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[ Who we are ]
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[ Our Parents ]

1st Indian company to cross a Market
Capitalization of USD 200 bn

#1 Indian company in Forbes 2020
Fortune Global 500 rankings.
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Reliance

Industries Limited
Growth is Life

Textiles Petrochemicals
Digital Petroleum Refining
'tta & Marketing
M.edia & Oil & Gas
Entertainment (Exploration, Production &
Marketing)

Retail
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[RBL] SEESAW ®
ARTS CAFE Florrar O TRENDS e
AJIO LUKXE
. PROJECTEVE o
Reliance Retall . netmedscon MARKS SMART
ANAN GATEE SPENCER
Cafés. 4
MeaIM“JI AJ I o ELE.\%
. @ zIvame .
Justdial JioMart
RN .
FLAVOURS OF INDIA Urban Ladder
1308 Doors 15 Doors - 255 Doors 2,058 Doors 8,670 Doors 1145 Doors
The only Indian retailer to be in the list with a revenue of (FY'21)

*Lines of Businesses have been launched in 2020

As on 30" September’21 5
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Since its inception in 2006, Reliance Retail has grown to become India’s
largest retailer delivering superior value to its customers, suppliers and
shareholders. It is ranked as the second fastest growing retail company in
the world by Deloitte (Global Powers of Retailing 2020)

Over a span of only 15 years, we have reached a topline of US$ 22 billion

[ Reliance Retail ] Since Sep 2020, A clutch of investors such as Singapore's sovereign
wealth fund GIC, global alternative asset firm TPG Abu Dhabi Investment
Authority, Mubadala Investment Co, General Atlantic, KKR and Silver
Lake have purchased 10% stake in Reliance Retail valuing the business
at US$ 62 billion

“TPG  §GCIC  ADIA
o

0
Rellance SIVERLAKE KKR @ SH'SME & wusaoas

RETAIL

. . 2006 SEPTEMBER 2020
Reliance Retail
Investment Timeline @ @ @ @




Reach Scale
640 Million+ 12,800+

Footfalls Retail Stores

[ Reliance Retalil ]

7,000+ 34.5 Mn Sq. Ft.

Towns & Cities Retail Space

150 Million+ 200,000+

Customers People Employed
Largest Customer Loyalty Programme in India

*As on 30t June’21

[RBL]"
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Segmenting our Brand Partnerships into Business Coalitions

Men’s Wear Casual Wear Handbags & Footwear Lifestyle Women’s Wear Jewellery Kids Licensing
BOTTEGA VENETA
GIORGIO ARMANI A
thoeiger | | MU neesvaco| | Ml || iconix
Ermenegildo Zegna REDRLS VERSACE v
DIESEL | | BURBERRY QRowan || ez
i3 = JIMMY CHOO west elm BALENCIAGA
CANALI = CANNON
193 FMPORKFSARMANI
G-STAR RAW BALLY POTTERYBARN TORY@ BURCH YOUNG ATHLETES
EMPORIO=ARMANI . LONDON FOG
[ 4 COACH pottery barn kids hunkemdller m
P&Mgv SN\;\XJ/\_ SCOTCH &50DA mother:re umbro
AMSTERDAM COUTURE \/\A\[SH \\AL\L’_[OTRA\ welcome 12 the cub
MICHAEL KORS TNl
AlX SATYA PAUL
ARMANI EXCHANGE kate Spade . n )
REPLAY NEW YORK \’illcru?& Boch
WHGAS Dune vision express
Sliperdry®
X STEVE MADDEN
o —',1?'(.:'5::8‘9‘7 ) SHOES | FANDBAGS
RAGHAVENDRA 15, peamurivs. -
RATHORE : () CAA-GBG
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Segmenting our Brand Partnerships by Business Models

16 Joint Ventures | 29 Master Franchisees | 2 Retail Concepts | 23 Licensed Brands | 1 Global Acquisition | 2 Private Equity Investments

17>

Joint Venture
Ermenegildo Zegna  TIFFANY & CO.
:.'Eg‘:

CANAILI

DIESEL

FOR SUCCESSFUL LIVING

Villeroy & Boch

BURBERRY

1748 WEN R

vision express

Speciesle « SUNJAsAs = COMAC: _SEaE

SATYA PAUL -

Clanks

BOTTEGA VENLETA

MW

Hmic.
coAcH
MICHAEL KORS

Al X

ARMANI CXCHANGL

Uy

SCOTCH&SO0DA

AMSTERDAM COUTURE

hunkemdller

STEVE MADDEN

POTTERYBARN

Master Franchise

BALENCIAGA

VERSACE

GIORGIO ARMANI

EMPORIOSEARMANI

kate spade

REPLAY

Stiperdry®

1A PERTINZ

portery barn kids

JIMMY CHOO

Pornd Swankin

TORY@ BURCH

BOSS

HUGO BOSS

NI

G-STAR RAW

Dune

LoNDanN

WOUNG ATHLETES

m

mothercare
walcome 10 the chub

west elm

Licensing
23 Owned &
Licensed Brands

ICONIX

Global
Acquisition

Hegley

Private Equity

MANISH MALHQTRA

y ,.m»‘
RAGHAVENDRA
RATHORE

Our Retail
Concepts

k4

THE WHITE CROW

*The Joint Venture includes Brand IP Ownership
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What we bring to
our partnerships

- we have high investment & risk appetite

Access and rich understanding of the shopping behavior blueprint of
India’s richest 10 million consumers (who account for

in their discretionary spends

In the premium to luxury lifestyle space,

of online & offline consumer outreach in India

No conflict of interest
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Key Drivers of Growth
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Real Estate Technology Marketing & Buying & Supply Chain People &
PR Merchandising & Logistics Training
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Reliance’s Retail assets - Beauty

We are creating a unigue Omni channel ecosystem for beauty that will allow customers to
in an environment, that is and
This will encompass value and masstige brands and go all the way up to high-end luxury while
maintaining the right adjacencies for each segment.

12
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GROUP RETAIL ASSETS - BEAUTY
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THE WHITE CROW
PROJECT ADORE
PROJECTEVE
1

O TRENDS

Reﬁnce @
SMART SMART

KIRANA STORES

AJIO LUXE

PROJECT ADORE
AJIO
@ zivame
netmeds

'\

JioMart
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Thank you!



