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Disclaimer

This report contains forward-looking statements, which may be identified by their wuse of words like
Ob1 AA@HNOAEDA BGOE AGDMAICHIEG ADBIHOO ERRAABidiAotdr Avdrils of similar meaning All statements that
address expectations or projections about the future, including but not limited to statements about the # 1 | D A istta@dgy for
growth, product development, market position, expenditures, and financial results are forward-looking statements Forward-looking
statements are basedon certain assumptionsand expectations of future events. The Companycannot guaranteethat these assumptions
and expectationsare accurateor will be realized.

The# 1 | D A hctud résults, performance or achievementscould thus differ materially from those projected in any suchforward looking
statements The Companyassumesno responsibility to publicly amend, modify or revise any forward looking statements,on the basis of
any subsequentdevelopments,information or events.



Future Groupin Numbers FLFum

The ForemosPlayer Cateringl 2 (0 KS &/ 2y adzYLIJi A2y

A TOTAL NET SALES 0 MARKET CAP INCREASE
f20'000 CR + i 294% (31 Mar 14 to 19 Sep 16)
RETAIL FOOTPRINT
= i & TOTAL AREA
1,100+ STORES 18 MIN SQ FT
- CUSTOMER FOOTFALLS | - CITIES PRESENT
i in
340 MN + ; 250 +
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*:Market Cap for 19 Sep 16 includes FRL , FLF, FCEL and FEL while for 31 Mar 14 includes erstwhile FRL, FLF and FCEL



Future GroupOverview FLFos
— Focussing on Food, Fashlon & HOME ey,

r-_-_-_-_-_-_-_-_-_-i ------------- I FUTURE Y
! _— ; M CONSUMER
FUTURE RETAILI , = e
! i A1 LIMITED
Operates across : Focuses on branded fashion fronﬁ Pure play integrated Food &
hypermarkets, convenience ; designto distribution; witha | FMCG company with a portfolio
stores and home segment 1 portfolio of brands in fashion spacé of brands across categories
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FEL
FSc Offers end to end logistics and supply chain solutions to the Group
PREMJIINVEST EEIC @IFC =z B oot pupasasser” DR

Well capitalized businesses with leaner balance sheets and improving operating performance every quarter
4



Indian Fashionindustry Rapidly Shifting towards Branded F L F

ApparelCoupledwith StrongerMacroeconomics

Indian fashionmarket is a very large opportunity. L Yy R faghi@dndustry comprisingapparel,eyewear,footwear, accessoriesjme
wearandotherswasworth ~U$100bnin 2015 C [ ©fferdngsare presentacrossmajority of the segments

Branded Apparel Market Growing Faster Than Overall
Market*

Clearand rapid shift towards brandedproducts Indian fashion
market is rapidly moving towards branded products, which
continueto havesignificantheadroomfor growth

(US$ bn)

Brandedfashiongrewat 24% CAGRver2011-15
L ¥ RTop18fshionbrandstogetherhavejust 6.8% share

of total retail market(byvalue)

25% 29% 0
Brandedapparel growing faster than overall market (12% > S

vs 9.2% CAGRY, its shareto rise from ~29%to 34% over 71% 66%
201521
Modern retail has high (-43% penetration of branded 2011 2015 2021e
apparel
m Unbranded = Branded
Brandedappareimarketsplitby segment CAGR (%)
aSyQa YR 62YSyQa ¢SI NI G2 O2YULBEES dr1c:: 27 J Si 68

2020 ’
. 10% v‘u@r

. N} YRSR 62YSyQa 6SINI G2 3aANRBS |G mPpE OSNA T Qa ol NJ
0
Athletics/sports wear / others category to grow at 2x of
& = 4 &l 21%
YSyQa ¢S NJ — 34% 0
FLF is well positioned to capture growth across all segments 13% 15%
LI NIIAOdzA F NI &8 62YSyQa 6SIFN | YR 9 AOacxki B YL S
33%
through combination of own brands (e.g. Cover 0
41% 10%
Story,aLl, Lee Cooper) and ndfLF brands 47%
2015 2020 .

