




























 

  

 

     PRESS RELEASE 
 

 
 
 
 

 
Performance Highlights 

 
1. Company continued with its strong growth trajectory with fifth consecutive 

quarter of double-digit growth over pre-COVID period 

a. 20% YoY growth with revenue at Rs. 3589 Cr. for the quarter 
 

2. Consolidated quarterly EBITDA stood at Rs. 467 Cr. 
 

3. Aggressive network expansion continues  
a. Branded business network gained 245 stores including newly integrated 

Reebok stores 
i. Ethnic business added 15 new stores  

ii. Network of small-town format within Lifestyle brands is now 550+ 
stores strong 

b. Pantaloons added 10 new stores to the network 
 

4. Company continues to execute its long-term strategy with play across emerging 
consumer spaces 

a. TMRW announced strategic partnership with eight digital first brands 

i. Six brands already integrated into the portfolio 
b. Reebok transitioned into ABFRL w.e.f. 01st October 2022 

 
5. Digital and Omnichannel strategies crucial for driving business growth  

a. E-commerce sales grew 33% YoY  
b. Omni-channel coverage is now across 2350+ stores 

 
Financial Performance 

 
The Board of Directors of the Company, at its meeting today, approved the results 

for the quarter ended 31st Dec 2022. These financials are post factoring in 
necessary adjustments under Ind AS 116. 

 
 

 

 
 

 
 

Aditya Birla Fashion and Retail posts highest ever Quarterly 
Revenues with 20% growth YoY, 39% over pre-COVID 



 

  

 

 
Financials – Q3 

 
 

Standalone 

In Rs. Cr. 

Q3 

FY22 

Q3 

FY23 

Growth 

% 

(vs. LY) 

 
Consolidated 

In Rs. Cr. 

Q3 

FY22 

Q3 

FY23 

Growth 

% 

(vs. LY) 

Revenue 2873 3359 17%  Revenue 2987 3589 20% 

EBITDA 578 478 -17%  EBITDA 609 467 -23% 

PAT 191 57 -70%  PAT 197 11 -94% 

 

Growth in the quarter was primarily driven by strong Like-to-Like across our 
branded business and consistent performance in e-commerce. The quarter also 

saw accelerated marketing investments post a hiatus of 2 years across businesses 
as the company reinstated its rigor on augmenting its brands and building 

customer engagement.  Net profits for the quarter were impacted by ~2.3 times 
increase in marketing and strategic investments in new ventures.  

 

Each of the business segments posted solid performance. 
 

• Lifestyle brands – Best quarter for the branded portfolio as revenue grew 
18% YoY to reach Rs. 1873 Cr on the back of 5% LTL growth. EBITDA stood 

at Rs. 317 Cr. Business witnessed broad-based growth across categories, 
but notably, occasion and work wear performed relatively well. Women’s 

business grew ~26% YoY propelled by innovative and high-quality products. 
Marketing efforts of brands returned to pre-COVID levels, resulting in a 

noticeable rise in overall brand recognition.  
 

• Pantaloons – Business achieved its highest quarterly sales despite a 
challenging environment post the festive season as revenues grew 9% YoY 

to reach Rs. 1159 Cr. Q3 growth needs to be seen in the context of the shift 
of Pujo to Q2 during this year. EBITDA was reported at Rs. 168 Cr.  

 

• Inner wear & athleisure segment posted ~10% revenue growth YoY 
despite the overall slowdown in the athleisure segment. During the quarter, 

the business continued to expand its footprint rapidly to exit with 159 
exclusive stores and ~31000 trade outlets. The quarter also saw the 

business launching its largest nationwide television and digital advertising 
campaign. 

 
• Youth Fashion segment consisting of American Eagle and Forever 21 

delivered strong performance driven by effective market development 
actions through network expansion and building strongholds in some 

markets with a propensity for enhanced fashion. American Eagle delivered 



 

  

 

46% revenue growth YoY and LTL growth of 24%. Forever 21 grew 15% YoY 

and added 5 stores on net basis during the quarter. 
 

• Super premium brands, comprising of the multi-brand format “The 

Collective” and other super-premium brands, delivered a stellar performance 
with YoY revenue growth of 43% and strong LTL growth of 24%. 

