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Safe Harbor FIHWJ?XZ/»

Thispresentationand the accompanyingslides(the & t NB & S y wHich Ha ifeernypiepared by Lux Industries Limited (the ¢ / 2 Y LJI hA& lBeéndrepared solely for
information purposesand do not constitute any offer, recommendationor invitation to purchaseor subscribefor any securities,and shallnot form the basisor be relied on in
connectionwith any contractor bindingcommitmentwhat so ever No offering of securitiesof the Companywill be made exceptby meansof a statutory offering document

containingdetailedinformationaboutthe Company

ThisPresentationhas been preparedby the Companybasedon information and data which the Companyconsidersreliable, but the Companymakesno representationor
warranty, expressor implied, whatsoever,and no reliance shall be placed on, the truth, accuracy,completeness fairnessand reasonablenesof the contents of this
Presentation ThisPresentationrmay not be all inclusiveand may not containall of the information that you may considermaterial Any liability in respectof the contentsof, or

anyomissionfrom, this Presentations expresslyexcluded

Certainmattersdiscussedn this Presentatiormay containstatementsregardingthe / 2 Y LJI nfaék& @pportunity and businesgprospectsthat are individuallyand collectively
forward-looking statements Suchforward-looking statementsare not guaranteesof future performanceand are subjectto known and unknown risks, uncertaintiesand
assumptionghat are difficult to predict Theserisksand uncertaintiesinclude,but are not limited to, the performanceof the Indianeconomyand of the economiesof various
international markets, the performanceof the industryin Indiaand world-wide, competition,the O 2 Y LJI affiity@isuccessfullymplementits strategy,the / 2 Y LJI fytdreQ &
levelsof growth and expansiontechnologicaimplementation,changesand advancementsgchangesn revenue,incomeor cashflows,the / 2 Y LJI- nfagk€ greferencesand

its exposureto market risks,as well as other risks The/ 2 Y LJI aft@alxasults,levelsof activity, performanceor achievementscould differ materially and adverselyfrom
resultsexpressedn or implied by this Presentation TheCompanyassumeso obligationto update anyforward-lookinginformation containedin this Presentation Anyforward-
lookingstatementsand projectionsmadeby third partiesincludedin this Presentatiorare not adoptedby the Companyandthe Companyis not responsiblefor suchthird party

statementsandprojections



Pioneering Commitment

1St Ranked
Innerwear 2,000
company in pieces sold 5’OOO+

Volume Terms every minute

{Y' Q3

More than Manufacturing

C ity of

1St Ranked 100products 2 e ylo
innerwear ,OOO acC

acC FOSS]. 5

Brands

garments pieces
a year

Brand in Bengal

Enjoys a fill rate

of 95%

1St Ranked . Manufgquring
: against Industry Facilities
Indian exporter
of Innerwear Avg. of80%

Fill Rate : Order Collected against Dispatches ; Note Market Share is as on March 2017



Opportunities are

nNever coincic
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Market Opportunity % TOUCH 3




Exponenti al Opportuni ti e s

uxe

_ V AddressedVlen and Womenwearcategories
Presence across Categories

Rs.In Cr V At the cuspof rapid growth; per capitainner wear expenditureexpectedto

doubleto Rs 300

17,954 1,000 V Sizeof Innerwearmarketis Rs 27,931 Cr, projectedto growto RS 74,258

Crby 2027

2018

V Enhanced Manufacturing Automation (ultrasonic cutting systems)

900 increasingefficiencyand globalcompetitiveness

2015

V Emergence of purposespecific innerwear (sporty, casual, fashionable)

Wideningthe Market

7,000

!

2010
Vv WideningCustomerNeedsincreasingroductextensions

0 5000 10000 15000 20000 25000 30000

V Growingscopeof EECOmMmerce
Women m Men = Kids

V Growingtraction from Africa, Arab countriesand Middle East

Source: Wazir Advisors report 5



pol sed to Grow

Technology Rising exports

Demographic dividend

Innovation

Middle class boom

Consumer purchasing power

@ Growing population

" ] ,.// : V\‘\\‘
L A

Brand consciousness

Online retail
Goods & Service Tax (GST)
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LUX$

We are gaining
Market Share)?




