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• The particulars of this presentation contain statements related but not limited to revenues, financial results 
and supplemental financial information which has been compiled by the management, not to be construed as 
being provided under any legal or regulatory requirement and are not intended to invite any investment in the 
Company. The information contained in this presentation has not been subjected to review by any auditors or 
by the Board of Directors of the Company. Commentary in the presentation describes the reporting quarter 
performance versus the same quarter of the corresponding previous year, unless specified otherwise. The 
figures for the previous periods in this presentation have been regrouped/ reclassified, wherever necessary. 
Company assumes no responsibility and does not provide any warranty to the accuracy or comprehensiveness 
of the information contained in this presentation.  

 

• This presentation is not intended to be a “prospectus” (as defined under the Companies Act, 2013 and the 
relevant provisions of rule, the Companies (Prospectus and Allotment of Securities) Rules, 2014). This is for 
information purposes only and does not constitute or form part of, and should not be considered as any offer 
for sale or subscription of or solicitation or invitation of any offer to buy or subscription for securities in any 
jurisdiction. No part of this presentation and the information contained herein should form the basis of, or be 
relied upon, in connection with any investment decision or any contract or commitment to purchase or 
subscribe for any securities.   

 

• Statements in this presentation describing the Company’s objectives, projections, estimates, expectations or 
predictions may constitute forward looking statements. Such statements are based on the current 
expectations and certain assumptions of the Company's management, and are, therefore, subject to risks and 
uncertainties. Actual results may differ materially from those expressed or implied. The Company neither 
intends, nor assumes any obligation to amend, modify, revise or update these forward looking statements, on 
the basis of any subsequent developments which differ from those anticipated. 

Disclaimer 
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Market Overview 
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Textile  

• Subdued volumes due 
to stalled supplies to 
market, slowdown in 
secondary demand 

• Industry observed 
production cuts and 
incentives to kindle 
demand 

• Impact on wholesale 
market significantly 
higher than other 
channels  due to high 
cash component 

Apparel 

• Demonetization 
impacted consumer 
discretionary spending, 
leading to demand 
slowdown 

• Decline in  footfalls and 
sales in Nov’16 with 
normalcy returning 
only towards the 
quarter end aided by 
early start of EOSS 

• Impact more on 
unorganised sector as 
cash transactions are 
prevalent, effect on 
MBO’s higher than     
on EBOs 

Automobile Sector 

• Slowdown observed 
Nov & Dec, 2-wheelers 
de-grew by 13% due to 
high proportion of cash 
deals, Commercial 
Vehicles de-grew by 
8%, whereas Personal 
Vehicles remained 
stagnant 

• Replacement demand 
stalled due to cash 
crunch 

• Demand of cars in 
luxury, sedans & SUVs 
impacted most, with 
impact expected in 
long term 

Consumer Sector 

• Cash crunch impacting 
demand largely in rural 
areas & job losses in 
informal sector 

• Supply chain disruption 
due to stalling of 
wholesale channel 

• Weak demand 
activation due to 
deferred A&SP spends 

Market Overview 
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Business Initiatives 
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• Partnered with KVIC to introduce a new line of 
clothing under the brand “Khadi by Raymond" 
 

• Products will be available at KVIC and Raymond 
outlets across the country 
 

• Raymond to provide technical and design expertise 
to Khadi manufacturing clusters for crafting 
readymade garments for its apparel brands 
 

• The association will add an incremental employment 
for spinners and weavers 

MoU with Khadi Village Industries Commission  Revamped RaymondNext.com  
 
 
 
 
 
 
 
 
 

 

• All Brands in One Location 

• 3,500 options available across brands 

• Curated Age based Content 

• Selling Look & not just Garments 

• Shop the Look in a Click 

• Clear & defined policy for return/exchange 

Business initiatives undertaken during the quarter 
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Highlights 
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Consolidated Financial Highlights 
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• Consolidated revenues:  

 Branded textile segment: 

 Declined mainly due to lower sales volume on account of demand contraction 

 Wholesale and MBO channels effected most due to cash crunch 

 Branded Apparel segment: Grew with single digit growth rate as growth bounced 
back driven by retail apparel growth 

 Demand generation initiatives such as digital wallets, CRM programs and dealer 
engagement driving revenues 

• Gross margin improved by 0.8% to 46% despite pressure on input cost and statutory 
levies 

• EBITDA impacted mainly due to reduction in textile sales volume 

• Cost optimization initiatives undertaken for A&SP cost and discretionary spends 

• Working capital: Realised collections in time, renegotiated with vendors for credit 
period extension 

• Positive free cash flow during the quarter driven by cost optimization and working 
capital management 

Consolidated Financial Highlights 
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• Textiles segment sales lower by 11% due to demand contraction in the business channels 

• Branded Apparels Segment grew only by 6% vs the momentum of 16-18% of last nine quarters 

• Traditional channels of trade in Textiles and Apparels most affected 

• Cash crunch having a deeper impact on consumer spends in Tier 3,4,5 towns where sales driven by the 
traditional channels and 58% of our TRS stores 