 
• Ethnic businesses grew ~66% YoY, driven by aggressive network 

expansion and brand-building initiatives. Sabyasachi grew 23% YoY, as the 
brand crossed Rs. 100 Cr. quarterly revenue. Men’s premium ethnic wear 

brand TASVA expanded its network with the addition of 11 stores during Q3 
to exit with 32 stores. S&N posted its highest-ever quarterly revenue with 

43% growth YoY.  
 

OUTLOOK 
 

The long-term outlook for the company continues to be positive owing to 
normalization of offline businesses, proliferation of e-commerce, continued 

penetration for organized and branded apparel at the back of the strength of our 

brands. With multiple growth drivers at play, ABFRL is strategically positioned to 
capitalize, having firmly established its presence across multiple categories, 

segments, channels and price points.  
 

About Aditya Birla Fashion and Retail Limited 
 
ABFRL is part of a leading Indian conglomerate, The Aditya Birla Group. With revenue of Rs. 8,136 

Cr. spanning retail space of 9.2 million sq. ft. (as on March 31, 2022), it is India’s first billion-dollar 

pure-play fashion powerhouse with an elegant bouquet of leading fashion brands and retail formats. 

 

The Company has a network of 3,848 stores across approximately 32,589 multi-brand outlets with 

6,048 point of sales in department stores across India (as on 31st December 2022). 

 

It has a repertoire of India’s largest brands in Louis Philippe, Van Heusen, Allen Solly and 

Peter England, established over 25 years. Pantaloons is one of India’s leading fashion retailer. 

 

Company’s international Brands portfolio includes - The Collective, India's largest multi-brand 

retailer of international brands and has long term exclusive partnerships with select brands such 

as Ralph Lauren, Hackett London, Ted Baker, Fred Perry, Forever 21, American Eagle, 

Reebok and Galeries Lafayette. 

 

The Company’s foray into branded ethnic wear business includes brands such as Jaypore, Tasva 

& Marigold Lane. The company has strategic partnerships with Designers ‘Shantnu & Nikhil’, 

‘Tarun Tahiliani’, ‘Sabyasachi’ and ‘House of Masaba’. 

 
In addition, to cater to the needs of digitally native consumers, ABFRL is also building a portfolio 

of Digital-first brands under its technology led ‘House of D2C Brands’ venture TMRW. TMRW is on 

a path to building a portfolio of Digital First brands in partnership with founders of emerging brands 

in the E-Commerce market. With a focus on Fashion & Lifestyle categories, TMRW is building a 

portfolio of the most loved consumer brands that tap into the significant growth potential in India 



 

  

 

and globally. 

 

 

Disclaimer : Certain statements in this “Press Release” may not be based on historical information 

or facts and may be “forward looking statements” within the meaning of applicable securities laws 

and regulations, including, but not limited to, those relating to general business plans & strategy 

of the Company, its future outlook & growth prospects, future developments in its businesses, its 

competitive & regulatory environment and management's current views & assumptions which may 

not remain constant due to risks and uncertainties. Actual results could differ materially from those 

expressed or implied. The Company assumes no responsibility to publicly amend, modify or revise 

any statement, based on any subsequent development, information, or events, or otherwise. This 

“Press Release” does not constitute a prospectus, offering circular or offering memorandum or an 

offer to acquire any shares and should not be considered as a recommendation that any investor 

should subscribe for or purchase any of the Company’s shares. The financial figures in this “Press 

Release” have been rounded off to the nearest Rs. one Crore. The financial results are consolidated 

financials unless otherwise specified. 
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Brand Stores

Shop-in-shops across 
Dept. stores

Multi-brand Outlets

Pantaloons Stores

3,442 

6,048 

32,589

406 

India’s widest distribution network

Q3 FY23
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Tier 2 & below markets taking 
longer to recover

Tier 1 markets growing strongly 
over pre-COVID levels

Market Update

Premium and luxury segments 
outperform

Value segment faces headwinds 
in view of inflationary pressures

Wedding & work-wear ahead of 
pre-pandemic levels

Athleisure and lounge wear 
experience sluggish growth

Apparel players continue to expand 
their offline presence across 
markets

Digital first brands aggressively 
building offline presence

Differential growth across markets

Premium products maintain impetus

Offline expansion in focus again

Categories re-set to pre-COVID base
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Q3 Highlights

