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About the Company:

Vedant Fashions Limited caters to the Indian celebration wear market with a 

diverse portfolio of brands. The company offers a one-stop destination with a 

wide-spectrum of product offerings for every celebratory occasion to its 

customers. The company's brands include (i) Manyavar, (ii) Mohey, (iii) 

Mebaz, (iv) Manthan, and (v) Twamev. Vedant Fashions was the largest in 

India in the men's Indian wedding and celebration wear segment in terms of 

revenue, OPBDIT, and profit after tax for the Financial Year 2020. The 

company operates its business through franchise-owned exclusive brand 

outlets (EBOs), with the remaining by multi-brand outlets (MBOs), large 

format stores (LFSs), and online platforms, including its website 

(www.manyavar.com) and mobile application. As of September 30, 2021, the 

company had a retail footprint of 1.2 Mn sq. ft covering 535 EBOs (including 

55 shop-in-shops) spanning 212 cities and towns in India, and 11 EBOs 

overseas across the United States, Canada, and the UAE.

Strength

Market leader in the Indian celebration wear market with a diverse 

portfolio of brands catering to the aspirations of the entire family: 

According to Crisil Vedant Fashions was the largest company in India in 

men’s Indian wedding and celebration wear in terms of revenue, EBITDA and 

PAT in FY20. Its brand Manyavar is a category leader in branded Indian 

wedding and celebration wear, with all-India operations. It has established a 

multi-channel network and introduced brands by identifying gaps in the 

under-served and high-growth Indian wedding and celebration wear 

category. Its products are at various price points, enabling it to be aspirational 

and value-for-money to Indian consumers. Its brands comprise a range of 

attires and accessories, with creations for members of the wedding 

entourage, besides bride and groom personalisations. The company has a 

hybrid model of home-grown and acquired brands. It has three distinctive 

brands in men’s Indian wedding and celebration wear, Manyavar, Twamev 

and Manthan, each catering to a different segment. It caters to women’s and 

regional Indian wedding and celebration wear through Mohey and Mebaz 

respectively.

Large and growing Indian wedding and celebration wear market driven 

by increased spending: In urban agglomerations, there has been an 

increasing trend of elaborate multi-day and multi-event wedding 

celebrations. Dressing in Indian wedding and celebration wear (as opposed 

to western formals and casuals attire) is now a common trend not only at 

wedding celebrations but also country-wide festivals such as Diwali, Navratri, 

Rakhi and Eid and regional festivals such as Durga Puja, Pongal, and other 

occasions such as birthday parties and wedding-anniversary celebrations, 

among other celebrations. According to CRISIL, the men’s Indian wedding 

and celebration wear market was estimated to be worth approximately Rs. 
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F i n o  P a y m e n t s  B a n k  L i m i t e d 

Industry   Retail

Offer for sale (Shares)   36,364,838

 Fresh Issue (Shares)   -

Net Offer to the Public   36,364,838

Issue Size (Rs. Cr.)   2996-3150

Price Band (Rs.)   824-866

Offer Date    4-Feb-22

Close Date   8-Feb-22

Face Value    1

Lot Size   17 

Issue Composition

Total Issue for Sale  36,364,838

QIB 18182419

NIB  5454725.7

Retail  12727693.3

In shares

Shareholding Pattern (%)

*calculated on the upper price band

Particulars Pre-issue Post -issue

Promoters & promoters group 92.40% 84.91%

QIB 7.60% 7.60%

NIB 0.00% 2.25%

Retail 0.00% 5.24%

Total 100.00% 100.00%

Objects of the Issue

The IPO aims to utilize the net proceed for the following 

objectives;

To achieve the benefits of listing the equity shares on the stock 

exchanges; and

To carry out the Offer for Sale of up to 36,364,838 equity 

shares by the selling shareholders.

Issue Highlights
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133 billion as of Financial Year 2020, and is projected to increase to Rs. 170 billion – 

Rs. 180 billion by Financial Year 2025. In comparison, the women’s Indian wedding 

and celebration wear market is significantly larger, estimated to be worth 

approximately Rs. 735 billion as of Financial Year 2020, and is projected to increase to 

Rs. 950 billion – to Rs. 1,000 billion by Financial Year 2025.

