
 
 

Aditya Birla Fashion & 
Retail Ltd. 

 
Corporate Presentation 

June 2020 

 



Disclaimer 

2 

This presentation has been prepared for general information purposes in respect of Aditya Birla Fashion and Retail Limited (“Company”, together with its subsidiaries and associates the “Group”) only, without regard to any specific objectives, suitability, 

financial situations and needs of any particular person and does not constitute any recommendation or form part of any offer or invitation, directly or indirectly, in any manner, or inducement to sell or issue, or any solicitation of any offer to purchase or subscribe 

for, any securities of the Company in any jurisdiction, nor shall it or any part of it or the fact of its distribution form the basis of, or be relied on in connection with, any contract, investment decision or commitment therefor. This presentation does not solicit any 

action based on the material contained herein. Nothing in this presentation is intended by the Group to be construed as legal, accounting or tax advice. 

  

This presentation has not been approved and will not or may not be reviewed or approved by any statutory or regulatory authority in India. 

  

This presentation contains certain forward-looking statements relating to the business, financial performance, strategy and results of the Group and/ or the industry in which it operates. Forward-looking statements are statements concerning future 

circumstances and results, and any other statements that are not historical facts, sometimes identified by the words including, without limitation “believes”, “expects”, “predicts”, “intends”, “projects”, “plans”, “estimates”, “aims”, “foresees”, “anticipates”, “targets”, 

and similar expressions. The forward-looking statements, including those cited from third party sources, contained in this presentation are based on numerous assumptions and are uncertain and subject to risks. A multitude of factors including, but not limited 

to, uncertainty and impact due to COVID-19, changes in demand, competition and technology, can cause actual events, performance or results to differ significantly from any anticipated development. Neither the Group nor its affiliates or advisors or 

representatives nor any of its or their parent or subsidiary undertakings or any such person’s officers or employees guarantees that the assumptions underlying such forward-looking statements are free from errors nor does either accept any responsibility for 

the future accuracy of the forward-looking statements contained in this presentation or the actual occurrence of the forecasted developments. Forward-looking statements speak only as of the date of this presentation and are not guarantees of future 

performance. As a result, the Group expressly disclaims any obligation or undertaking to release any update or revisions to any forward-looking statements in this presentation as a result of any change in expectations or any change in events, conditions, 

assumptions or circumstances on which these forward looking statements are based. Given these uncertainties and other factors, viewers of this presentation are cautioned not to place undue reliance on these forward-looking statements. Certain numbers in 

these presentations and materials have been subject to routine rounding off and accordingly figures shown as total in tables and diagrams may not be an arithmetic aggregation of the figures that precede them. 

  

The information contained in these presentations and materials are only current as of the dates specified herein and have not been independently verified. None of the Group, its directors, promoter or affiliates, nor any of its or their respective employees, 

advisers or representatives or any other person accepts any responsibility or liability whatsoever, whether arising in tort, contract or otherwise, for any errors, omissions or inaccuracies in such information or opinions or for any loss, cost or damage suffered or 

incurred howsoever arising, directly or indirectly, from any use of this presentation or its contents or otherwise in connection with this presentation, and makes no representation or warranty, express or implied, for the contents of this presentation including its 

accuracy, fairness, completeness or verification or for any other statement made or purported to be made by any of them, or on behalf of them, and nothing in this presentation or at this presentation shall be relied upon as a promise or representation in this 

respect, whether as to the past or the future. Past performance is not a guide for future performance. The information contained in this presentation is current, and if not stated otherwise, made as of the date of this presentation. The Group undertakes no 

obligation to update or revise any information in this presentation as a result of new information, future events or otherwise. Any person/ party intending to provide finance/ invest in the shares/ businesses of the Group shall do so after seeking their own 

professional advice and after carrying out their own due diligence procedure to ensure that they are making an informed decision. 

  

This presentation is not a prospectus, a statement in lieu of a prospectus, an offering circular, an advertisement or an offer document to purchase or sell securities under the Companies Act, 2013, and the rules made thereunder, as amended, the Securities 

and Exchange Board of India (Issue of Capital and Disclosure Requirements) Regulations, 2018, as amended, or any other applicable law in India.  

