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27 YEARS OF CUSTOMER DELIGHT



Our Genesis

e Vision : To be an inspirational and trusted brand,
transforming customers' lives through fashion &
delightful shopping experience every time.

. We are not here to sell, we want our customers to
experience the moments of personal transformation
they experience in our aisles.

*  We are a team of 7,000 + professional associates who
strive endlessly to provide the best shopping
experience to each of our customers.

. "Start Something New" to give retail a new dimension
and innovation is our key driver to attain excellence in
customer service.



Our Customers

e Qur core customers are Mid-High Income families and
Young Professionals.

* We also specifically target millennial consumers via
Social Media and our Website.

* These young millennials are key Purchase Influencers for
Parents and Family.
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Who IS Our CUStomer? START SOMETHING NEW

Primary target
for
Omnichannel

Primary
target for
Store




SHOPPERS STOP

1 991 o 15t Store in India

1 9 94 [ ) India’s Largest Retail Loyalty Program
FirstCitizen

T h e Way We c rea ted 2 000 ®  Acquired Crossword Bookstores
Reta i I Leg a Cy 2 00 5 ® * Listed on BSE & NSE with the IPO oversubscription of

17.25 times

* Launched HomeStop

* Launched the first mono brand M.A.C store and
partnered with ESTEE LAUDER Group (ELG);

Created the Department store format in 1991
with the take over and refurbish of a movie 2006 o ‘Launched Mothercarein india
theatre in Mumbai

2 008 ® Introduced Bridge-to-Luxury, New Brand Identity

N Changed the way Indians ShOppEd for fashion 2 0 1 0 [ Nationwide presence with 34 stores spread across all four
zones
* Awhole new experience of large format
house of brands’ under a Single roof 20 1 5 o EXpanded Shoppers Stop fOOtprint to 81 stores

2 0 1 7 @®  Bollywood Celebrity Sonam Kapoor co creates brand
Rheson making it the 5th Celebrity brand at Shoppers
Stop

2 0 1 9 [ +20 million USD transformation investment in redesign,
renovations and technology




LLERYVEVAULE

Dominate

83 74

DEPARTMENT BEAUTY
STORES STORES

+20,000

CUSTOMER CARE ASSOCIATES

+40 million

WALK-INS PER YEAR

4.2 million 38

SQUARE FEET AREA CITIES

+13 million uspD

CASH SURPLUS

As of December 31, 2018
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CROSSWORD

India’s largest lifestyle bookstore chain spread over 1 lac
sq.ft across 34 cities

8 ; Books, Stationary Merchandise

Music & Gadgets
STORES

HOMESTOP

Premium Home Concept Store

1 2 Décor, Kitchen

STORES Bed & Bath



LLERYVEVAUE
Digitize

+17 million

+128k

+25K

+160k

The First To Go
Omni

+60 million

VISITS PER YEAR ON SITE & APP

+5 million

MOBILE APP DOWNLOADS

+25,000

PIN CODE COVERAGE

+50

OMNI READY STORES



LLUERVEVAYCREED

Karunakaran Anupam Saxena

Mohanasundaram

Chief Financial Officer

President - Beauty

Uma Talreja Devadas Chittozhi
Chief of Marketing & Chief Supply Chain Officer
Customer Officer

Amitabh Suri Anil Shankar

President - International & Chief Technology Officer

Private Brands

BVM Rao

Chief Human Resource Officer

RAJIV SURI Maneesh Mittal

: : Chief of Omnichannel
Managing Director & CEO

Amin Kassam Neeraj Nagpal

Chief of Retail Operations President Brands

Collective experience of about 200+ years in our Leadership 9



The Way We Show

Our Loyalty To
Customers

First Citizen provides rich insights into customer
behaviors, habits and preferences with over 25 years
of recorded transactions

Recognised as one of the best loyalty program in
India and the largest in retail industry

First Citizen member spends 3 times more than a
non-member

Delivering hi-level of engagement and retention

Analytics to analyze the proprietary First Citizen
data to help deliver on customer centric approach