Differentiated business model, combining strengths of retailing with branded 

consumer play: Given its season-agnostic designs and aspirational-brand appeal, 

the company prices its creations consistently across India. It does not offer end-of-

season sales or discounts for its Manyavar brand. Its retail strategy is focused on 

delivering a consumer-centric experience and it consistently endeavours to launch 

on-trend designs throughout the year. Its sales are primarily channelled through 

EBOs, enabling it to collect secondary-sales data, which it utilises to analyse 

consumer-buying behavior. The company has an asset-light model. Its EBOs are 

predominantly operated by franchisees across India. In H1 FY22, ~88% of its sales to 

customers was generated by EBOs, +7% by MBOs and shop-in-shops, ~1% by LFS 

and ~4% by e-commerce. In H1 FY22 it had over 300 franchisees. In H1 FY22, ~45% 

of its sales to customers was generated by its franchisee-owned EBOs in tier-1 cities, 

~39% from tier-2, ~13% from tier-3 cities and the balance ~3% from its franchisee-

owned EBOs internationally. In FY21, over 60% of its franchisee-owned EBOs were 

flagship stores (based on retail-space size). In H1 FY22, it had 132 flagship stores in 

22 states and 53 cities in India and three overseas. While most of its franchisees enter 

into lease agreements for EBOs, in other cases the company directly enters into lease 

agreements for EBO premises. In such cases, the commercial terms with its 

franchisees are modified as the rent towards EBO premises is borne by the company.

Omni-channel network with the seamless integration of its offline and online 

channels: The company  operates an omni-channel network and engage with its 

customers through an integrated platform serviced by its online and offline channels. 

This enables the company to deliver a deeper connect with its customers and deliver a 

superior customer experience. The seamless integration between its offline and 

online channels also ensures that its products are available to its customers through 

their preferred mode of retail. As of September 30, 2021, it had a total retail space 

(across EBOs and shop-in-shops) aggregating to over 1.2 million square feet across 

212 cities and towns in India and 8 cities internationally, and a retail footprint of 535 

EBOs in India (including 58 shop-in-shops) and 11 EBOs overseas across the United 

States, Canada and the UAE, which are countries with a large Indian diaspora.

Technology-based strong supply chain and inventory replenishment systems 

driven by system-wide data analytics, strong processes and longstanding 

vendor relationships: Its business model is driven by the strength of its system-

driven technology infrastructure, its established systems and processes and its 

longstanding relationships with its vendors. Its entire supply chain and inventory 

management process is system-driven and algorithmically managed with every stage 

in its supply and distribution chain driven through data analysis and automation, 

including the procurement of materials, warehouse inventory management, store 

replenishment and new store opening fill. Over the years, it has continued to utilise 

technology to further automate its processes – for instance, through the adoption of 

‘Wooqer’, a communication module, its franchisee-owned EBOs are able to seamless 
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communicate with each other. Similarly, it has developed a digital order system and an 

independent vendor portal that form an integral part of its purchase and sales 

machinery. It has longstanding relationships with its vendors from whom it procures its 

fabrics and other materials. Its centralized, system-driven supply chain is integrated 

with its sales network, thereby assisting its procurement process based on consumer 

preferences and trends.

Strategy

Expansion of footprint within and outside India: It focuses on expanding where 

demand for its products is increasing, and where it can lever its operations to increase 

market share. Via its cluster-based expansion strategy, it identified several cities and 

towns in areas where it already operates and new ones where it plans to establish its 

first EBOs. It aims to double its national footprint in the next few years to ~2.2m sq ft. It 

has developed independent growth strategies for each of  its brands, and intends to 

expand the footprint of its Mohey brand (along with its Manyavar brand) by 

establishing exclusive Mohey brand stores in clusters where it has an established 

dominant position, increasing the presence of its Twamev brand products through 

cross-selling at its Manyavar stores, and increasing the penetration of its Manthan and 

Manyavar brands by increasing sales volumes through the wholesale channel, 

MBOs, LFSs and online channel. It also intends to further expand the footprint of its 

Manyavar brand by continuing to open new EBOs in new areas, cities and markets, 

and expand its international presence in markets with a large Indian diaspora, strong-

rooted Indian traditions and high spending power such as the United States, Canada, 

United Kingdom, the Middle East, South East Asia and Australia.

Scaling up emerging brands via more up- and cross-selling: As the company 

maintains strong operational synergies within its EBO network, it has leveraged the 

strong brand recall and its established Manyavar brand to introduce customers to its 

emerging brands, Twamev and Mohey. As a result, it up-sells its Twamev brand 

products to its Manyavar customers, who may be looking for a premium offering, or 

cross-sell its Mohey brand products at its Manyavar stores, thereby increasing in 

order value and the number of items a customer buys. It aims to deepen its connection 

with customers and extend buying opportunities beyond wedding ceremonies to other 

celebrations. It continues to target an expanded audience beyond the couple, to 

include the wedding entourage, including the bride and groom’s parents, friends and 

family, for each of whom it has customized and enhanced designs. It continues to 

expand its audience by introducing further product ranges. It plans to increase its 

focus on widening its product ranges, such as the kids’ wear ranges of its Manyavar, 

Mebaz and Mohey brands. It also conducts regular training programmes for  its staff 

and franchisees through in-person meetings and short videos and have designed 

incentives for sales persons and store managers for successfully up-selling and 

crossselling its products.