• In Tools & Hardware segment, sales contracted by 19% due to the contraction in demand in domestic market 

Rs Cr 

Monthly Y-o-Y consolidated sales growth for Q3 

Cash crunch in the market affected the demand during the quarter 

 -    

218    

139  3,859  

 66  

4,004   

9MFY16 H1 Oct Nov+Dec 9MFY17

Period H1 Oct Nov+Dec Q3 

YoY Growth 9% 13% -15% -5% 

73 
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Channel 
Strategy 

Cost Realization 

Demand 
Generation 

•Digital Wallets 
       100% rollout of Paytm, Jio Money 

& Mobikwik across owned stores  
•Cash Back offers and payment by 

cheque facility extended in stores 
•Pay As u Wish Campaign 
       To promote payment options, cash 

back on card payments 
•CRM / Loyalty Campaign 
       Loyalty point based tactical 

consumer activation campaign, Gift 
vouchers 

•Dealers engagement 
       Carried out door to door campaign 

•Channel Support 
       Extension of credit period to 

dealers by banking partners 
• Special Incentives 
       Payment incentive schemes 

launched 
•Vendor Renegotiation 
        Extension of credit period 
•Optimized Working Capital 
       Reduce inventory by production 

curtailment 

•Deferred CAPEX judiciously  
•Control A&SP spends 
       Re‐negotiated with vendors, pulled back ads barring 

committed spends 
•Retail 
       Deferment & renegotiation of rentals 
•Monitoring all discretionary spends closely 

Initiatives taken to create demand and mitigate cash crunch 
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INR Crore Q3 FY17 Q3 FY16 Change 9m FY17 9m FY16 Change 

Net Revenue 1,331 1,404 -5% 4,004 3,859  4% 

Net Sales 1,307 1,380 -5% 3,918 3,775  4% 

EBITDA 82 136 -39% 278 333 -17% 

       EBITDA margin 6.2% 9.7% 6.9% 8.6% 

EBIT 43 97 -55% 170 222 -24% 

       EBIT margin 3.3% 6.9% 4.2% 5.8% 

Exceptional cost (4) (3) NA (9) (35) NA 

Net Profit (16) 39 -141% (7) 32 -123% 

       Profit margin -1.2% 2.8% -0.2% 0.8% 

Consolidated Results 



Q3FY16 

 
Branded Textiles 

 
Branded Apparel 

 
Garmenting 

 
Luxury Cotton Shirting 

 
Tools & Hardware 

 
Auto Components 

 
Others & Elimination 

 
Q3FY17 

 19  

9    

 1,380  

80    

 20  

 17    

 13  

 1  

 1,307  

 1  

 7  

 12  

 136  

45    

 2  

 5  

 4  

 82  

14 

                            Rs 73 cr                      Rs 54 cr 

Q3 SALES BRIDGE (Rs. Cr)           Q3 EBITDA BRIDGE (Rs. Cr) 



9MFY16 

 
Branded Textiles 

 
Branded Apparel 

 
Garmenting 

 
Luxury Cotton Shirting 

 
Tools & Hardware 

 
Auto Components 

 
Others & Elimination 

 
9MFY17 

 46  

 16  

 3,775  

4    

 114  

 35  

 45  

 14  

 3,918  

 54  

 11  

 10  

 14  

 333  

 11  

 7  

 15  

 278  

15 

                            Rs 143 cr                      Rs 55 cr 

9M SALES BRIDGE (Rs. Cr)           9M EBITDA BRIDGE (Rs. Cr) 



              Q3FY16 Q3 FY17 

Particulars (Rs Cr) IGAAP Ind AS Change Ind AS 

Revenue  1,508 1,404 (104) 1,331 

EBITDA  148 136 (12) 82 

   EBITDA margin 9.8% 9.7% (13)bps 6.2% 

Share of Profit/ (loss) in 
Associate & JV  

0 5 5 (10) 

PAT  40 39 (1) (16) 

16 

IND AS transition : Key Impacts 
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Business-wise Details 
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BRANDED  TEXTILES 



 Volumes had increased by 12.5 % in Q2 and the growth momentum in Oct stepped up 

to 17.4%. Due to cash crunch, volumes fell by 35.2% in Nov and 16% in Dec, primarily 

in Wholesale and MBO channels 

 Volumes also impacted on account of curtailed wedding expenditure due to cash crisis 

 Suiting fabric sales declined by 12% due to fall in volumes, however ASP maintained 

 Shirting fabric sales reduced marginally by 1.1% as volumes were lower by 4.3%, 

however ASP increased by 3.3% due to a better product mix 

 Margins impacted largely due to reduction in sales volumes 
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INR Crore Q3 FY17 Q3 FY16 Change 9m FY17 9m FY16 Change 

Net Sales 658 738 -11% 1,941 1,945 0% 

EBITDA 93 138 -33% 280 335 -16% 

   EBITDA margin 14.2% 18.7% 14.5% 17.2% 

Branded Textiles profitability contracted due to demand contraction  



BRANDED  APPAREL 
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BRANDED  APPAREL 



