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Disclaimer:

This report contains forward -looking statements, which may be identified by their use of words like
ȬÐÌÁÎÓȭȟȬÅØÐÅÃÔÓȭȟȬ×ÉÌÌȭȟȬÁÎÔÉÃÉÐÁÔÅÓȭȟȬÂÅÌÉÅÖÅÓȭȟȬÉÎÔÅÎÄÓȭȟȬÐÒÏÊÅÃÔÓȭȟȬÅÓÔÉÍÁÔÅÓȭȟor other words of similar meaning. All statements that
address expectations or projections about the future, including but not limited to statements about the #ÏÍÐÁÎÙȭÓstrategy for
growth, product development, market position, expenditures, and financial results are forward -looking statements. Forward-looking
statements are basedon certain assumptionsand expectationsof future events. The Companycannot guaranteethat these assumptions
andexpectationsare accurateor will be realized.
The#ÏÍÐÁÎÙȭÓactual results, performance or achievementscould thus differ materially from thoseprojected in any suchforward looking
statements. The Companyassumesno responsibility to publicly amend,modify or revise any forward looking statements,on the basisof
anysubsequentdevelopments,information or events.



FutureGroupin Numbers
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(31 Mar 14 to 19 Sep 16)

The Foremost Player Catering ǘƻ ǘƘŜ ά/ƻƴǎǳƳǇǘƛƻƴ {ŜŎǘƻǊέ ƛƴ LƴŘƛŀ

ҧ

*:Market Cap for 19 Sep 16 includes FRL , FLF, FCEL and FEL while for 31 Mar 14 includes erstwhile FRL, FLF and FCEL



FutureGroupOverview

4

Operates  across 
hypermarkets, convenience 
stores and home segment

Focuses on branded fashion from 
design to distribution; with a 

portfolio of brands in fashion space

Pure play integrated Food & 
FMCG company with a portfolio 

of brands  across categories

The above businesses are driven through the following 5 Pillars

Focussing on Food, Fashion & Home

Focus on Loyalty 
Programs

Small store network
Building Strong Brand 

Portfolio
Multi channel 

approach

Business Backed by strong retail infrastructure & supply chain operations

Caters to in store retail infrastructure including furniture, fixtures, IT etc

Offers end to end logistics and supply chain solutions to the Group

Faster Stock to Cash 
Conversion

Key Investors

PREMJIINVEST

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



× Indianfashionmarket is a very largeopportunity: LƴŘƛŀΩǎfashionindustrycomprisingapparel,eyewear,footwear, accessories,time
wearandotherswasworth ~US$100bn in 2015.C[CΩǎofferingsarepresentacrossmajorityof the segments

Indian FashionIndustry RapidlyShifting towards Branded
ApparelCoupledwith StrongerMacroeconomics
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# Source: UNESCO, CLSA Report

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

- Brandedfashiongrewat 24%CAGRover2011-15

- LƴŘƛŀΩǎTop15 fashionbrandstogetherhavejust 6.8%share
of total retailmarket(byvalue)

- Brandedapparelgrowing faster than overall market (12%
vs. 9.2% CAGR)ςits shareto rise from ~29% to 34% over
2015-21

- Modern retail has high (~43%) penetration of branded
apparel

× Brandedapparelmarketsplitbysegment:

ҍ aŜƴΩǎ ŀƴŘ ǿƻƳŜƴΩǎ ǿŜŀǊ ǘƻ ŎƻƳǇǊƛǎŜ Ϥтс҈ ƻŦ ƳŀǊƪŜǘ ōȅ 
2020

ҍ .ǊŀƴŘŜŘ ǿƻƳŜƴΩǎ ǿŜŀǊ ǘƻ ƎǊƻǿ ŀǘ мΦрȄ ǾŜǊǎǳǎ aŜƴΩǎ ǿŜŀǊ

ҍ Athletics/sports wear / others category to grow at 2x of 
ƳŜƴΩǎ ǿŜŀǊ 

ҍ FLF is well positioned to capture growth across all segments 
ςǇŀǊǘƛŎǳƭŀǊƭȅ ǿƻƳŜƴΩǎ ǿŜŀǊ ŀƴŘ ŀǘƘƭŜǘƛŎǎκƭŜƛǎǳǊŜ ƳŀǊƪŜǘ 
through combination of own brands (e.g. Cover 
Story, aLL, Lee Cooper) and non-FLF brands 47%