5th consecutive quarter of double digit 
YoY growth over pre-COVID levels

Consolidated revenue up by 20% 
over LY

Lifestyle brands grew 18% YoY
Pantaloons grew 9% YoY
Rest of the businesses grew 
48% YoY

Reebok transitioned into ABFRL 
operations w.e.f. 01 October 2022

Completed integration of 6 of the 8 
D2C brands acquired under TMRW

Added 245 branded stores to the 
network

10 stores added in Pantaloons

Highest ever quarterly revenue Successful Brands acquisition

Continued retail expansion Aggressive brand investments

Amplified brand building efforts post hiatus 
of 2 years

Reinvigorated Lifestyle brands with 
high-decibel new campaigns
Launched nation-wide campaigns for 
Tasva & Inner Wear business

*Includes 122 stores of Reebok



Q3FY23 | ABFRL

ABFRL Standalone

ABFRL Consolidated

Consolidated financial statements

Additional spend of more than 
Rs. 125 Cr. over LY on brand 
building

Investments into new 
businesses continue in line with 
long-term strategic plans

Q3 FY20 Q3 FY22 Q3 FY23 Growth
(Vs. Q3 FY22)

Growth
(Vs. Q3 FY20)

Revenue 2562 2873 3359 17% 31%

EBITDA 424 578 478 -17% 13%

EBITDA Margin 16.5% 20.1% 14.2%

EBIT 203 340 191 -44% -6%

PBT 98 255 73 -71% -26%

PAT -33 191 57 -70%

ABFRL Standalone
Particulars
(In Rs. Cr.)

Q3 FY20 Q3 FY22 Q3 FY23 Growth
(Vs. Q3 FY22)

Growth
(Vs. Q3 FY20)

Revenue 2583 2987 3589 20% 39%

EBITDA 423 609 467 -23% 10%

EBITDA Margin 16.4% 20.4% 13.0%

EBIT 198 358 150 -58% -24%

PBT 92 269 17 -94% -81%

PAT -38 197 11 -94%

Particulars
(In Rs. Cr.)

ABFRL Consolidated



Q3FY23 | Key Segments | Revenue

ABFRL consolidated revenue grew by 20% YoY
Premium segment posted high double-digit growth
Value fashion continues to stay impacted under inflationary pressures

Ethnic portfolio shaping up well with 66% growth over LY

*From Q3 FY23 onwards, Reebok India numbers would be included in Other Businesses

Q3 FY20 Q3 FY22 Q3 FY23 vs FY20 vs FY22

   Lifestyle Brands 1295 1589 1873 45% 18%

   Other Businesses* 237 287 363 53% 26%

Madura Segment 1532 1876 2236 46% 19%

Pantaloons Segment 1083 1066 1159 7% 9%

Elimination -52 -70 -36

ABFRL Standalone 2562 2873 3359 31% 17%

Ethnic Subsidiaries 20 114 189 834% 66%

Others 0 0 41

ABFRL Consolidated 2583 2987 3589 39% 20%

Consolidated Financials

( In Rs. Cr.)

NSV Growth



Q3FY23 | Key Segments | EBITDA

EBITDA margins would have been in line with LY but for:
Rental savings in Q3FY22 (~Rs. 55 Cr.)
~2.3x higher marketing spends YoY

*From Q3 FY23 onwards, Reebok India numbers would be included in Other Businesses

Q3 FY20 Q3 FY22 Q3 FY23 Q3 FY20 Q3 FY22 Q3 FY23

   Lifestyle Brands 224 346 317 17.3% 21.8% 16.9%

   Other Businesses* -1 18 -23 -0.3% 6.4% -6.4%

Madura Segment 223 364 294 14.6% 19.4% 13.1%

Pantaloons Segment 197 216 168 18.2% 20.3% 14.5%

Elimination 3 -2 16

ABFRL Standalone 424 578 478 16.5% 20.1% 14.2%

Ethnic Subsidiaries -1 31 8 -2.9% 26.8% 4.3%

Others 0 0 -19

ABFRL Consolidated 423 609 467 16.4% 20.4% 13.0%

Consolidated Financials

( In Rs. Cr.)