Strive to add value and inspire our customers
because we recognize that they come to us by choice

+ 5.9 million

FIRST CITIZEN LOYALTY
PROGRAMME MEMBERS

+ 77%

CONTRIBUTION TO
COMPANY’S SALES

+ 87%

REPEAT SALES

SHOPPERS STOP
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LLERVEVAVERERE

Exclusive Trial Rooms and Billings
Personal Shopper @ Home
Invest 10,000+ hours every year in training

250+ Personal Shoppers contribute to
14 % of our sales

11



The Way We Care

Inclusion

Partnership with TRRAIN for
employment of differently abled

Committed to hire 4% of
workforce in next 2 years

Sustainable

Solar Energy Panels, Rainwater
Harvesting and LED Lighting
across stores - Reduced 28.26
lacs units of power carbon
emission by 2,207 tonnes in FY
2017-18

Women for Women

Women form 28% of our workforce
37% in mid to senior leadership

Programs to nurture brands founded by
women entrepreneurs

12
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.Customer Parameters

CUSTOMER ENTRY TREND (LTL) CUSTOMER VISITS(in Millions) (LTL)
4.00% - 44.00
43.1
2.00% 0 43.00
1.50% 4.1
0.00% . 41.8
200 2013/14 2014/15 2015/16 2016/17 2017/18 2018/19- 4200
Projected
4.00% ' 41.00 40.5
-6.00% -6.90% Mid negative 40.00 39.8
-8.00% -6.70% 7.30% . 39.00
-10.00%
38.00
-12.00% -10.50% 2013/14 2014/15 2015/16 2016/17 2017/18 2018/19-
. Projected

CONVERSION % - TREND - CASH MEMO SIZE (ATV)
Mid single
29.0% Nearly 3400 digit growth
28.0% same )
27.0% 27.8% levels 3200 3053
26.0% 26.8% 3000 2878
()
25.0% 26.4% . 2800 2754 2791
24.0% 2669
23.0% 23.4% 2600
22.0% e -
22.9% 2400
21.0%
20.0% 2200
2013/14 2014/15 2015/16 2016/17 2017/18 2018/19- 2013/14 2014/15 2015/16 2016/17 2017/18 2018/19 -
Projected Projected

All the Parameters are on Rolling LTL



[First Citizen Program — Actions and Initiatives

q Strategic }

A 4

q Support Ancillary Programs ]

4

Personalization for Members on Website & Mobile
Application

Personal Shopper: Member awareness about the
program, Drive Leads for the program

Penetration of Beauty and Private Brands with non
users

1.3 times additional new First Citizen acquisition to
increase the active base




Il. Customer Experience — Personal Shoppers

Personal Shopper Program

20% 15%-20% 800
14%
15% 600
10.53%
10% 630 to 675 400
Crs

5% 362 crs >tocrs 200
0% 0

2017-2018 2018-2019(P)  2019-2020(B)

Sales % Contribution to Store

* Personal Shopper Program launched in September 2016. Current bench strength of 271 Personal Shoppers

* Average Personal Shopper Cash Memo Size is 3X more than regular store’s cash memo size



Personal Shopper Program — Actions and Initiatives

e Quarterly training of Personal Shoppers to keep upskilling on Fashion and Selling techniques
e Further more exclusive training programs from our top 10 vendors

e Training planned for next year : 9,000+ man-hours

e Revamping & upgrading Personal Shopper Lounges and extend basis Customer Feedback

e Hiring of Additional Personal Shoppers for top quadrant stores (16) to generate incremental
business

e Comprehensive support from Marketing, Analytics and Omnichannel to improve of customer
interactions and upsell (lead generation activity, social media campaigns)



Il.Private Brands — Yearly Growth Trends

40.0%

PVT BRAND TREND
Double Digit Growth

Aiming for Aggressive J

30.0%

20.0% 15.40%

10.0%

2.50%
0.0%
2015-2016 2016-2017 2017-2018  2018-2019 (YTD-  2019-2020 (B)
-10.0% Dec)
-2.40%
-20.0%

