herein shall form the basis of or be relied upon in connection
with any contract or commitment whatsoever. This document does not solicit any action based on the material contained herein. It is for the general information of the
clients / prospective clients of VSL. VSL will not treat recipients as clients by virtue of their receiving this report. It does not constitute a personal recommendation or
take into account the particular investment objectives, financial situations, or needs of clients / prospective clients. Similarly, this document does not have regard to
the specific investment objectives, financial situation/circumstances and the particular needs of any specific person who may receive this document. The securities
discussed in this report may not be suitable for all investors. The appropriateness of a particular investment or strategy will depend on an investor's individual
circumstances and objectives. Persons who may receive this document should consider and independently evaluate whether it is suitable for his/ her/their particular
circumstances and, if necessary, seek professional/financial advice. And such person shall be responsible for conducting his/her/their own investigation and analysis of
the information contained or referred to in this document and of evaluating the merits and risks involved in the securities forming the subject matter of this document.
The projections and forecasts described in this report were based upon a number of estimates and assumptions and are inherently subject to significant uncertainties
and contingencies. Projections and forecasts are necessarily speculative in nature, and it can be expected that one or more of the estimates on which the projections
and forecasts were based will not materialize or will vary significantly from actual results, and such variances will likely increase over time. All projections and forecasts
described in this report have been prepared solely by the authors of this report independently of the Company. These projections and forecasts were not prepared with
a view toward compliance with published guidelines or generally accepted accounting principles. No independent accountants have expressed an opinion or any other
form of assurance on these projections or forecasts. You should not regard the inclusion of the projections and forecasts described herein as a representation or
warranty by VSL, its associates, the authors of this report or any other person that these projections or forecasts or their underlying assumptions will be achieved. For
these reasons, you should only consider the projections and forecasts described in this report after carefully evaluating all of the information in this report, including
the assumptions underlying such projections and forecasts. The price and value of the investments referred to in this document/material and the income from them
may go down as well as up, and investors may realize losses on any investments. Past performance is not a guide for future performance. Future returns are not
guaranteed and a loss of original capital may occur. Actual results may differ materially from those set forth in projections. Forward-looking statements are not
predictions and may be subject to change without notice. We do not provide tax advice to our clients, and all investors are strongly advised to consult regarding any
potential investment. VSL, the RA involved in the preparation of this research report and its associates accept no liabilities for any loss or damage of any kind arising out
of the use of this report. This report/document has been prepared by VSL, based upon information available to the public and sources, believed to be reliable. No
representation or warranty, express or implied is made that it is accurate or complete. VSL has reviewed the report and, in so far as it includes current or historical
information, it is believed to be reliable, although its accuracy and completeness cannot be guaranteed. The opinions expressed in this document/material are subject
to change without notice and have no obligation to tell you when opinions or information in this report change. This report or recommendations or information
contained herein do/does not constitute or purport to constitute investment advice in publicly accessible media and should not be reproduced, transmitted or published
by the recipient. The report is for the use and consumption of the recipient only. This publication may not be distributed to the public used by the public media without
the express written consent of VSL. This report or any portion hereof may not be printed, sold or distributed without the written consent of VSL. This document does
not constitute an offer or invitation to subscribe for or purchase or deal in any securities and neither this document nor anything contained herein shall form the basis
of any contract or commitment whatsoever. This document is strictly confidential and is being furnished to you solely for your information, may not be distributed to
the press or other media and may not be reproduced or redistributed to any other person. The opinions and projections expressed herein are entirely those of the
author and are given as part of the normal research activity of VSL and are given as of this date and are subject to change without notice. Any opinion estimate or
projection herein constitutes a view as of the date of this report and there can be no assurance that future results or events will be consistent with any such opinions,
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any of its directors or any other person. Information in this document must not be relied upon as having been authorized or approved by the company or its directors
or any other person. Any opinions and projections contained herein are entirely those of the authors. None of the company or its directors or any other person accepts
any liability whatsoever for any loss arising from any use of this document or its contents or otherwise arising in connection therewith. The information contained herein
is not intended for publication or distribution or circulation in any manner whatsoever and any unauthorized reading, dissemination, distribution or copying of this
communication is prohibited unless otherwise expressly authorized. Please ensure that you have read “Risk Disclosure Document for Capital Market and Derivatives
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