 The top line which was consistently growing at 16-18% for last 9 quarters, grew by only 
6% in this quarter due to demand slowdown in traditional channels 

 The growth of 4 power brands was 24% in October which contracted in November and 
bounced back in December mainly driven by EBO and LFS channels 

 Brand wise Sales growth 

 
 

 Margins decreased marginally due to impact of statutory levies 

 Brands  PA  RPA  CP Parx MTM 
 Growth%  y-y 15% 20% -6% 0.2% 30% 
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INR Crore Q3 FY17 Q3 FY16 Change 9m FY17 9m FY16 Change 

Net Sales 329 309 6% 955 841 14% 

EBITDA (4) (3) -47% (24) (13) -83% 

   EBITDA margin -1.3% -0.9% -2.5% -1.6% 

Branded Apparel double digit sales growth momentum impacted 
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RETAIL 



 During the quarter 
• Added 30 new stores and closed 13 stores  
• Completed 33 stores renovation and 9 stores are under renovation  

 
 Blended same store sales growth across formats was 3% y-o-y 

 
 Sales growth across the exclusive network was 8% y-o-y 

23 

5 
4 

4 
12 3 

15 

68 

Sept 16 TRS MTM EBO TRS MTM EBO Dec 16

1067 

755 

234 

 
762 

245 

61 
60 

TRS 

1.97mn 
sq ft 1.93mn 

sq ft 

EBO 

MTM 

1050 

Exclusive Retail Network 

13 closures 

30 additions 
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GARMENTING 



 

 Sales declined due to lower volumes on account of deferment of orders to next 
quarter and increase in demand for lower ASP products 

 

 Growth in margins observed due to better product mix and savings in cost 
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INR Crore Q3 FY17 Q3 FY16 Change 9m FY17 9m FY16 Change 

Net Sales 129 146 -12% 455 419 8% 

EBITDA 9 7 32% 41 30 39% 

   EBITDA margin 7.4% 4.9% 9.0% 7.0% 

Garmenting growth impacted as demand postponed 



26 

HIGH VALUE  
COTTON SHIRTING 



 Increase in sales led by higher volumes  
 

 EBITDA higher y-o-y due to improvement in operational and cost efficiencies 
 

  
 

  
 

 

The results shown above are for 100% operations and include minority interest   
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INR Crore Q3 FY17 Q3 FY16 Change 9m FY17 9m FY16 Change 

Net Sales 131 119 11% 394 349 13% 

EBITDA 13 9 56% 39 32 22% 

   EBITDA margin 10.3% 7.3% 9.9% 9.2% 

High Value Cotton Shirting maintained healthy growth 



ENGINEERING 
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AUTO COMPONENTS TOOLS & HARDWARE 



 

 Domestic sales were down mainly due to demand contraction on account of cash 
crunch 

 Exports impacted due to continued slowdown in African markets 

 Portfolio mix rationalization, commodity cost optimisation and operational efficiencies 
led to gross margin improvement 

 EBITDA impacted largely due to lower volumes 

 

The results shown above are for 100% operations and include minority interest   
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INR Crore Q3 FY17 Q3 FY16 Change 9m FY17 9m FY16 Change 

Net Sales 79 98 -19% 258 303 -15% 

EBITDA (1) 6 -110% 5 15 -67% 

   EBITDA margin -0.7% 6.1% 1.9% 4.8% 

Tools & Hardware volumes impacted due cash crunch in domestic 
market and slowdown in exports 



 

 

 Performance not comparable due to forging operations disposed off in previous year 

 On like for like basis, sales up 31% y-y and EBITDA increased to Rs 5 cr from break even 
level in the previous year; led by higher off takes in export market and operating 
efficiency 

 Working capital days improved by 16 days 

 Business performance maintaining the pace of turnaround already achieved in Q2 

 
 
 

The results shown above are for 100% operations and include minority interest   
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INR Crore Q3 FY17 Q3 FY16 Change 9m FY17 9m FY16 Change 

Net Sales 38 29 31% 123 139 -11% 

EBITDA 4 0.1 NA 18 3 533% 

   EBITDA margin 11.5% 0.5% 14.3% 2.0% 

Auto components grew on account of export growth 
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Way Forward 
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 Branded Textile and Branded Apparel segments   

 Strong wedding season from mid-Jan will partly compensate the overall 

slowdown in consumption this quarter 

 Retail stores in large urban towns should recover to last year level by the end of 

the on-going quarter 

 However, wholesale channel is likely to take at least 2 more quarters to recover 

back to normal sales 

 

 Initiatives on demand creation, channel support, cost optimisation, channel support 

and working capital management will continue 

 

 Focus on Business Strategy  

 Strengthening brands 

 Product innovation 

 Network expansion through asset light models  

 Business transformation of non-core businesses 

 

Way Forward 
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Annexure – Published Results 
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THANK YOU 
www.raymond.in 

http://www.raymond.in/