# Source UNESCO, CLSA Report Men's m Women's ' Kids = Sports/Others



Fashionindustry s at an Inflection Point FLFum

[ Fashion market expected to witness disproportionate growth as per Capita GDP nears US$2:20K0 ]
Count ReachedGDPper capita Trajectoryof Retailsalesafter it reached$2000 per
Y of $2000in (Year) capitaGDP

China 2006 Revenuegrew 3xfrom 20022012, with higher
growth kicking in once per capita GDP crossed
$2000 in 2006

O I8

Russia 2001 Revenuedoubledover the next
decade
Brazil 1986 Revenuedoubledover the next
decade
Y g N .
‘ SouthKorea 1984 Revenuegrew 4xn the next decade
N
G*: Singapore 1982 Revenuegrew 3xn the next decade

At present Per Capita GDP of India is ~US$ 1,700



Integrated FashionPlayis the Wayto Go

Brandvs Retalil

Developed markets saw the
emergence  of distinct
business models in fashion
industry (i) Multi Brand

Portfolios(ii) SpecialtyRetail

In emerging markets, this
individualistic approach of
focusingon either brands or

retail hasnot worked

Globally, even efficient pure-
playretailers(e.g. a I O &a®a
under pressure since they
R 2 y @iitrol the customer

experienceandthe product

Pureplayretailersin Indiaare
facing price pressurefrom E
commercecompanies)eading
to muted SSCGgrowth for the

lastseveralguarters

FLF best positioned to win
since it is one of the few
apparel players with strong

own brands and a large

retail channel

(@) Own brands sales
comprise ~40% of total FLF
revenues

(b) Ownrchannel comprises
~70% of owrbrand sales

Retailers in India
have consolidated
now to big players
(FLF, SSLifestyle)

Pureplay branded
playerswithout their
own retail channel
end up paying 35%
40% channel
margins to large
format retailers

Further, own store
expansion for
branded players is
capital expensive
and would lead to
dragon ROCEs

\

Brand & Retail

Investmenin fashioncompaniegprovidesthe additionalgrowthmomentum /
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An integrated fashion company deriving its strength fgdashion brands, fashion distribution and investment in fast

growing fashion companies

FLF Brands
(FY16 Net Sales1,306 cr)

Portfolioincludes~30 brands,cateringto
men,womenandkids

NOTHING FITS LIKE '}‘:’.:;‘):.11 l";‘_:_-,'
L 2’ B .1'71.1. ‘1-

0 vesax

INDIGO NATION & o3P
URBANA all

umbro

¢ CENTRAL @mngggggqh@g'

EBOs & Others

FL F

Net Sales (FY16)3,300cr

&

Strategic Investments
(FY16 Revenues610cr)!

Clarks
B (%

Third PartyBrands
(FY16 Net Sales1,994 cr)

Third party brandsare distributed to a
wide distribution network  of
Central, and Brand Factoryand Planet
Sportsstores

Operatesan overalldistribution network
of over 366 stores in 87 odd
cities, spread over 5.06 million square
feet?

L: As per latest filings, revenue figures are on unaudited basis & Strategic Investment revenues are not consolidatetl & BhaReieisiness



FLF -

FLF Brands

- J

4 )

Lee Cooper

- J

SSGs

Contributed 40% to Total Income from
Operationsn FY16

John Miller, BARE and Indigo Nation
reporteddoubledigit growth

Leadindorandregisteringa robustgrowth
of 19%on revenueon YoYbasis

10%in Central

[Partlculars ] [ FY16 ]
TotallncomeFromOperations ) 3,300 cr
EBITDMargin ) 9.9%
reesasrarsmasstsasrasssesastasseesssreieanante, e |
TotalDebtReduction ) :
.................................................. o 1
------------------------------------------------- - 1
FreeCashH-low ) :
.................................................. o |
|

[ Higher Share of Own Brand Penetration Leading t

: © Power Brands Constitute 59% of FLF Brands Sale
Margin Improvement

Net Sales: 2,744 cr

FLF
Brands
38%

Third

Third

Party Party
Brands Brands T=~a

62% 60%

FY 14

FY16

FLF
Brands

40%

Based on FY 16 Sales

Others

—— e e e e e = = e = e = = ===



FLFPresentAcrossAll Key CategoriesAnd Well Diversified

(Not OverlyDependenton Any Categoryror Growth)

