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SAFEHARBOR

This presentation and the accompanying slides (the “Presentation”), which have been prepared by S D Retail Limited (the “Company”), have been prepared
solely for information purposes and do not constitute any offer, recommendation or invitation to purchase or subscribe for any securities, and shall not form the
basis or be relied on in connection with any contract or binding commitment whatsoever. No offering of securities of the Company will be made except by
means of a statutory offering document containing detailed information about the Company.

This Presentation has been prepared by the Company based on information and data which the Company considers reliable, but the Company makes no
representation or warranty, express or implied, whatsoever, and no reliance shall be placed on, the truth, accuracy, completeness, fairness and reasonableness
of the contents of this Presentation. This Presentation may not be all inclusive and may not contain all of the information that you may consider material. Any
liability in respect of the contents of, or any omission from, this Presentation is expressly excluded.

Certain matters discussed in this Presentation may contain statements regarding the Company’s market opportunity and business prospects that are
individually and collectively forward-looking statements. Such forward-looking statements are not guarantees of future performance and are subject to known
and unknown risks, uncertainties and assumptions that are difficult to predict. These risks and uncertainties include, but are not limited to, the performance of
the Indian economy and of the economies of various international markets, the performance of the industry in India and world-wide, competition, the
company’s ability to successfully implement its strategy, the Company’s future levels of growth and expansion, technological implementation, changes and
advancements, changes in revenue, income or cash flows, the Company’s market preferences and its exposure to market risks, as well as other risks. The
Company’s actual results, levels of activity, performance or achievements could differ materially and adversely from results expressed in or implied by this
Presentation. The Company assumes no obligation to update any forward-looking information contained in this Presentation. Any forward-looking statements
and projections made by third parties included in this Presentation are not adopted by the Company and the Company is not responsible for such third-party
statements and projections. All Maps used in the presentation are not to scale. All data, information, and maps are provided "as is" without warranty or any
representation of accuracy, timeliness or completeness.
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LEADERSHIP'S COMMENTS.

Our Company has demonstrated a strong
commitment to expanding its Exclusive
Brand Outlet (EBO) channel, which has
delivered outstanding growth of 1%
during the year and 104% in the second
half. While EBOs have shown the highest
momentum, the Multi-Brand Outlet (MBO)
channel continues to be the largest
contributor, accounting for 55% of annual
revenue and 59% in H2 FY26. Importantly,
EBOs have increased their share of total

revenue to 24%, up from 13% last year,:

supported by footprint expansion and
healthy double-digit Same-Store Sales
Growth (SSSG).

For FY 2025-26, revenue stood at 2195.97
crore, reflecting 13.2% year-on-year growth.
EBITDA was 216.53 crore with a margin of
8.4%, compared to 214.3 crore and 8.3%
margin in FY25. Profit After Tax rose to
29.78 crore from 28.56 crore last year. In
H2 FY26, revenue from operations reached
¢117.68 crore, up 16.1% year-on-year, with
EBITDA of 214.35 crore translating into a
margin of 12.2%. Profit After Tax stood at

29.65 crore, marking a 6.1% increase over * -

29.09 crore in H2 FY25.

During the second half, we added 11 net

new stores, taking our total EBO count to

*75. We remain committed to accelerating

store expansion to strengthen market
share, enhance brand recognition,
improve gross margins, and achieve
economies of scale. In line with our growth
roadmap, we deployed 228.07 crore from
IPO proceeds during the year, taking
cumulative deployment to 242.42 crore.

These funds are being strategically -
utilized, in a phased manner, towards EBO

expansion and other identified objectives.

Our strategy is centered on building a
strong mid-premium brand in the
sleepwear category, which remains
largely dominated by the unorganized
market. By expanding EBOs under an
asset-light model, we aim to deliver

- stronger cash flows, faster inventory turns,

and improved margins, thereby
reinforcing the Company’'s long-term
growth trajectory. |

HITESH RUPARELIA

UTPAL RUPARELIA




FY 25-26 OPERATIONAL & FINANCIAL
PERFORMANCE

SALES MIX (FY 25-26 :
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H2 25-26 OPERATIONAL & FINANCIAL
PERFORMANCE

SALES MIX (H2 25-26 :
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FY 25-26
PROFIT & LOSS
STATEMENT

(IN CRORE)

