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Certain statements in this document may be forward-looking statements. Such
forward-looking statements are subject to certain risks and uncertainties like
regulatory changes, local political or economic developments, and many other
factors that could cause our actual results to differ materially from those
contemplated by the relevant forward-looking statements. Vaibhav Global
Limited will not be in any way responsible for any action taken based on such
statements and undertakes no obligation to publicly update these forward-

looking statements to reflect subsequent events or circumstances.
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A End-to-end B2C business model in the electronic retail industry
A Proprietary TV home-shopping and e-commerce platforms

A 98 million (FTE) households on TV shopping in the US, UK and Canada
A Positive customer engagement metrics i customer base, retention rate, repeat purchases

A Sizeable B2C franchise in developed markets

A Growing recognition of deep value enables scaling to adjacent categories

A Outsourcing from China, Thailand, Indonesia and India, manufacturing operations in Jaipur, India
A Aggressive trend spotting initiatives

A Investments in customer interface, production, warehousing facilities, supply chain and CRM
A Low opex model is scalable with limited capex requirement

A Professional, experienced management team having in-depth knowledge and industry experience
A Talent pool across marketing, merchandising, operations, technical and strategy functions m
3 ;
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A 98 million households on full time equivalent (FTE) basis A 25 million households in the UK
A 70.5 million households in the US A 2.3 million households in Canada

A 5% higher volumes on Home TV shopping A Volume growth driven by Fashion Jewelry
A 4% higher volumes on Web shopping A Deeper customer engagement drives repeat purchases

A Total Income higher by 8% at Rs. 1017 crore YoY A Profit after tax at Rs. 39 crore in Q3 FY15
A EBITDAat Rs. 45 crore in Q3 FY15 A Earnings per share of Rs. 12 in Q3 FY15

,—

A Return on Equity at 40%
A Return on Capital Employed at 43%

——

A USA Call Center Outsourced i training/integration process expected to continue till March 2015
A Next Generation TV Auction/Scheduling/Customer Service software launched and integrated at Liquidation Channel

——

A Free Cash Flow at Rs. 35 crore in Q3FY15 and Rs. 64 crore YTD
A Term loans fully repaid in Q3, Net Debt at Rs. 25 crore in Q3FY15 as compared to Rs. 119 crore in Q3FY14

—
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Commenting on Q3 & 9M FY15 performance, Mr. Sunil Agrawal, Chairman and Managing Director, Vaibhav Global said:

A Thhas been a year of transition during which we have made Vvital
investments in enhancing our physical, technology and human resource
infrastructure to support our retail business growth prospects. The shift to an
outsourced call center operations has helped us focus on our core business and
improve efficiencies. We have successfully implemented an upgraded SAP-
based HRIS platform as well as upgraded TV business management platform at
our US operations. We are currently implementing an advanced SAP-based
Web platform, which will enhance the customer experience and improve
accountability. These upgrades will help us deliver long term, secular growth.

Our strong cash flows have enabled us to prudently reduced net debt by Rs. 27
crore in the first nine months and we are well on track to emerge as a zero net
debt company by the end of FY15. We continue to report healthy return ratios
on capital invested, which is a key determinant for all our business decisions.

Going forward, the transitions we have made in upscaling our capabilities are
expected to create significant business value and establish a global corporation
with strong business drivers delivering outstanding value to our customers.o
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Sales Volumes ('000s) Average selling price US$
: 5,033 23 23 |24 23
I4,776 I
I I
I I
I I
1,835 1,877 1 I
| Rl I
I I
_ I I
| Q3 | Q3 | oM | 9M | | Q3 | Q3 | oM | oM | A Web sales now contribute 28% of sales
FY14 FY15 FY14 FY15 FY14 FY15 FY14 FY15 volume

A Volume growth driven by expansion of
lines within the existing household coverage

and reduction in average selling price.

Sales Volumes ('000s) Average selling price US$
| 13 15 , 13 14
12 064 2,137 1
I I
I I
I I
875 ! !
736 1 I
T I
' I I
3 = -~ I I
Q3 Q3 oM oM Q3 Q3 oM oM

FY14 FY15 FY14 FY15 FY14 FY15 FY14 FY15
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Rs.crore  L.4Gross Profit ===Gross margin

700 - : - 70%
600 1 0% ! - 65%
500 - - 60% | A Gross margins largely stable
400 - % |
- 50% Vi
300 -
- 45%
200 - -
100 - - 35%
224 232
0 ' - 30%

Q3 FY14 Q3 FY15 OM FY14 9M FY15
Note: Direct costs for calculation of gross profit includes material cost, job work charges
and manufacturing cost

Rs.crore  LuEBITDA =swEBITDA margin

90.00 - - 14.0%
[ el A EBITDA was lower due to higher SG&A
[ - 10.0% expenses  (mainly  Content &
. 8.0% Broadcag:tln.g) geared for hlgher sales,
50.00 - H_/ lower shipping revenue and higher B2B
[ sales
30.00 . - 4.0%
- 2.0%
10.00 0.0%
Not Q3 FY14 Q3 FY15 9M FY14 9M FY15
ote:

EBIDTA excludes exchange gain/loss;
EBIDTA margin including exchange gain/loss stood at 11.4% in 9M FY15 v/s 15.1% in 9M FY14
EBIDTA margin including exchange gain/loss stood at 11.9% in Q3 FY15 v/s 12% in Q3 FY14
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Rs. crore LdPAT * «==PAT margin
100 - : - 18.0%
80 | : - 15.0%
| M_ A Quarterly PAT better due to lower interest
s0 | 9.6% : - 12.0% costs and lower tax provision. YTD PAT
L 9.0% lower due to lower EBITDA and higher
40 - taxes.
- 6.0%
20 7 - 3.0%
35
- . 0.0%
Q3 FY14 Q3 FY15 9M FY14 9M FY15
* Profit after tax without exchange gain(loss) fluctuation.
Return Ratios i 9M FY15
80% -
70% -
60% - L A Maintain high returns on capital employed
50% - / and shareholdersoequity.
40% -
30% -
20% -
10% -
0% - .