Branded Market

Opportunity Own and LicensegiKey Brands Indicative Revenues Splilt Investee; Key Brands
a8y Qa 58I INIGONATION B GOV ANI
Size:$7bn ! i ~26% .
Growth: 10% CAGR URBANA |
rowtn: 10% CAGH JOHN MILLER . TURTLE %
Unisex Brands: ~54% |
____________ S
22 Y8y Qi o | -
Size:$5bn | 9% : (JS
Growth: 15% CAGR : £
___________ b e e el
Sports / leisure :
i > @ lpiiom i
Size: $ 1bn . uwmbo e
Growth: 19% CAGR :
: | r4w r :
Footwear/ CERIZ | motherearth
Others '

TOTABrandSalegFYL6) ' 10

SourceCLSA, Revenues of only Key Brands are highlighted in each category



Focus on building Power Brands to deliver next stage of growth

. J
4 )

Identified 6 brands which can drive higher growth & profitability

. /
4 )\

Focused on high growth categories in the fashion space

JOHN MILLER

> SCULLERS

this is life

NOTHING FITS LIKE

\ /
4 )\

Dedicated teams focusing to drive these brands
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Resources & Capital to be allocated to grow these brands to the next leve

\ /

[

INDIGO NATION

FY15 FY16 FY20

Power Brands Share of 53% 59%

FLF Brands Revenue

x Power Brands expected to constitute 65%0% to own brand sales by FY20
x Expected to grow at a rate 2x growth rate of other brands 11



GlobalDenimBrand

FL F
{o Copo,

Overview

OriginalBritish DenimBrandhaving100+ yearsof rich history
with large internationalfollowing Licensedrom IconixBrand
Group,LeeCooperissoldin over 100 countries

Category
Denimand Casualvear ¢ one of the fastestgrowingsegment
TargetCustomer

YoungMen and Womenwho are relaxed,easygoingyet strong
andlevelheaded

Competitors
[ S OPeedeansWranglerLee Killer
Distribution

Soldthrough Central,BrandFactory,EBOsand s alsoavailable
on leadingecommercewebsitesand third party Multi Brand

Outlets o " .
|l 3P t NAOS tétj[@aéoo OND
1,500 Lee Cooper ~300

Originals

2,500 Lee Cooper 12



JOHN MILLER

Overview

a S y'Rashiorfor the Workplaceln (i 2 R lca¥pOrateparlance successs
about havingan extra edgethat makesone stand out and stride ahead
JohnMiller manbelievest all startsby dressingor success

Category

Shirts,trousers,businesssuitsand accessoriesAlsointroduceda rangeof
relaxedoffice wear - JohnMiller Hangoutin line with the more relaxed
work culture

TargetCustomer

Successfuhid levelexecutivewho isinspiredandwho dressedor success
Playfulbut awareof decorum,Effortlessand confident,StreetSmart

Competition
PeterEnglandExcalibur
Distribution

Soldthrough Central,BrandFactory,EBOsand s alsoavailableon leading
ecommercewnebsitesandthird party Multi BrandOutlets

| d3d t NAOS t2k¥y 536060 OND
1,200 ~130

\Work-code of
the Gaod Looking Rascsl

JOHN MILLER

MAKE IT LOOK €ASY

ASAP

As Suave As Possible

1
1
i

-
- |
B
=
R~



BrandsAppealingto TheNew Generation F |_ F

> SCULLERS

this is life

Overview

THE Inspiredby the HarvardYaleboat race,knownsimplyasthe race A
SCULLERS ; race that reflects a privilegedlife, As much asit doeskinship the
humanspirit, Asmuchasit doesthe beautyof blue Skiesand open
spaces

Category

An all-inclusiverangeof casualand sportswearfor men, womenand
kids Renownedor its Chinoswith morethan 14 typesof Chinos

TargetCustomer

Craftedfor those who believethat life is meantto be lived and that
age R 2 S anyateil generationsdo. The elegant set who display
impeccabldaste,anda formidableeyefor detail.