  

This presentation is strictly confidential and may not be copied or disseminated, reproduced, re-circulated, re-distributed, published or advertised in any media, website or otherwise, in whole or in part, and in any manner or for any purpose. Any unauthorized 

use, disclosure or public dissemination of information contained herein is prohibited. No person is authorized to give any information or to make any representation not contained in or inconsistent with this presentation and if given or made, such information or 

representation must not be relied upon as having been authorized by any person. Failure to comply with this restriction may constitute a violation of the applicable securities laws. Neither this document nor any part or copy of it may be distributed, directly or 

indirectly, in the United States. The distribution of this document in certain jurisdictions may be restricted by law and persons in whose possession this presentation comes should inform themselves about and observe any such restrictions. Accordingly, any 

persons in possession of the aforesaid should inform themselves about and observe any such restrictions. By reviewing this presentation, you agree to be bound by the foregoing limitations. You further represent and agree that you are located outside the 

United States and you are permitted under the laws of your jurisdiction to receive this presentation. You may not repackage or sell the presentation. Information contained in a presentation hosted or promoted by the Group is provided “as is” without warranty of 

any kind, either expressed or implied, including any warranty of fitness for a particular purpose. This presentation is not an offer to sell or a solicitation of any offer to buy the securities of the Company in the United States or in any other jurisdiction where such 

offer or sale would be unlawful. Securities may not be offered, sold, resold, pledged, delivered, distributed or transferred, directly or indirectly, in to or within the United States absent registration under the United States Securities Act of 1933, as amended (the 

“Securities Act”), except pursuant to an exemption from, or in a transaction not subject to, the registration requirements of the Securities Act and in compliance with any applicable securities laws of any state or other jurisdiction of the United States. The 

Company’s securities have not been and will not be registered under the Securities Act. 

  

By accessing this presentation, you accept this disclaimer and any claims arising out of or in connection with this presentation shall be governed by the laws of India and only the courts in Mumbai, India, and no other courts shall have jurisdiction over the 

same.  
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1. Industry Overview & Opportunity 
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30% 
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Traditional Retail Organized Brick & Mortar Online

41 
55 

67 
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Indian Apparel Market expected to touch 
~$107 Bn by 2025 

5 Source: Report on India Fashion Market, June 2020 by Wazir Advisors 

1. Top 2 Cities - Delhi & Mumbai; Next 6 Cities – Bangalore, Chennai, Hyderabad, Ahmedabad, Pune Kolkata; Next 16 Cities – Surat, Jaipur, Lucknow, Nagpur, Patna Indore, Coimbatore, Vadodara, Ludhiana, Bhopal, Kochi, Vishakhapatnam, Madurai, 

Nashik, Jamshedpur, Guwahati; Next 50 (Indicative): Mostly Tier III Cities such as Kanpur, Kozhikode, Thrissur, Agra, Trivandrum, Varanasi, Rajkot, Meerut, Vijaywada, Amritsar, Jodhpur, Ranchi 

 

CAGR 2015-25 

(Market Size) 

27.6% 

11.7% 

7.9% 

50 56 50 50 

352 

90 100 90 90 

631 

Top 2 Cities Next 6 Cities Next 16 Cities Next 50 Cities Rest of India

2015 2025E

Top 24 cities (Metro, Mini-Metro & Tier I) – 29% of 

total retail spending  

Tier II & Tier III – 71% of total 

retail spending  

65% 68% 69% 72% 

35% 32% 31% 28% 

2015 2018 2020E 2025P

Western Wear Ethnic Wear

CAGR 2015-25  

(Market Size) 

7.5% 

11.1% 

(USD Bn) 

(USD Bn) 

Indian Apparel Market - Projected to grow at a 10% CAGR to reach ~$107 Bn 

by FY25  

Channel Mix (Market Share) – Online as a channel is expected to grow the 

fastest, followed by Organised Brick & Mortar 
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Categorisation Mix (Market Share) - Indian Apparel Market is dominated by 

Western Wear and is expected to reach $77 Bn by FY25 

Overall Retail Spend Across Different Cities(1) - Tier II & Tier III cities lo lead 

the retail consumer spending 
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24.9 

39.0 

Total Market Size

27.7 

45.3 

Total Market Size
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Segment Analysis 

Source: Report on India Fashion Market, June 2020 by Wazir Advisors 
1. Men’s Categorisation: Formals include Shirts, Trousers, Suits/Coats/Safari Suits; Casuals include T-shirts  and Denim; Others include Winterwear, Ethnic etc. 
2. Women’s Categorisation: Formals include Top/Shirts, Formal Jackets, Trousers/Skirts; Casuals include T-shirts  and Denim; Others include Winterwear, Sleepwear etc 

Men’s Apparel Market(1) 