41%

33%

34%

13%

14%

7%

10%

2015 2020

Men's Women's Kids Sports/Others

15

29

CAGR (%)

14%

19%

21%

15%

10%

Branded Apparel Market Growing Faster Than Overall 
Market #

75% 71% 66%

25% 29% 34%

2011 2015 2021e

Unbranded Branded

40 52 88

(US$ bn)

(US$ bn)



FashionIndustry is at an Inflection Point
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Fashion market expected to witness disproportionate growth as per Capita GDP nears US$ 2,000 mark*

Country
ReachedGDPper capita
of $2000in (Year)

Trajectoryof Retailsalesafter it reached$2000 per
capitaGDP

China

Russia

Brazil

SouthKorea

Singapore

2006

1982

2001

1984

1986

× Revenues grew 3x from 2002-2012, with higher 
growth kicking in once per capita GDP crossed 
$2000 in 2006  

× Revenues grew 4x in the next decade

× Revenues doubled over the next 
decade

× Revenues doubled over the next 
decade

× Revenues grew 3x in the next decade

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



IntegratedFashionPlayis the Wayto Go
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× 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
retailhasnot worked

× Globally,even efficient pure-
play retailers(e.g. aŀŎȅΩǎύare
under pressure since they
ŘƻƴΩǘcontrol the customer
experienceandtheproduct

× Pure-playretailersin Indiaare
facing price pressurefrom E-
commercecompanies,leading
to muted SSGgrowth for the
lastseveralquarters

× Retailers in India
have consolidated
now to big players
(FLF, SS,Lifestyle)

× Pure-play branded
playerswithout their
own retail channel
end up paying35%-
40% channel
margins to large
format retailers

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

FLF best positioned to win 
since it is one of the few 

apparel players with strong 
own brands and a large 

retail channel 

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

(b) Own-channel comprises 
~70% of own-brand sales

Investmentin fashioncompaniesprovidesthe additionalgrowthmomentum

Brand vsRetail

Brand& Retail



BusinessOverview
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Net Sales (FY16): ` 3,300 cr

FLF Brands
(FY16 Net Sales: ` 1,306 cr)

Strategic Investments
(FY16 Revenues: ` 610 cr)1

Third Party Brands
(FY16 Net Sales: ` 1,994 cr)

× Portfolioincludes~30brands,cateringto
men,womenandkids

1: As per latest filings, revenue figures are on unaudited basis & Strategic Investment revenues are not consolidated with Retail & Brand business

× Third party brandsare distributed to a
wide distribution network of
Central, and BrandFactoryand Planet
Sportsstores

× Operatesan overalldistributionnetwork
of over 366 stores in 87 odd
cities, spread over 5.06 million square
feet#

An integrated fashion company deriving its strength from ςfashion brands, fashion distribution and investment in fast 
growing fashion companies

&

EBOs & Others



22%

10%

8%

7%
7%6%

40%

SnapshotςFY16
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Power Brands Constitute 59% of FLF Brands Sales
Higher Share of Own Brand Penetration Leading to 

Margin Improvement

TotalIncomeFromOperations ` 3,300 cr

FY16

EBITDAMargin 9.9%

TotalDebtReduction ` 104 cr

FreeCashFlow ` 85 cr × 10%in CentralSSGs

× Leadingbrandregisteringa robustgrowth
of 19%on revenueon YoYbasis

Lee Cooper

× Contributed 40% to Total Income from
Operationsin FY16

× John Miller, BARE and Indigo Nation
reporteddoubledigit growth

FLF Brands
Particulars

Others
FLF 

Brands
38%

Third 
Party 

Brands
62%

FY16FY 14

FLF 
Brands
40%

Third 
Party 

Brands
60%

Net Sales: 2,744 cr Net Sales: 3,300 cr

Based on FY 16 Sales
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FLFPresentAcrossAll Key CategoriesAnd Well Diversified
(Not OverlyDependenton AnyCategoryForGrowth)
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Own and Licensed ςKey Brands