Competition
Parx,ColorPlus
Distribution

Soldthrough the Centraland BrandFactorynetwork Alsoavailable
at EBOsand MBOsincludingPantaloonsReliancelrendsand online
fashionwebsites

| 3P t NAROS t2k¥y&a060 OND
1,700 ~100 14




ThePlusSizeBrand F |_ F
all

Overview

Fashiorfor ThePlusSize al Lis the LargestSellingPlusSizeBrandin CEEPIT
the Countrywith PANIndia retail presence The plus size clothing SHORT
categoryis peggedat 11,000 cr andis expectedto doubleby 2020 | SPRING/SUMMER1S
It makesup 15%of the Indianapparelmarket

Category

Dedicatedplussizeclothing categoryfor men and womenincluding
everythingfrom westernto ethnic wear and accessorieshat make
youlook sexy,coolandconfident

TargetCustomer

Populationof overweightcrowd that feelsjudgedby modernculture
and peoplewho typicallyfind it difficult to find clothesthat are right
for their bodyshapes

Competition
Onlyplussizebrandof meaningfulscale
Distribution

Soldthroughthe Centralnetwork AlsodistributedthroughEBOsand
its onlinestore. aLLwasalsofeaturedat the LakmeFashionNeek

| 3P t NAOS t2k¥&&0660 OND
1,200 ~100 15




BrandsAppealingto TheNew Generation F |_ F

INDIGO NATION

Overview

Indigo Nation was launchedwith the aim of deliveringFastFashion
to the younglndiandudewho foreveraspiresto be IN. IndigoNation
is Young RestlessWwired, AmbitiousWild andis alwaysChanging

Category

Work, Street,Cluband Casualvearfor youngmen
TargetCustomer

Youngurbanindianmale aged21-30years
Competition

Wrangler,Parx

Distribution

Soldthrough the Centraland BrandFactorynetwork Alsoavailable
TAKE A SHORTCUT at EBOsand MBOsincluding Pantaloons RelianceTrendsetc and

TO BEING THE BOSS. ecommercesites
#StartupNation

| g3 t NAOS tR2A¥&a6060 OND
1,500 ~100

16



Alwaysstood for more than great clothesfor women It also
reflectsthe hip, unapologeticyounggirl of today ¢ empowering
her to stand up for what she believesin, arming her with
confidencestyleandindependence

Overview

Category
Casuaanddenimwearbrandfor women
TargetCustomer

Chic vibrantandvibrantkind of girl in groovewhenit comesto
fashionand lifestyle, settling for nothing lessthan what she
wants

Competition
ForeverNew,[ S @OPefiedeans
Distribution

Sold through the Central and Brand Factory network Also A
distributed through EBOs, Pantaloons, other MBOs and MISS UNIVERSE Collection. Now in stores, i
ecommercesites

| 3P t NAOS t2k¥y&3660 OND
1,500 ~80 17
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J

0 ) FY16 Area
verview Net Sales # of Stores
(% of Total Sales) (mn' Q. ft)
: T v Department store chain that offers a complete shopping "1,825cr
1 © CENTRAL . experience (55%) 31 3.19
Outlet model positionedasa stopoverhub for graduatingto "796 cr
£ Ty lifestyleretailing (24%) 46 1.38
IncludesPlanet Sports,Converseand other sports formats “o64cr
EBOs & Others. andfranchiseestores . 289 0.48
EBOdacilitate brand buildingin assetlight manner (8%)
: Own Brands .. .
: ¢ non FLF : Includesthird party storessuchas ShoppersStop, Lifestyle 416 cr 200+ NA
: etc. andonlinesales (13%)
: Channels
TOTAL NET SALES (T CR)* 3,300
[ FLHocused on building own brand business and developing ostrannels ]

18



Centralg Hi Definition FashionExperience FLFu

Overview

r Reach
Launchedin 2004 a seamlessmall gnd a department store Our Reac
chainofferingaW O 2 Y Iskofpinds E LISNRA Sy O0S Q About3.2 mn sqft of chargeablarea
Positionedor the premiumlifestylesegmentCentralappealsdo PanindiaPresencen around24 cities,31 stores
the fashionshopperwith its spreadof leadingbrands More than 500 brands

Focusedstrategy of premiumization of offerings, upgrading

) , , : More than 33 mn customersvisiteveryyear
ambienceandincreasinghe freshnesgjuotient

. , , , , Urbanaspirationakhoppersacrossall agegroups
Partnershipwith leadingbrandsto widenpremiumofferings

) Centralformat has an averagestore size of around
LaunchedLst TVCcurrentlybeingshownon 33 channels 100,000sqt
RecentlylaunchedaniconicCentralat Aerocity,NewDelhi,truly
depictingfashionin HD
Now