EBITDA EBITDA %



YTD Q3 | ABFRL

ABFRL Standalone

ABFRL Consolidated

YTD Q3 

FY20

YTD Q3 

FY22

YTD Q3 

FY23

Growth
(Vs. YTD Q3 

FY22)

Growth
(Vs. YTD Q3 

FY20)

Revenue 6925 5643 9086 61% 31%

EBITDA 1118 777 1447 86% 29%

EBITDA Margin 16.1% 13.8% 15.9%

EBIT 473 81 642 692% 36%

PBT 169 -174 341 102%

PAT -5 -130 261

Particulars
(In Rs. Cr.)

ABFRL Standalone



YTD Q3 | Key Segments | Revenue

*From Q3 FY23 onwards, Reebok India numbers would be included in Other Businesses

YTD Q3 FY20 YTD Q3 FY22 YTD Q3 FY23 vs FY20 vs FY22

   Lifestyle Brands 3554 3180 5072 43% 60%

   Other Businesses* 651 642 960 47% 49%

Madura Segment 4205 3822 6032 43% 58%

Pantaloons Segment 2888 1951 3271 13% 68%

Elimination -167 -130 -218

ABFRL Standalone 6925 5643 9086 31% 61%
Ethnic Subsidiaries 31 211 400 1195% 90%

Others 0 0 53

ABFRL Consolidated 6956 5853 9538 37% 63%

Consolidated Financials

( In Rs. Cr.)

NSV Growth



YTD Q3 | Key Segments | EBITDA

*From Q3 FY23 onwards, Reebok India numbers would be included in Other Businesses

YTD Q3 

FY20

YTD Q3 

FY22

YTD Q3 

FY23

YTD Q3 

FY20

YTD Q3 

FY22

YTD Q3 

FY23

   Lifestyle Brands 632 477 869 17.8% 15.0% 17.1%

   Other Businesses* -7 19 4 -1.1% 3.0% 0.4%

Madura Segment 625 496 873 14.9% 13.0% 14.5%

Pantaloons Segment 507 286 563 17.6% 14.7% 17.2%

Elimination -14 -5 10

ABFRL Standalone 1118 777 1447 16.1% 13.8% 15.9%
Ethnic Subsidiaries -7 25 -28 -22.8% 11.6% -6.9%

Others 0 0 -34

ABFRL Consolidated 1110 802 1385 16.0% 13.7% 14.5%

Consolidated Financials

( In Rs. Cr.)

EBITDA EBITDA %
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Lifestyle Pantaloons Ethnic Other 
businesses

Key Portfolios

Robust performance 

led by rapid store 

expansion and strong 

growth in occasion 

and work-wear 

categories 

Business grew despite 

shift of Pujo and 

overall slowdown in 

value fashion 

Business growth led 

by retail expansion 

and amplified brand 

investments

Comprehensive 

portfolio growing at 

the back of network 

expansion



Lifestyle 
Brands



Retail
Network

Lifestyle Brands

Highest ever quarterly revenue of Rs. 1,873 with 
18% growth YoY

LTL growth of 5% 

Renewed marketing investments (~3x of LY) 
during quarter

Occasion and work wear witnessed robust growth

Women’s business grew ~26% YoY

Net Addition of 40 stores during quarter 

Small town format continues to expand its reach 
and penetration

Format exited Q3 with 550+ stores 

Area 
(‘000 sq. ft.)

Stores

Q3FY23 3,435 2,601

Q3FY22 3,160 2,488



Please click anywhere on the image to view the entire campaign

https://youtu.be/SBX0VNj072s


Channel-wise 
Revenue (in Rs. crore)

Q3FY20 Q3FY22 Q3FY23
vs. 

FY22

Vs. 

FY20

Wholesale 394 374 374 - -5%

Retail 642 834 1012 21% 58%

Others 259 381 487 28% 88%

Q3

Lifestyle Brands

Retail business grew by 21% over LY
LTL growth of 5%

Ecom continues to grow rapidly & 
profitably

~19% growth YoY
Brand.com sales up by ~45% YoYChannel-wise 

Revenue (in Rs. crore)

9MFY20 9MFY22 9MFY23
vs. 

FY22

Vs. 