aŜƴΩǎ ǿŜŀǊ
Size: $ 7bn

Growth: 10% CAGR

Investee ςKey Brands
Branded Market 

Opportunity

Source: CLSA, Revenues of only Key Brands are highlighted in each category

Indicative Revenues Split

~26%

~54%

~9%

~5%

~6%

²ƻƳŜƴΩǎ ǿŜŀǊ
Size: $ 5bn

Growth: 15% CAGR

Sports / leisure 
wear

Footwear / 
Others

TOTALBrandSales(FY16) 1,306 cr 610 cr

Size: $ 1bn
Growth: 19% CAGR

Unisex Brands



FY15 FY16 FY20
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Focusingon PowerBrands

Focus on building Power Brands to deliver next stage of growth

Identified 6 brands which can drive higher growth & profitability 

Focused on high growth categories in the fashion space

Dedicated teams focusing to drive these brands

Resources & Capital to be allocated to grow these brands to the next level

× Power Brands expected to constitute 65%-70% to own brand sales by FY20 
× Expected to grow at a rate 2x growth rate of other brands 

Power Brands Share of 
FLF Brands Revenue

53% 59%



GlobalDenimBrand
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Overview:

OriginalBritishDenimBrandhaving100+ yearsof rich history
with large internationalfollowing. Licensedfrom IconixBrand
Group,LeeCooperissoldin over100countries

Category:

DenimandCasualwearςoneof the fastestgrowingsegment

TargetCustomer:

YoungMen andWomenwho arerelaxed,easygoingyet strong
andlevelheaded

Competitors:

[ŜǾƛΩǎΣPepeJeans,Wrangler,Lee,Killer

Distribution:

SoldthroughCentral,BrandFactory,EBOsand is alsoavailable
on leadingecommercewebsitesand third party Multi Brand
Outlets

Lee Cooper
Originals

Lee Cooper

1,500

2,500

!ǾƎΦ tǊƛŎŜ tƻƛƴǘ ό ύ{ŀƭŜǎ ό  ŎǊύ

~300



aŜƴΩǎFashion
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Overview:

aŜƴΩǎFashionfor the Workplace. InǘƻŘŀȅΩǎcorporateparlance,successis
about havingan extra edgethat makesone stand out and stride ahead.
JohnMiller manbelievesit all startsby dressingfor success.

Category:

Shirts,trousers,businesssuitsandaccessories. Alsointroduceda rangeof
relaxedoffice wear - JohnMiller Hangoutin line with the more relaxed
work culture

TargetCustomer:

Successfulmid levelexecutivewho is inspiredandwho dressesfor success.
Playfulbut awareof decorum,Effortlessandconfident,StreetSmart.

Competition:

PeterEngland, Excalibur

Distribution:

SoldthroughCentral,BrandFactory,EBOsand is alsoavailableon leading
ecommercewebsitesandthird partyMulti BrandOutlets

1,200

!ǾƎΦ tǊƛŎŜ tƻƛƴǘ ό ύ{ŀƭŜǎ ό  ŎǊύ

~130



Overview:

Inspiredby the HarvardYaleboat race,knownsimplyas the race. A
race that reflects a privilegedlife, As much as it does kinship; the
humanspirit, Asmuchasit doesthe beautyof blue Skiesand open
spaces.

Category:

Anall-inclusiverangeof casualandsportswearfor men,womenand
kids. Renownedfor its Chinoswith morethan14 typesof Chinos

TargetCustomer:

Craftedfor thosewho believethat life is meant to be lived and that
age ŘƻŜǎƴΩǘmatter generationsdo. The elegant set who display
impeccabletaste,anda formidableeyefor detail.