Women’s Apparel Market(2) 

14.3 

6.8 

1.9 0.9 
3.8 

21.6 

13.2 

3.1 1.7 

5.7 

Formal Casual Innerwear Activewear Others

2020E 2025P
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n
) 

CAGR 8.6% 14.2% 10.3% 13.6% 8.4% 10.3% 

16.9 

4.4 
1.0 0.9 1.7 

24.4 

8.5 

1.8 1.9 2.4 

Ethnic Innerwear Formal Casual Others

2020E 2025P

(U
S

D
 B

n
) 

CAGR 7.6% 14.1% 12.5% 16.1% 7.1% 9.4% 

 Men’s Apparel - 42% contribution to the 

overall apparel market in FY20 

 Formals is the biggest component 

contributing nearly 50% of the overall 

men’s category 

 Casuals and Activewear are the two 

fastest growing categories 

 Women’s Apparel - 37% contribution to 

the overall apparel market in FY20 

 Ethnic is the biggest component 

contributing nearly 70% of the overall 

women’s category 

 Casuals and Innerwear are the two 

fastest growing categories 

 Kid’s Apparel - 21% contribution to the 

overall apparel market in FY20 

 FY20 market size is ~$14 Bn and is 

expected to grow at a CAGR of 10.5% 

to reach ~$23 Bn by FY25 



Favorable Demographics leading to 
Consumption Megatrends 
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Increase in Brand Consciousness 

• Consumers in non-metros are realizing the importance of better brands 

• Western wear brands are growing across all segments of the Indian 

market (premium, medium and value) 

Far greater participation of women in the society 

• Increase in the number of working women is expected to drive the 

western wear market in India 

Rise of Digitization 
• Apparel Retail through online channel is expected to grow at a CAGR of 

31% from FY20-25 

• In the post COVID era, rate of adoption of omnichannel strategy among 

fashion players is expected to increase 

Rising influence of Media & Technology 

• Rise of athleisure, online penetration of western wear, rise of private label 

expected to contribute to growth 

Rise in Aspirational Buying 

• Shift towards aspiration rather than need based buying and design 

innovations that appeal to Indian sensibilities 

Changing Demographics Consumption Megatrends 

Source: Report on India Fashion Market, June 2020 by Wazir Advisors 

• Young population are well travelled, brand conscious and well 

connected  

• By 2030, India’s median age is expected to be under 30 years 

• Only 33% of India’s population classified as urban compared to 

global average of 54% (FY16) 

• By 2050 India will have half of total population live in urban areas 

and will account for well over 80% of GDP 

• India’s affluent middle class is increasing and its estimated that 23% 

of global middle class will be from India by 2030 

• The households with annual earnings between USD 10,000-50,000 

have also grown at a CAGR of 20% over the last 5 years 

• Increase in Nuclearisation 

• Fall in the average household size coupled with rising disposable 

income will lead to greater discretionary spending 

• Rural areas are developing at a rapid pace and so is their purchasing 

power 

• Mid- value India Fashion Market segment of western wear is the 

preferred choice of people from rural areas 

1 

2 

3 

4 

5 
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2. Company Profile 



Our Journey 
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Acquisition 
of Madura 
Garments 

Launch of Luxury 
& Value formats 

Investment  
in Export 
Manufacturing 

Foray into 
Apparel 
Retail 

Acquisition of 
Pantaloons  

Merger of 
Madura 
Division 

Launch of Innerwear 

Acquisition of Forever 21 

International Brands 

Digital Transformation 

 

Foray into branded ethnic 
wear  - Strategic 
investments  
in Jaypore and  
Shantanu & Nikhil 

1999 2004 2007 2013 2015-16 2017-20 

Entry Phase 

Expansion & Growth Phase 

Portfolio Diversification 

1999-2006* 

2007-2016* 

2017-2020 

Establish presence in branded 
apparel and retail space 

Fill gaps in apparel offerings and 
enter multi-brand retail 

Investments in white spaces 

Revenue  
(in Rs cr) 

FY01 FY05 FY09 FY13 FY19 

326 472 
1126 

3802 

8118 

7.2x in  
10 years 

 CAGR 
~22% 

Company to provide numbers pre-

listing so that this graph can be 

updated 

*Housed under Aditya Birla Nuvo Limited, an Aditya Birla group entity 
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One of the Leaders in Indian Fashion  