FY20

Wholesale 1338 699 1150 65% -14%

Retail 1495 1532 2539 66% 70%

Others 721 949 1383 46% 92%

9M





Retail
Network

Pantaloons

Highest ever quarterly revenue with ~9% growth 
over LY & LTL of 1.2%

Growth impacted during the quarter
Shift of Pujo to Q2 this year
Smaller towns witnessed sluggish growth 
Value segment facing transient inflationary 
pressures

Low consumer offtake seen post Diwali

Added 10 stores to exit the quarter with 406 stores

Area
(‘000 sq. ft.)

Stores

Q3FY23 5,363 406

Q3FY22 4,709 361



40%

20%

15%

16%

9%

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

62%

9%

29%

Own Brands
MFL
Others

61%

10%

29%
39%

21%

15%

15%

10%

Q3 
FY22

Q3 
FY23

Q3 
FY23

Q3 
FY22

Category Mix Ownership Mix

Pantaloons



Other 
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Segments



Active Athleisure Innerwear

Revenue grew by ~10% over LY
Innerwear segment grew 21% 
Athleisure growth impacted after 2 years of 
accelerated run 

Continued aggressive network expansion 
Added 48 EBOs to take total count to 159
Trade network with ~31000 outlets

Launched its first-ever national television & 
digital campaign

Ecom business continued to perform well with 
more than 60% YoY growth



Youth Western Wear

Revenue grew by 46% YoY 
LTL growth of 24%

Added 5 new stores during the quarter
Brand available@ 31 EBOs & 42 DS doors 

Revenue grew by 15% over LY

Added 5 stores on net basis to the network

Ecom business grew by ~40% YoY
Own website revenue doubled over LY 



Super Premium Brands

Delivered highest ever quarterly revenue with 43% 
YoY growth

24% LTL growth

Accessories witnessed ~50% YoY growth

Ecom revenue doubled YoY
Thecollective.in registered 60%+ growth 

https://www.thecollective.in/


Reebok

Successfully completed transition into ABFRL 
on 01st October 2022

Signed new brand ambassadors – Taapsee 
Pannu and Surya Kumar Yadav

Relaunched Reebok.in

Forayed into new product categories – Cricket, 
Tennis & Badminton

https://www.reebok.in/




Ethnic 
Subsidiaries



Jaypore

Revenue grew by ~80% over LY

Network expanded to 15 stores

Continued to expand the brand franchise to 
Men’s & Home category



Shantnu Nikhil

Highest ever quarterly revenue with ~43% growth YoY

Brand now available across 15 stores

Extended the brand into sports inspired lifestyle 
category 

Launched Shantanu Nikhil Cricket Club (SNCC) 
by S&N



Sabyasachi

Crossed 100 Cr. quarterly revenue up 23% YoY
Accessories business grew at 44%

Launched New York store in October
Witnessed strong consumer traction 
Widely covered in Global media





Tasva

Continued with aggressive store expansion 
Added 11 stores during Q3; Total 32 stores

Launched its first national TV & Digital campaign

Brand and products well recognized by the 
consumers & industry

Won the Best Indian Menswear launch 
award – 2022 by GQ
Touted as the Best Emerging Brand at the 
prestigious Best Brands Conclave 2022 



Tasva Store, Fort, Mumbai



House of Masaba

Highest ever quarterly revenue with 66% growth 
YoY 

LTL growth of 61%

Lovechild added new categories such as 
fragrances



Signed definite agreements to acquire 8 brands

6 of the above brands acquired and integrated
Portfolio includes denims, Tshirts, athleisure, kids wear & lounge wear

D2C Portfolio

Leading denim lifestyle 

brand with winning 

marketplace products, robust 

sourcing ecosystem, low lead 

times

Fashion forward, Gen Z 

focused casual wear brand, 

offering trendy, expressive 

apparel at competitive prices

Youth focused D2C 

athleisure brand offering 

functional and fashionable 

designs

Leading kids and teen wear 

brand with strong consumer 

traction and distinct design 

language
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Aditya Birla Fashion and Retail Limited | CIN L18101MH2007PLC233901

Registered Office: Piramal Agastya Corporate Park, Building 'A', 4th and 5th Floor, Unit No. 401, 403, 501, 502, L.B.S. Road, 