Competition:

Parx,ColorPlus

Distribution:

Soldthrough the Centraland BrandFactorynetwork. Alsoavailable
at EBOsand MBOsincludingPantaloons,RelianceTrendsand online
fashionwebsites

BrandsAppealingto TheNewGeneration

141,700

!ǾƎΦ tǊƛŎŜ tƻƛƴǘ ό ύ{ŀƭŜǎ ό  ŎǊύ

~100



ThePlusSizeBrand
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Overview:

Fashionfor ThePlusSize. aLLis the LargestSellingPlusSizeBrandin
the Countrywith PANIndia retail presence. The plus sizeclothing
categoryis peggedat 11,000cr and is expectedto doubleby 2020.
It makesup 15%of the Indianapparelmarket.

Category:

Dedicatedplus-sizeclothingcategoryfor men and womenincluding
everythingfrom western to ethnic wear and accessoriesthat make
youlooksexy,coolandconfident

TargetCustomer:

Populationof overweightcrowdthat feelsjudgedby modernculture
andpeoplewho typicallyfind it difficult to find clothesthat are right
for their bodyshapes

Competition:

Onlyplussizebrandof meaningfulscale

Distribution:

Soldthroughthe Centralnetwork. AlsodistributedthroughEBOsand
its onlinestore. aLLwasalsofeaturedat the LakmeFashionWeek

1,200

!ǾƎΦ tǊƛŎŜ tƻƛƴǘ ό ύ{ŀƭŜǎ ό  ŎǊύ

~100



BrandsAppealingto TheNewGeneration
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Overview:

IndigoNation was launchedwith the aim of deliveringFastFashion
to the youngIndiandudewho foreveraspiresto be IN. IndigoNation
isYoung,Restless,Wired,AmbitiousWildandisalwaysChanging.

Category:

Work,Street,ClubandCasualwearfor youngmen

TargetCustomer:

YoungurbanIndianmale aged21-30 years

Competition:

Wrangler,Parx

Distribution:

Soldthrough the Centraland BrandFactorynetwork. Alsoavailable
at EBOsand MBOsincludingPantaloons,RelianceTrendsetc and
ecommercesites

1,500

!ǾƎΦ tǊƛŎŜ tƻƛƴǘ ό ύ{ŀƭŜǎ ό  ŎǊύ

~100



²ƻƳŜƴΩǎFashion
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Overview:

Alwaysstood for more than great clothes for women. It also
reflectsthe hip,unapologeticyounggirl of todayςempowering
her to stand up for what she believesin, arming her with
confidence,styleandindependence.

Category:

Casualanddenimwearbrandfor women

TargetCustomer:

Chic,vibrantandvibrantkindof girl in groovewhenit comesto
fashionand lifestyle, settling for nothing less than what she
wants

Competition:

ForeverNew,[ŜǾƛΩǎΣPepeJeans

Distribution:

Sold through the Central and Brand Factory network. Also
distributed through EBOs, Pantaloons, other MBOs and
ecommercesites

1,500

!ǾƎΦ tǊƛŎŜ tƻƛƴǘ ό ύ{ŀƭŜǎ ό  ŎǊύ

~80



SoldAcrossRetailFormats
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Overview
FY16

Net Sales
(% of Total Sales)

# of Stores
Area 

(mn. sq. ft)

× Department store chain that offers a complete shopping
experience

` 1,825 cr

(55%)
31 3.19

× Outletmodelpositionedasa stopoverhub for graduatingto
lifestyleretailing

` 796 cr

(24%)
46 1.38

× IncludesPlanetSports,Converseand other sports formats
andfranchiseestores

× EBOsfacilitatebrandbuildingin assetlight manner

` 264cr

(8%)
289 0.48EBOs & Others

× Includesthird party storessuchasShoppersStop,Lifestyle
etc. andonlinesales

Own Brands 
ςnon FLF 
Channels

` 416 cr

(13%)
200+ NA

FLF focused on building own brand business and developing own channels



CentralςHi Definition FashionExperience
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Overview

Then

Our Reach
× Launchedin 2004, a seamlessmall and a department store

chainofferingaΨŎƻƳǇƭŜǘŜshoppingŜȄǇŜǊƛŜƴŎŜΩ

× Positionedfor the premiumlifestylesegment,Centralappealsto
the fashionshopperwith its spreadof leadingbrands