ROE ROCE
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Revenues (Rrs. crore)
1,298

893 1,017

647
526

FY11 FY12 FY13 FY14 oM

FY15
TV Sales Web Sales B2B Sales
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687 710
305 483
I-‘ [—‘ I-] §
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FY11 FY12 FY13 FY14  9M FY11l FY12 FY13 FY14 FY11 FY12 FY13 FY14

FY15 FY15



Sales Volumes ('000s) Average selling price US$

6,420
5,239 5,033 ol

3,268 A Good volume growth driven by strong

2, 039 ” ” ﬂ ' customer engagement
ASP has been stable even with portfolio

FY11 FY12 FY13 FY14 OM FY11 FY12 FY13 FY14 9M transition from fine jewelry to fashion
FY15 FY15 jewelry and accessories

S web sates T & et sates volumes complement TV

shopping and create a balanced

Sales Volumes ("000s) Average selling price US$ portfolio
27
2 955
2,137
1, 700
762
357 ‘
FYll FY12 FY13 FY14 oM FYll FY12 FY13 FY14 oM

FY15 FY15




Rs. crore
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384

933
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L4Gross Profit ==sGross margin

62%

FY11

FY12

FY13

FY14

O9M FY15

core  LJEBITDA e=sEBITDA margin
13%

71

86

81

12%

157

11% |

FY11

FY12

FY13

FY14

9M FY15

64%
62%
60%
58%
56%
54%
52%
50%

14%
12%
10%
8%
6%
4%
2%
0%

L

L/

A Gross margins largely stable.

A EBITDA impacted due to additional
costs of US call center and TV business
software integration. Aggressive
marketing tactics by competitors
Impacted to some extent.

Note:
EBIDTA excludes exchange gain/loss;




- 14%

- 12%

- 10%

- 8%

- 6%

- 4%

- 2%

0%

Rs. crore LdPAT «==pPAT margin

180 - 0
T 12% 12%
140 -
120 - % 8%
100 - 8%
80 -
60 -
40
20 _ .

O T T T

FY11 FY12 FY13 FY14 9MFY15
Rs. per share EPS
25
13
FY11 FY12 FY13 FY14 9M FY15

=

A Margin impact due to taxes in 14-15
and lower EBITDA
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* During FY13, S h a r e h oHguityewas aljusted lower by Rs. 163.7 crore due
to goodwill written off (Rs. 151.1 crore), provision for CDR recompense interest
(Rs. 11.2 crore) and write off on liquidation of subsidiary (Rs. 1.5 crore)

Rs. crore

265
205

Rs. crore Net Debt

146
- 115
52
[;] 25

FY11 FY12 FY13 FY14 O9MFY15

164

Fixed Assets

Rs. crore

205 203

58 66 /8

[

I T T T

FY11 FY12 FY13 FY14 9M FY15

* During FY13 fixed assets were adjusted lower by Rs. 151.1 cr due to
goodwill written off

Net Current Assets
Rs. crore

208 217
164 | ‘

FY11 FY12 FY13

253

219

FY14 9M FY15
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Opel‘ating Cash flow Rs. crore
178
77 82
54 52
FY11 FY12 FY13 FY14 OM FY15

*Includes Foreign Currency Transaction Reserve

Key usaqge areas for cash flow generated in FY14:

A Debt repaid: Rs. 47 crore
A Bank loan - Rs. 29 crore
A CDR recompense - Rs. 11 crore
A Related party debt - Rs. 7 crore

A Preference shares redemption: Rs. 47 crore

A Interest paid: Rs. 14 crore

Free Cash Flow * Rs. crore
160
63 64
48 44
FY11 FY12 FY13 FY14 9M FY15

*Includes Foreign Currency Transaction Reserve

Key usage areas for cash flow generated in 9MFY15:

A Debt repaid: Rs. 42 crore
A Bankloani Rs. 42 crore
A Related party debti Rs. 2 crore

“a

A Interest paid: Rs. 6 crore
A Interim Dividend & Tax: 9.3 crore



ROE ROCE

0 0
68% 65% 60%
43%

37% 36% 40% 34%

23%
15%
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US market size (US$ Bn)

Fashion
Accessories
17

,J”’-,s' ‘V
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Fine and
Fashion
Jewelry 67

UK market size (US$ Bn)

Fashion
Accessories

Fine and

Fashion

Jewelry
8




Watches, handbags,
scarves, phone
protective shells etc.

Bracelets, bangles,
earrings, studded
jewelry etc.

Office and home
décor, etc.

&

Continuously expanding product range i portfolio of 65,000 designs augmented with launch
of lifestyle accessories