Kurla, Mumbai - 400 070 | Website www.abfrl.com Email invrelations.abfrl@adityabirla.com

Financials

Consolidated Profit & Loss

In Rs. Cr.
Q3 FY20 Q3 FY22 Q3 FY23

YTD Q3 

FY20

YTD Q3 

FY22

YTD Q3 

FY23

Revenue from Operations 2583 2987 3589 6956 5853 9538

Other Income 15 24 27 49 74 80

Total Income 2597 3011 3616 7005 5927 9618

EXPENSES

Cost of Materials Consumed 171 254 288 563 548 915

Purchases of Stock-in-Trade 921 1117 1347 2994 2690 4495

Changes in Inventories 144 -18 -6 -225 -528 -1132

Employee Benefits Expense 284 316 423 797 852 1149

Finance Costs 105 88 132 305 261 330

Depreciation & Amortisation 225 251 318 652 730 878

Rent Expense 157 202 272 381 253 682

Other Expenses 497 534 830 1384 1313 2128

Total Expenses 2505 2744 3603 6852 6118 9446

Profit before Tax 92 269 17 153 -190 177

Tax Expenses* 130 73 6 171 -39 42

Net Profit after Tax -38 197 11 -18 -150 135

*Q3 FY20 PAT is after one time write-off of deferred tax 

asset of Rs. 106 Cr.

YTD Q3 FY20 PAT is after one time write-off of deferred 

tax asset of Rs 130 Cr.



Certain statements made in this presentation may not be based on historical information or facts and may be “forward looking statements” including, but
not limited to, those relating to general business plans & strategy of Aditya Birla Fashion and Retail Limited (“ABFRL"), its future outlook & growth
prospects, future developments in its businesses, its competitive & regulatory environment and management's current views & assumptions which may
not remain constant due to risks and uncertainties. Actual results may differ materially from these forward-looking statements due to a number of factors,
including future changes or developments in ABFRL's business, its competitive environment, its ability to implement its strategies and initiatives and
respond to technological changes and political, economic, regulatory and social conditions in the countries in which ABFRL conducts business. Important
factors that could make a difference to ABFRL’s operations include global and Indian demand supply conditions, finished goods prices, feed stock
availability and prices, cyclical demand and pricing in ABFRL’s principal markets, changes in Government regulations, tax regimes, competitors actions,
economic developments within India and the countries within which ABFRL conducts business and other factors such as litigation and labour
negotiations.

This presentation does not constitute a prospectus, offering circular or offering memorandum or an offer to acquire any shares and should not be
considered as a recommendation that any investor should subscribe for or purchase any of ABFRL's shares. Neither this presentation nor any other
documentation or information (or any part thereof) delivered or supplied under or in relation to the shares shall be deemed to constitute an offer of or an
invitation by or on behalf of ABFRL.

ABFRL, as such, makes no representation or warranty, express or implied, as to, and does not accept any responsibility or liability with respect to, the
fairness, accuracy, completeness or correctness of any information or opinions contained herein. The information contained in this presentation, unless
otherwise specified is only current as of the date of this presentation. ABFRL assumes no responsibility to publicly amend, modify or revise any forward
looking statements on the basis of any subsequent developments, information or events or otherwise. Unless otherwise stated in this document, the
information contained herein is based on management information and estimates. The information contained herein is subject to change without notice
and past performance is not indicative of future results. ABFRL may alter, modify or otherwise change in any manner the content of this presentation,
without obligation to notify any person of such revision or changes. This presentation may not be copied and disseminated in any manner.

INFORMATION PRESENTED HERE IS NOT AN OFFER FOR SALE OF ANY EQUITY SHARES OR ANY OTHER SECURITY OF ABFRL

This presentation is not for publication or distribution, directly or indirectly, in or into the United States, Canada or Japan. These materials are not an offer
of securities for sale in or into the United States, Canada or Japan.

Disclaimers

Aditya Birla Fashion and Retail Limited | CIN L18101MH2007PLC233901

Registered Office: Piramal Agastya Corporate Park, Building 'A', 4th and 5th Floor, Unit No. 401, 403, 501, 502, L.B.S. Road, 

Kurla, Mumbai - 400 070 | Website www.abfrl.com Email invrelations.abfrl@adityabirla.com