Luxury 

Super-
Premium 

Premium 

Sub-Premium 

Value 

Powerhouse of 
brands 

Home to India’s 5 Leading Apparel Brands  

Men’s 
Casuals – 

42% 

Men’s 
Formals – 

25% 

Women’s 
Western – 

15% 

Kids – 7% 

Balanced Portfolio Across Segments* 

*Indicative Split for FY20 ^ There could be an overlap in the Loyalty Base between Madura and Pantaloons Segments  

Madura Segment Pantaloons Segment 
Key Brands 

Lifestyle Brands 
Louis Phillipe, Van Heusen, Allen Solly, Peter 

England 

New Businesses 

Fast Fashion Forever 21 

Global Brands 
The Collective, Ralph Lauren, Fred Perry, Hackett, 

Ted Baker and American Eagle 

Innerwear Van Heusen 

Ethnic Wear Jaypore, Shantanu & Nikhil 

2,699 
Brand Stores 

183 lakhs 
Loyalty Base^ 

₹ 5,434 Cr. 
Revenue (FY20) 

As on March 31, 2020 

342 
Stores 

169 lakhs 
Loyalty Base^ 

₹ 3,514 Cr. 
Revenue (FY20) 

As on March 31, 2020 

Ethnic – 8% Innerwear– 3% 

Categories 

Men 

Women’s Western 

Women’s Ethnic 

Kids 

Non Apps 



One of India’s Widest Distribution Networks 
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2,699  

Brand Stores 

6,514 
SIS across Dept. stores 

25,000  
Multi-brand Outlets 

342  
Pantaloons Stores 

1 

16 

83 
12 

13 

306 

31 

3 

10 

8 
4 

3 
8 

6 

23 

76 

8 

25 

6 

93 
37 

62 
5 

95 

25 

365 

43 

252 

27 

73 

13 

68 

10 

286 

36 96 
5 

33 

7 

48 7 

110 

10 

128 
14 

112 
14 

6 

158 

6 

125 

14 

4 

1 

3 

1 
1 

2 1 

2 

1 

Legend: 
Brand Stores 
Pantaloons Stores 

8.1 
As on March 31, 2020 

Footprint 
(million sq. ft.) 

Data as of March 31, 2020 



Lifestyle Brands 
Leading Branded Apparel Play 
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Loyalty Base^ – 183 lakhs 
As on March 31, 2020 

49% 
of revenues from loyal customers 

 3,866  

 4,304  

 4,626  

FY18 FY19 FY20*

Revenue (₹ Cr.) 

 1,813  
 1,980  

 2,253  

 2,401  
 2,557  

 2,832  

 2,000

 2,500

 3,000

 3,500

 4,000

 1,000

 1,500

 2,000

 2,500

FY18 FY19 FY20

Retail Network 
Stores Area ('000 Sq. ft)

42% 41% 38% 

41% 39% 42% 

17% 19% 20% 

FY18 FY19 FY20

Channel-wise Revenue Mix 

Wholesale Retail Others

118 

150 

183 

FY18 FY19 FY20

Loyalty Base (Lakhs) 

38% 

42% 

20% 

42% 

41% 

17% 

Channel-wise Revenue Mix 

Wholesale

Retail

Others

FY20 

FY18 

42% 

41% 

17% 

38% 

42% 

20% 

Channel-wise Revenue Mix 

Wholesale

Retail

Others

FY20 

FY18 

Include * Covid Impact 
asterisk on FY20 

* Q4FY20 numbers impacted by COVID-19 and subsequent lockdown  ^ There could be an overlap in the Loyalty Base between Madura and Pantaloons Segments  



Pantaloons 
Leading Large Format Fashion Retailer 
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 275  

 308  

 342  

 3,764  

 4,016  

 4,363  

 3,500

 4,000

 4,500

 5,000

 200

 250

 300

 350

FY18 FY19 FY20

Retail Network 
Stores Area ('000 Sq. ft)

 2,862  

 3,194  

 3,514  

FY18 FY19 FY20*

Revenue (₹ Cr.) 