× Focusedstrategy of premiumization of offerings, upgrading
ambienceandincreasingthe freshnessquotient

× Partnershipwith leadingbrandsto widenpremiumofferings

× Launched1st TVCcurrentlybeingshownon 33channels

× Recentlylaunchedan iconicCentralat Aerocity,NewDelhi,truly
depictingfashionin HD

× About3.2 mn sq.ft of chargeablearea

× PanIndiaPresencein around24cities,31stores

× More than500brands

× More than33mn customersvisiteveryyear

× Urbanaspirationalshoppersacrossall agegroups

× Central format has an averagestore sizeof around
100,000sqft

Click Here
To watch the ad

× Stores:

× Revenue/sq.ft:

× Ticketsize:

17

Ϥ сƪ

Ϥ мΦсƪ

31

Ϥ млƪ

Ϥ оƪ

Now

× Stores:

× Revenue/sq.ft:

× Ticketsize:

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


BrandFactoryςLƴŘƛŀΩǎLeadingFashionDiscountChain
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Overview

Our Customers

Key Highlights

Our Reach

× Family shopping destination
offering much better customer
experiencethanFactoryOutlets

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

× Perfect answer to e commerce
with 365daysattractivediscounts

× Strongliquidationchannelnot just
for FLFbrandsbut for the industry

× Efficient supply chain enables
freshnessof stockat both Central
andBrandFactory

× Valueseekingsuburbanfamilies

× Fashion following mini-metro/
smartshoppers

× Brandconsciousexplorativeyouth

× Youngqualified,statusseekers

× Exciting growth prospectus with
no offlinecompetition

× Availabilityof marqueebrandsfor
fantasticshoppingexperience

× BrandFactoryhasanaveragestore
sizeof around30,000sqft

× Apparelcontributed~95% of total
salesin FY16

× Aspiration to take this format to
next level tapping the significant
marketpotential

× About 1.3 mn sq.ft of chargeable
area

× Pan India Presencein around 19
cities,46stores

× More than 12 mn customersvisit
everyyear

× Stores: 46

× Revenue/sq.ft: Ϥ7.6k

× Ticketsize:Ϥ2k

Now

× Stores: 13

× Revenue/sq.ft: Ϥ4.5k

× Ticketsize:Ϥ1.3k

Then



Investingin BrandsςA Win Win Proposition
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× Accessto multiple categorieslike footwear,handbags,accessoriesamong
otherswith smallerquantumof investments

× Specializedandhardto buildskillsbecomeeasilyaccessible

× Completing the entire spectrum of offerings by investing in
complementarycategories

× Currentportfolio of investmentsexpectedto generatesignificantvaluein
the nearfuture

Benefits to Future Lifestyle Fashions

× Opportunityto join handswith a Groupwith over2 decadesof experience
in the fashionindustryandsignificantretail footprint

Benefits to the Brand

A Portfolio of over 12 Brands Generating Ϥ смлŎǊ 

× Investedin businessesbackedby talented designers/ entrepreneursat
earlystage

× Typical investment size is smaller, however, offers a significant value
unlockingpotentialoverthe years

Successfully divested stakes in AND andBIBA at 24x and 6x 
investment value, proceeds largely utilized for debt reduction 



CoverStoryςA FastFashionBrandfor Women
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Overview:

SuperTrendyand affordableIndianFastFashionbrand for Women.
Fillsup the gap betweenhigh priced luxury brandsand low priced
unorganizedbrandsbetweenthe pricepoint 1,000to 5,000

Developedfrom scratch by talented design team 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:

FastFashionfor women,which is one of the fastestgrowingfashion
segment,recentlyattractedinternationalplayerssuchasZara

TargetCustomer:

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

Competition:

H&M,ZARA

Distribution:

CentralandEBOs

Recently featured in The Wall Street Journal -
http://on.wsj.com/2awSyak

1,800

!ǾƎΦ tǊƛŎŜ tƻƛƴǘ ό ύStake (%)

90%