Enhancement of brand appeal through targeted marketing initiatives: The 

Company intends to continue to enhance the brand recall of its products through the 

expansion of its footprint of EBOs as well as the use of targeted marketing initiatives 

including digital marketing campaigns, email communications, television and social 

media advertisements, event sponsorships, brand ambassador content, multiplex 

cinemas and outdoor advertising. It also uses in-store communications and visuals, 
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store facades and store shutters for advertising its brands. For the Financial Years 

2019, 2020 and 2021 and the six months ended September 30, 2020 and 2021, its 

advertisement, publicity and sales promotion expenses were Rs. 66.66 crore, Rs. 

69.35 Crore, Rs. 27.21 Crore, Rs. 7.61 Crore and Rs. 11.30 Crore, respectively, or 

8.33%, 7.57%, 4.82%, 10.62% and 3.15% of its revenue from operations, 

respectively.

Significant potential, space for growth of emerging brands: It intends to continue 

to leverage its in-depth market research, robust technology platform and data 

analytics to introduce a wider range of products in the market, thereby consolidating 

its leading position. It has independent growth strategies for its growing brands.

Disciplined approach toward acquisitions: In addition to strengthening and 

expanding the reach of its existing brands, it aims to acquire other brands 

opportunistically. It has adopted a strategic approach towards potential acquisitions 

with the goal to increase customer base, market share and/or product offering as seen 

from its acquisition of ‘Mebaz’ in financial year 2018, a onestop heritage brand 

catering to the entire family, with an established presence in the states of Andhra 

Pradesh and Telangana. The company’s motive behind the acquisition of ‘Mebaz’ in 

FY18 was to strengthen its leading position in South India (particularly Andhra 

Pradesh and Telangana) and complement its omni-channel network. Through these 

acquisitions, it aims to leverage its strong cash position for synergic opportunities and 

seamlessly integrating acquired brands with its existing brand ecosystems, facilitating 

an increase in profitability margins and achieving economies of scale. Management’s 

primary focus while reviewing potential acquisition opportunities is to consolidate its 

leading position, expand in regions where it does not have significant operations, 

supplement its ability to leverage its manufacturing and supply chain to drive future 

expansions and further enhance and optimize its omni-channel network through 

acquiring a relatively established competitor in ethnic and celebration wear. It focuses 

on opportunities in adjacent categories within Indian wedding and celebration wear, 

such as kids’ apparel and accessories, and on brands not competing with its existing 

ones, so as to facilitate easier integration and synergies with the target.

Risk factor

 Ø The company’s margins have reduced from Rs 236.6 Crore in FY20 Vs. Rs 

132.9 Crores in FY21. Again, one can attribute this decline is due to covid 

pandemic.

 Ø Company business is highly concentrated on Indian wedding and celebration 

wear. Any change in customer preference can affect company business.

 Ø Company generates business from its key brands. Any failure to maintain 

such brands can affect business.

Peer Comparison

As per DRHP, there are no listed companies in India that engage in a business similar 

to that of  the Company.

Valuation

Considering the P/E valuation on the upper price band of Rs.866, EPS and P/E of 

estimated annualised FY2022 are  Rs.8.11 and 106.79 multiple respectively and at a 

Company Total Income (FY21) PAT (FY21) EPS  P/E  P/BV  BV  FV  Price  Mcap

Nippon Life Ind. 1419.34 680.33 11.37 38.61 8.77 50.04 10 439.05 27236.56

HDFC AMC 2201.74 1325.76 64.22 49.33 14.14 224.06 5 3167.80 67526.64

UTI AMC 1198.63 494.14 43.19 25.39 4.31 254.34 10 1096.40 13906.14

Aditya Birla Sun Life AMC Ltd. 1191.03 526.28 18.27 38.96 12.03 59.19 5 712.00 20505.60
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lower price band of Rs. 824,  P/E multiple is 101.61.  Looking at the P/B ratio on the 

upper price band of Rs.866, book value and P/B of estimated annualised FY22 are  

Rs. 39.46 and 21.94 multiple respectively and at a lower price band of Rs. 824 P/B 