Loyalty Base^ 

169 lakhs 
As on March 31, 2020 

36% 37% 36% 

23% 21% 22% 

21% 19% 19% 

12% 13% 14% 
9% 10% 9% 

FY18 FY19 FY20

Category Mix 

Men Women's Western Women's Ethnic Kids Non Apps

60% 62% 62% 

6% 5% 7% 

34% 32% 30% 

FY18 FY19 FY20

Private Label Mix 

Own Brands MFL Others

36% 

22% 

19% 

14% 

9% 

36% 

23% 

21% 

12% 

9% 

Category Mix 

Men

Women's Western

Women's Ethnic

Kids

Non Apps

FY20 

FY18 

36% 

22% 

21% 

12% 

9% 

36% 

22% 

19% 

14% 

9% 

Category Mix 

Men

Women's Western

Women's Ethnic

Kids

Non Apps

FY20 

FY18 

60% 

6% 

34% 

62% 

7% 

31% 

Private Label Mix 

Own Brands

Madura Fashion Limited

Others

FY20 

FY18 

• Include * Covid Impact asterisk on FY20 
• Put only FY20 in Category Mix 
• Make MFL Madura Fashion directly 

* Q4FY20 numbers impacted by COVID-19 and subsequent lockdown  ^ There could be an overlap in the Loyalty Base between Madura and Pantaloons Segments  



New Business in line with Evolving Market 
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FAST FASHION 

WOMEN’S 

WESTERN 

INTERNATIONAL  

AND CASUALWEAR 

BRANDS 

ETHNIC 

WEAR 

BRANDS 

INNERWEAR, 

ATHLEISURE AND 

ACTIVE WEAR 



Our Play – Innerwear  
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Innerwear Market Opportunity Our focus areas to build the Innerwear business 

Leading to… 

Availability across 280+ towns 

1.9 
3.1 

4.4 

8.5 

FY2020E FY2025P

Innerwear Market Size (USD Bn) 

Men Women

Source: Report on India Fashion Market, June 2020 by Wazir Advisors 

• Trade Footprint across 20,000 outlets – 

Q3FY20 and Q4FY20 

 

• Market leading product innovations in 

both men’s and women’s segments 

continue to be the brand differentiators – 

Q4FY20 Presentation 

 

• Significant branding investments and 

aggressive promotions to propel 

expansion  - Q1FY19  

 

 

 

Propelled expansion through impactful market launches and focused 

communication campaigns 

High Impact Marketing 

Trade Footprint across ~ 20,000 outlets* 

Deep Distribution 

Driving brand differentiation through product innovations in both 

men’s and women’s segments 

Product Innovation 

Adding relevant categories in line with evolving consumer trends to 

ride on wide and deep distribution network 

Portfolio expansion aligned with consumer trends 

*As of March 31, 2020 



Steadily Nurturing Ethnic Business 
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Ethnic Wear Market Opportunity Our focus areas to build the Ethnic business 

Company has forayed into premium ethnic wear through investments in  

Premium Market Bridge to Luxury Market 

Men’s Ethnic 

Women’s Ethnic 

Premium/ Bridge to 

Luxury/ Lifestyle 

Super Premium  

Bridal Wear 

Everyday/ 

Work Wear 

1.8 2.9 

16.9 

24.4 

FY2020E FY2025P

Ethnic Wear Market Size (USD Bn) 

Men Women

Source: Report on India Fashion Market, June 2020 by Wazir Advisors 



Global Brands and Fast Fashion 
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Global Indians: Our 
Play – Global  Brands 

Young, Fashionable India: 
Our Play – Fast  Fashion 



Leadership Team 
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Mr. Ashish Dikshit  
Managing Director 