We have created Brand Equity &@X»

LUX LUX L3
E = TR
ooy \ENUS Kerisbisa  (OrT's Wil
VESTS*BRIEFS Pantie Camisole & Leggies THE BIST WARMIE TO YOUR SKIN

Mid Premium  =uxcozi %u% L cozi
ol

Segment  BlIG SHOT

PREMIUM TRUNKS

o Luxgost

QUILTED THERMALS INNERWEAR

. V/
Premium é ®

Segment w OI"\C—‘%




Our Products are Bare Necessities

Diverse Product Premiumization

Portfolio

V Mass, Semi Premium &

Premium
01 03 Margins
VaSyQa AYYSNBSIN G2 aSyQa (+156.4%)
g 22YSyQa 2dzi SNBSI NJ
10.0%
V Complementary Products ,
tA1S az201a 9 6SI N 39%
FY13 FY19

Fresh Initiatives

V GLO Range underwear : Neon
& Bright for increasing youth
appeal

<

V Manufacture leggings for
women

02 04

V Invested in quality material
and contemporary designs
(European and American
influences)

V ONN Brand growing revenues at 30%

LU X

Milestone Achieved

V LuxCozihelped sectorial
transformation from un
organized to brand driven

V Increase in Premium Brand
contribution to revenue & Expanding

V Enjoys the recall of being a
Pioneer in the launch &
styling of premium
products

05

z V Largest in the space of
Semipremium Indian
z Brands which contributes
10% to revenue for FY17

L

Y2y 3

Widest Consumer
Range

V The Products range from
Rs. 3& Rs 1,350

Vh@SNI pZnnn
the largest innerwear
ranges in the Industry,
thus graduating into a one
stop destination

{Y' Qa =

10



Our Products satisfCustomemeeds

Presence acrosSategories in FY19

:  Premium products to grow at a:
CAGR of 30%6the next 23 years:

Revenue 21%
EBITDA Margin :
1518%

Revenue : 45%
EBITDA Margin :
13-15%

....
....
--------

Med Premium
Revenue 34%
EBITDA Margin :
8-10%

Lux Cozis one of the
strongest and fastest
growing men's innerwear
brands (economy and mid
segment)

Lux Cozi GLOG a
durable player in the
economy to miebrand
segment

Lux Venuss one of the
largest vest brands in the
economy category

LUX$

Presence across various Price Points

X CNRY {SYA tNBYAdzy G2 tNBY

X CNRBY aSyQa AYYSNBSIN (G2 a

Lux Cozi Bigshas a
preferred consumer brand
in the boxer/ briefs
segment

ONNis emerging as one
of the most promising
mid-to-LINB Y A dzY Y &
innerwear brands

11



We manufacture to maintain High Quality Standards &@X&

- One of Lowest Manufacturing Cost

- -
L 4 <
L 4 A
. m“ C 100% of our products in-house with zero
P OF S R Outsourcing
- 0 Py 0 .-

o ” ® o . ('} ;-lgmjtgrﬂmﬁi: M} Pl ® o

0

C Investedextensivelyin manufacturingintegration
and scalewith the objectiveto reducecosts

&7

L argest Employer in Sector

C Our pool of 1,496 employees (as on 31 March 2019)
makes us one of the largest employers in the sector

Process

Raw material — Yarn Tt

Sae IO el Critical Processes done-tmuse

Step - 2 —  Pocessing

Step - 3 —  Cutting .
o] . S C Lux has concentrated on large, technology driven
Step - 5 —  Packaging man ufacturlng

C Outsourcing processes such as stitching, we are able
to keep our asset profile and employee base light

100% Knitting, Cutting done-hrouse

12



We have advanced Manufacturing Facilities

Stateof-the-art Fully Ahead of the
Equipment in Automated trends due to the
creating Top in-house ¢s50a expertise

notch Products Stitching of its inhouse
for consumers units design team

l Manufactured 20 crore
garment pieces a year which is
one of the largest in the Indian

iInnerwear sector |

5Aa0fFAYSNI Y al L) y2G G2 aortSe !ttt RFEGEZ Ay T2NNI (A 2atarhcy, Rmelfiesklir compldienesdNe GA RSR al a A aé é?xﬁKQdZ[ﬁl?I-l