multiple is 20.88 . No change in pre and post issue EPS and Book Value as the 

company is not making fresh issue of capital     

Industry overview 

The share of men’s wear, which accounted for approximately 42% in Financial Year 

2020, is estimated to have increased to approximately 43% in Financial Year 2021, as 

women and kids were confined mostly to homes, leading to a fall in the contribution of 

women’s wear in Financial Year 2021. The share of kids’ wear is estimated to have 

remained at similar levels as that of Financial Year 2021. During the year, due to an 

increase in workfrom- home culture, demand for casual- and comfort-wear categories 

are estimated to register higher growth than formal- and ethnic-wear categories. 

Men’s wear, which is the largest apparel segment with an estimated market share of 

42% in Financial Year 2020, has been growing at a slower pace of 9% CAGR (in value 

terms) between Financial Years 2015 and 2019 vis-avis women’s and kids’ wear 

segments, each of which recorded a CAGR of approximately 9.5% to 10% during the 

same period. Further, in the women and kids’ wear categories, the share of casual 

wear and comfort wear increased with more people working from home and schools 

remaining closed. The pandemic has led to a fall in demand for formal wear and school 

uniforms. The share of men’s wear is projected to attribute approximately 44% of the 

retail apparel market in Financial Year 2025, clocking the highest growth rate of nearly 

20% to 22% between Financial Years 2022 and 2025, because of the availability of a 

wide range of brands, designs, colors, sizes, fittings, and fabrics, acceptance of smart 

casual attire among corporates, global fashion awareness among the youth, and a 

favorable young demographic in India. Women’s wear and kids’ wear are projected to 

grow at a CAGR of 18% to 20% between Financial Years 2022 and 2025, respectively. 

Over the longer term, the factors contributing to the rise within the women’s wear 

segment would be the growing number of working women, deeper penetration of 

global and Indian branded players in the segment, higher discretionary spending, and 

increasing awareness of fashion trends. The healthy growth of kids’ wear in the long 

term is because of the rising proportion of the young population (30% of India’s 

population is younger than 15 years old).

Outlook

Vedant Fashions is leader in Indian celebration wear market. It has key brands like 

Manyavar, Mebaz, Mohey etc. however the company revenues and margins are on 

declining mode due to covid pandemic. Moreover, it looks pricey. A long risk taker long 

term investor may opt the issue.
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Consolidated Financials

Profit & Loss Rs. in Cr.

Particulars Period ended Period ended Period ended

 30-Sep-21 (6 Months) 31-Mar-21 (12 Months) 31-Mar-20 (12 Months)

Revenue from operations 359.84 564.82 915.55

Total expenditure 199.47 321.75 521.80

Operating Profit 160.37 243.07 393.75

OPM% 44.57 43.03 43.01

Other Income 27.45 60.20 32.43

PBDIT 187.82 303.27 426.18

Depreciation 43.12 95.53 88.73

PBIT 144.71 207.74 337.45

Interest  12.24 25.82 25.61

PBT  132.47 181.92 311.84

tax 34.06 49.01 75.20

PAT 98.41 132.90 236.64

Balance sheet is on next page

EVENT INDICATIVE DATE

  (On or about)

IPO Open Date 4-Feb-22

IPO Close Date 8-Feb-22

Basis of Allotment Date 11-Feb-22

Initiation of Refunds 14-Feb-22

Credit of Shares to Demat Account 15-Feb-22

IPO Listing Date 16-Feb-22

An Indicative timetable in respect of the Issue is set out below:
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Balance Sheet

Particulars As on 30-Jun-21 As on 31-Mar-21 As on 31-Mar-20

Asset   

Non-current assets   

Property, plant and equipment 20.32 23.47 40.30

Right-of-use assets 114.41 97.68 101.33

 Intangible assets 3.57 3.61 5.68

Financial Assets   

Investments 0.05 0.05 0.00

Other financial assets 11.83 10.48 5.92

Current Tax assets (net) 66.15 54.95 111.75

Other Non-Current Assets 0.61 0.99 0.08

Total non-current assets 216.93 191.23 265.06

Current assets   

Financial assets   

Investments 555.08 137.71 1.99

Trade receivables 160.90 172.90 178.77

Cash and cash equivalents 41.10 438.77 853.43

Bank balances other than 930.63 1371.41 252.21

Loans 0.39 0.32 0.58

Other financial assets 358.82 5.74 7.66

Other current assets 15.05 12.65 16.31

Total current assets 2061.97 2139.50 1310.94

Total Assets  2278.91 2330.73 1576.00

   