Mr. Vishak Kumar 
CEO 

 Lifestyle Brands 

Ms. Sangeeta 
Pendurkar 

CEO 
Pantaloons 

Mr. Sooraj Bhat 
CEO 

Fast Fashion & 
International Brands 

Mr. Puneet Malik 
CEO 

Innerwear Business   

Mr. Jagdish Bajaj 
CFO   

Ashish Dikshit 
Managing Director 
Total Years of Experience: 28  

Total Years with ABG : 22  

Sangeeta Pendurkar 
CEO, Pantaloons 

Sooraj Bhat 
CEO, Fast Fashion & International Brands 

Puneet Malik 
CEO, Innerwear Business 

Brand CEOs 

Vishak Kumar 
CEO, Lifestyle Brands 

Total Years of Experience: 25 

Total Years with ABG : 25  

Sangeeta Pendurkar 
CEO, Pantaloons 

Total Years of Experience: 32 

Total Years with ABG : 2.5  

Sooraj Bhat 
CEO, Fast Fashion & 

International  Brands 
Total Years of Experience: 21 

Total Years with ABG : 18  

Puneet Malik 
CEO, Innerwear Business 
Total Years of Experience: 27 

Total Years with ABG : 26  

Jagdish Bajaj 
Chief Financial Officer 

Total Years of Experience: 31 

Total Years with ABG : 31  

Chandrashekhar Chavan 
Chief Human Resource Officer 

Total Years of Experience: 25 

Total Years with ABG : 24  

Praveen Shrikhande 
Chief Digital Officer 

Total Years of Experience: 30 

Total Years with ABG : 4  

Kedar Apshankar 
COO, Special Projects 

Total Years of Experience: 25 

Total Years with ABG : 15  

Dr. Naresh Tyagi 
Chief Sustainability Officer 
Total Years of Experience: 29 

Total Years with ABG : 12 

ABG – Aditya Birla Group 

R. Swaminathan 
Chief Supply Chain Officer 
Total Years of Experience: 29 

Total Years with ABG : 20  
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3. Strengths & Strategies 



Key Strengths 

20 

Strong & Established Brands 

Diversified Product Portfolio and Deep Expertise in Design, Product 
Development & Sourcing 

Extensive Distribution Network with a Diversified Geographical Presence 

 Robust People Processes 

Leadership Capability  

1. The Fashion & Retail Arm of the Aditya Birla Group – One of India’s Most Prestigious Conglomerates 

2. Strong & Established Brands with ability to Build Strong Timeless Brands 

3. Strong Product Portfolio and Deep Expertise in Design, Product Development & Sourcing 

4. Extensive Distribution Network with a Diversified Geographical Presence 

5. Strong People Processes 

6. Leadership Capability and Corporate Governance 

Flagship Fashion & 

Retail Arm of the 

Aditya Birla Group 



Evolving our strategy with long term shift in 
consumer trends 

21 

Women 
moving to 

Western Wear 

Rise of  
the Value 
Customer 

Shift 
towards 

Casualwear 

Growing 
International 

Influence 

Luxury/Super-
Premium 

Accelerating 

Digital and 
Ecommerce 
driving rapid 

growth 

Emergence of 
branded 

ethnic wear 



Key Strategies 
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1. Continue to Build Strong Brands 

2. Enhance our Portfolio in line with consumer trends 

3. Expanding Distribution Footprint 

4. Digital Transformation 

Expanding Distribution Footprint 3 

Digital Transformation 4 

Build Strong Brands 1 

Continue to Enhance our Portfolio 2 



ABFRL Digital Transformation Agenda 
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Omni-channel E-Commerce 

Digital marketing 

Digital in-

store 

Supply chain digitisation 

Personalization 

Design, buying & 

allocation 

Markdown 

Management 

Channel 

partner mgmt. 

Commerce 

Engagement 

Efficiency Improvement 
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4. Sustainability & CSR 



ReEarth 
Sustainability at ABFRL 
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Energy 

conservation 

Carbon 

footprint 

Green 

Building 

WASH 

Pledge 
Water 

Management 

Waste 

Reduction 

Sustainable 

Product 
Packaging Safety CSR 

10 Missions setup under ReEarth  

than what we take from the 

give back more 

ecosystem 

We are committed to 

 

 

 

 

 

 

 

Awards & Accolades 
Dow Jones Sustainability Indices -2019 : 8th Rank globally in textiles, apparels and luxury goods sector* 

Sustainable Corporate of the Year 2019 : Frost & Sullivan and TERI Sustainability Awards 4.0  

CII-IGBC Green Champion of the Year 2019 

ABFRL Sustainability Case study presented at UN Headquarters 

 

 

 

 

  



CSR 
Contribution to Society 
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29,190 

Education Healthcare Skilling 

Beneficiaries 

1,24,295 

Beneficiaries 

1,186 

Beneficiaries 

Volunteering Water & 
Watershed 

Digital 

24,249 

hours 

36,414 

Beneficiaries 

17,152 

Beneficiaries 

20,546 

Orissa 
Project 

Beneficiaries 

FY20 milestones 
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5. Financial Performance 

Financials and COVID-19 Strategy disclosed in Q4FY20 presentation of the Company dated May 27, 2020, uploaded on Company website: 

(http://www.abfrl.com/docs/investors/financial_reports/performance_update/ABFRL_Performance_update_May_27_2020.pdf) and the Stock 

Exchanges: www.bseindia.com and www.nseindia.com  

http://www.abfrl.com/docs/investors/financial_reports/performance_update/ABFRL_Performance_update_May_27_2020.pdf
http://www.abfrl.com/docs/investors/financial_reports/performance_update/ABFRL_Performance_update_May_27_2020.pdf
http://www.bseindia.com/
http://www.nseindia.com/


Thank You 