©

Click Here
To watch the ad

Stores 17 Stores

Revenuekqft: g c¢| Revenuehqft: 9 wmnl
Ticketsize 9 mdc | Ticketsize g4 o]

19


https://www.youtube.com/watch?v=2hHjQh4UpZo&feature=youtu.be
https://www.youtube.com/watch?v=2hHjQh4UpZo&feature=youtu.be
https://www.youtube.com/watch?v=2hHjQh4UpZo&feature=youtu.be

BrandFactoryc L Yy R BReldihgFashionDiscountChain

Overview

Family shopping destination
offering much better customer
experienceghan FactoryOutlets

Typically offers 20% -70%
discounts on more than 200
brandsfor men,womenandkids

Perfect answer to e commerce
with 365 daysattractivediscounts

Strongliquidationchannelnot just
for FLAorandsbut for the industry

Efficient supply chain enables
freshnessof stock at both Central
andBrandFactory

Our Customers

Valueseekingsuburbanfamilies

Fashion following mini-metro/
smartshoppers

Brandconsciougxplorativeyouth

y
HAND FRG TORY

BEST BRANDS » SMART PRICES

FL F

Our Reach

About 1.3 mn sgft of chargeable
area

Pan India Presencein around 19
cities,46 stores

More than 12 mn customersvisit
everyyear

Key Highlights

Exciting growth prospectus with
no offline competition

Availabilityof marqueebrandsfor
fantasticshoppingexperience

BrandFactoryhasan averagestore
sizeof around30,000sqft

Apparelcontributed ~95% of total
salesn FY16

Aspirationto take this format to
next level tapping the significant
marketpotential

Younggualified,statusseekers MMAARVELLOUS ( Now

200 ORIGINAL BRANDS
20-70% OFF = SALE 365 DAYS

Then Stores 46
Stores 13 ¥: Revenuekqft: 9 7.6k
Revenuekqgft: 9 4.5k ' ' Ticketsize 9 2k

Ticketsize 9 1.3k 20



Investingin Brandsg A Win Win Proposition

A Portfolio of over 12 Brands Generaihg ¢ m 1 O NJ

Investedin businessedackedby talented designers/ entrepreneursat

earlystage
minerul Typical investment size is smaller, however, offers a significant value
unlockingpotential overthe years

(e o s rmwiPary Voo

Benefits to Future Lifestyle Fashions

Accesdo multiple categoriedike footwear, handbagsaccessorieamong
otherswith smallerquantumof investments

Specializedndhardto build skillsbecomeeasilyaccessible

Completing the entire spectrum of offerings by investing in
complementarycategories

v .
Thore's a Clarkn to O putry lidestyie
‘ ’

Currentportfolio of investmentsexpectedto generatesignificantvaluein
the nearfuture

Benefits to the Brand

Opportunityto join handswith a Groupwith over 2 decadesof experience |
in the fashionindustryandsignificantretail footprint

Successfully divested stakes in AldDd BIBA at 24x and 6x
investment value, proceeds largely utilized for debt reductio

Aeri. belPe m ldFamoz Cé &*




CoverStory ¢ A FastFashionBrandfor Women FLF =

Overview

SuperTrendyand affordableIndian FastFashionbrand for Women
Fillsup the gap between high priced luxury brandsand low priced
unorganizedrandsbetweenthe pricepoint 1,000to 5,000

Developedfrom scratch by talented designteam led by industry
veteranManjulaTiwariwho joinedusfrom EspritandJabong

Oneof the fastestto go to marketwithin 6 months,achievinggood
salesmomentum with minimal advertisingspend Designstudio
basedout of Londonto capturefastfashiontrends

Category

FastFashiorfor women,whichis one of the fastestgrowingfashion
segmentrecentlyattractedinternationalplayerssuchasZara

TargetCustomer

23 to 40 years, Independent woman with a rising disposable
income, Shethrives on socialmedia Switcheseffortlesslybetween
Indianandwesternwear

Competition | 3D t NAOS StaRe\(¥)i 6
90%
Recentlyfeatured in The Wall Street Journal - H&M, ZARA 1,800
http://on .wsj.com/2awSyak Distribution
22

CentralandEBOs