-18%
-30.0%



Private Brands — Key Investments

e Disproportionate Investments to re-establish and build the Private label business

e Dedicated Leadership Team in place : President Private Brands, Head of Design &
Head of sourcing team. Strengthening of design team ongoing

e Inhouse Sampling Unit, Design Studio and Testing lab established by 315t March
e [nvestments in marketing and communication with customers

e Significantly up weighted quality of associates for Private Brands by Hiring : Fashion
Consultants (20% in Top 14 stores) and creating a (Bronze, Silver, Gold structure) to
provide a clear career path and to reduce attrition

e Total Investment Amount : +10 crs



Private Brands — Key Actions

e Focusing sales on design led merchandise to improve sales densities

Building brand ID’s , category extensions with a clear brand purpose for each brand

Re-establishing broken relationships with Celebrity & Exclusive brands.

Adding more celebrity brands.

Launching of International brands like Jones NY , Kendall & Kylie, etc next year



Il. Beauty (Including ELCA SIS & SA)

TREND BEAUTY CONTRIBUTION TO
—Beauty ——ELCASIS —ELCASA BUSINESS

a1%
400 . % Contribution - Total % Contribution in Department Format
350
19.0% sits
:5h Double D18!
300 High

. 17.0% 16.1% /
250

14.6%  15:0%
15.0%
o0 3 12.9%  13-3%
- 13.0%
142 s . 11%-15%
150 80-3 11.0%  9.7% 9.4% 9.9% 10.0%  10.3%
101 y’ .

100 . o
45 52 57 53 9.0%
50 7.0%
- - 5.0%
2013-14 2014-15 2015-16 2016-17 2017-18 2018-19(P) 2013-14 2014-15 2015-16 2016-17 2017-18 2018-19(P) 2019-20(B)

*Trend and ELCA - SA includes new stores as well .




Il. People and Capability Building

|

Strategy Enablers

l. Personal Shopper Program

e Support aggressive growth plans
e Hiring of additional Personal Shoppers
e Training and Certification of Current Personal Shoppers

Il. Private Brand

¢ Building of Merchandising, Sourcing and Design Team to support
high double digit growth

e Significantly up weighted quality of associates for Private Brands
by Hiring : Fashion Consultants and creating a (Bronze, Silver,
Gold structure)

lll. Technology Driven Organization

e Continuous Training & Certification on new technology solutions
(POS, ERP, etc.) being implemented

e Making system knowledge as part of assessment & promotions



lll. Customer Centric Technology Transformation

Towards a Data Driven : Digital Company

e Digital Core: Sunset outdated technology and
implement a new digital core with SAP S4/HANA.
Implementation of Core ERP modules by Sep/Oct
2019.

e Store Front-end: Upgrade to latest version of POS
(Oracle XStore)

e Customer Loyalty: Revamp the loyalty engine to
latest technology

e Bl & Analytics: Rebuild the analytics capability
around the new digital core

e EDI for partners: Introduce EDI to allow integrations
with partner systems

e Digital Technology Adoption: Introduce RPA and
bots in back-end and customer facing areas




SHOPPERS STOP

START SOMETHING NEW



Unifying First Citizen Experience across touch-points

Single repository of all
Shoppers Stop
transactions

Recommend latest
styles based on
affinities & preferences

Self-serve for First
Citizens — scan & know,
scan & buy

Manage entire
wardrobe — including
non SS purchases (scan

/ shoot & add)

Connect with Personal
Shopper — including
remote screen view

Reduce Trail Room
hassles - Virtual try-on
mirrors with in-store
and chain catalog

Fashion, Lifestyle,
Beauty Trends — now
with personalized
content

Notify Personal
Shopper when First
Citizen steps into store

Queue-less check-out

SHOPPERS STOP

START SOMETHING NEW

Reminder for
replenish, shopping list
for the next store visit

Side-by-Side, assisted
selling by Personal
Shopper

Hands free always —
priority delivery (will
include in-store
purchases)



THANK
YOU