Non-current liabilities   

Lease liabilities 111.98 95.83 93.49

Employee benefit obligations 24.62 22.21 13.62

Total Non-Current Liabilities 136.59 118.04 107.10

   

Current liabilities   

Lease liabilities 13.21 12.86 14.96

Trade Payables – MSME 3.50 3.69 9.21

Trade Payables – Creditors Other than MSME 99.50 98.22 108.72

Other financial liabilities 35.92 44.45 36.50

Lease liabilities 19.21 16.35 13.62

Other Current Liabilities 18.84 45.39 20.05

Total current liabilities 190.16 220.95 203.05

Total 326.75 338.99 310.15

Equity Share capital 82.25 0.05 0.04

Instruments entirely equity in nature 0.00 1.19 1.07

Reserves and surplus 1869.90 1990.50 1264.74

Total Networth 1952.15 1991.73 1265.85

Rs. in Cr.
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Corporate Office:

11/6B, Shanti Chamber,

Pusa Road, New Delhi - 110005

Tel: +91-11-30111000

www.smcindiaonline.com

E-mail: smc.care@smcindiaonline.com
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contents of this Research Report. The Research Report should not be reproduced or redistributed to any other person(s)in any form without prior written permission of the SMC. The contents of this material are 
general and are neither comprehensive nor inclusive. Neither SMC nor any of its affiliates, associates, representatives, directors or employees shall be responsible for any loss or damage that may arise to any 
person due to any action taken on the basis of this Research Report. It does not constitute personal recommendations or take into account the particular investment objectives, financial situations or needs of an 
individual client or a corporate/s or any entity/s. All investments involve risk and past performance doesn't guarantee future results. The value of, and income from investments may vary because of the changes in the 
macro and micro factors given at a certain period of time. The person should use his/her own judgment while taking investment decisions. Please note that SMC its affiliates, Research Analyst, officers, directors, and 
employees, including persons involved in the preparation or issuance if this Research Report: (a) from time to time, may have long or short positions in, and buy or sell the securities thereof, of the subject 
company(ies) mentioned here in; or (b) be engaged in any other transaction involving such securities and earn brokerage or other compensation or act as a market maker in the financial instruments of the subject 
company(ies) discussed herein or may perform or seek to perform investment banking services for such company(ies) or act as advisor or lender/borrower to such subject company(ies); or (c) may have any other 
potential conflict of interest with respect to any recommendation and related information and opinions. All disputes shall be subject to the exclusive jurisdiction of Delhi High court.

SMC Global Securities Ltd. (hereinafter referred to as “SMC”) is regulated by the Securities and Exchange Board of India (“SEBI”) and is licensed to carry on the business of broking, depository services and related 

activities. SMC is a registered member of National Stock Exchange of India Limited, Bombay Stock Exchange Limited, MSEI (Metropolitan Stock Exchange of India Ltd) and M/s SMC Comtrade Ltd is a registered 

member of National Commodity and Derivative Exchange Limited and Multi Commodity Exchanges of India and other commodity exchanges in India. SMC is also registered as a Depository Participant with CDSL 

and NSDL. SMC’s other associates are registered as Merchant Bankers, Portfolio Managers, NBFC with SEBI and Reserve Bank of India. It also has registration with AMFI as a Mutual Fund Distributor. 

SMC is a SEBI registered Research Analyst having registration number INH100001849. SMC or its associates has not been debarred/ suspended by SEBI or any other regulatory authority for accessing /dealing in 

securities market. SMC or its associates or its Research Analyst or his relatives do not hold any financial interest in the subject company interest at the time of publication of this Report. SMC or its associates or its 

Research Analyst or his relatives do not hold any actual/beneficial ownership of more than 1% (one percent) in the subject company, at the end of the month immediately preceding the date of publication of this 

Report. SMC or its associates its Research Analyst or his relatives does not have any material conflict of interest at the time of publication of this Report. 

SMC or its associates/analyst has not received any compensation from the subject company covered by the Research Analyst during the past twelve months. The subject company has not been a client of SMC 

during the past twelve months. SMC or its associates has not received any compensation or other benefits from the subject company covered by analyst or third party in connection with the present Research Report. 

The Research Analyst has not served as an officer, director or employee of the subject company covered by him/her and SMC has not been engaged in the market making activity for the subject company covered by 

the Research Analyst in this report.

The views expressed by the Research Analyst in this Report are based solely on information available publicly available/internal data/ other reliable sources believed to be true. SMC does not represent/ provide any 
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