Particulars 25-26 24-25 YOY
Revenue from Operations 195.97 173.04 13.2%
Cost of Material Consumed 91.25 84.60

Gross Profit 104.72 88.44
Gross Margin 53.4% 51.1%

Employee Cost 18.38 16.07
Other Expenses 69.81 58.07
EBIDTA

EBIDTA Margin

Other Income
Depreciation
EBIT

Finance Cost

| Profit Before Tax & Exceptional items

Exceptmnul items

3.49 2.18

EPS (in Rs.) 5.22 5.25

. . | 06



H225-26 @ | e

H2 H2
YOY
25-26 24-25 _
P R o F I I & LO s s Revenue from Operations n7.68 101.36 16.1%)
Cost of Material Consumed 56.43 47.91

STATEMENT

Gross Margin 52.0% 52.7%

(IN CRORE) | - Employee Cost 9.77 8.30

Other Expenses 3713 33.28
EBIDTA 1.87

EBIDTA Margin 12.2% 1.7%

Other Income 0.65 1.94
Depreciation 0.19 1.45

Finance Cost

| Profit Before Tax & Exceptional items

E:m::eptmnul items

EPS (in Rs.) 4.85




" BALANCE SHEET (ncrore) © -

-

Particulars Azt Asat Particulars Asat Asat
March 31, 2026 | March 31, 2025 March 31,2026 | March 31, 2025
EQUITY AND LIABILITIES ASSETS
Shareholders’ funds Non-current assets
{(a) share capital 18.72 1872 | |({a) Property, Plant and Equipment and
U (b) Reserves and surplus 101.48 91.71| |Intangible Assets
I A M) (e o nirr
Non-current liabilities (i) Intangible assets 0.07 0.04
(a) Long-term borrowings 021 010 | |{b) Deferred tax assets (net) 1.65 127
(b} Long-term provisions 1.06 0.34| |(c) Long-term loans and advances 0.49 018
e L Pl | oo o
curamionies e e
(a) Short-term borrowings 16.05 3296 | |Currentassets
(b) Trode payables (a) Inventories 44.06 3016
-Due to Micro and Small enterprises 14.00 10639 | |({b) Trade receivables 8163 79.71
-Due to others 461 386 | |(c) Cash and bank balances 243 4958
(c) Other current liabilities 16.40 16.09 | |{d) Short-term lcans and advances 473 0.99
(d) Short-term provisions 0.97 122 | |{e) Other current assets 0.53 0.45
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'CASHFLOW

For the year ended

Particulars
March 31, 2025

March 31, 2026

Cash flow from operating activities

Profit before tax 13.27 10.73
Operating profit before working capital changes 15.42 14.65
Cash generated from operations (1.44) 5.37

(4.43) (3.82)

Income tax paid

Net cash flow from operating activities (5.87) 1.55

il Net cash flow from investing activities (48.78) B

Net cash flow from financing activities 46.74

Net (Decrease) in cash and cash equivalents (0.49)
Cash and cash equivalents at the beginning of the year 3.22 3.71
2.05 3.22

Cash and cash equivalents at the end of the year
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THE S D RETAIL STORY:

DRESSING YOU FROM 8PM TO 8AM

S D Retail L|m|ted (S D Retail or SWEET DREAMS) is India’s leading sleepwear brand. Founded over 30 years ago as a trade-driven business, we have
grown into a consumer-focused, omnichannel brand offering sleepwear for men, women, and kids—designe_d for the 8 PM to 8 AM lifestyle.

We have a national footprint, distributing products across all Indian states and union territories. As of now, our products are available in Large Format
Stores (LFS), Exclusive Brand Outlets (EBOs), and Multi-Brand Outlets (MBOs). We also have a strong digital presence, selling on platforms like Myntra,
AJIO, Nykaaq, Flipkart, Amazon, and Zepto, along with our own welbsite. These channels help us serve customers across India and diaspora beyond.

SWEET DREAMS stands out in a unique, habit-forming apparel category. Our clothes are worn every night, often for 8-10 hours at a stretch.

Despite being worn every day for long hours, sleepweor receives little attention in the Indian wardrobe. We frame thls using the 3W model which we
have derived through statistical estimations:

42% 10% 6%

WEAR-TIME SHARE WARDOBE SHARE | WALLET SHARE

70 hours/week Small space. High rotation. _ Low spend. Big upside.




-

Single Category
Focus

Unlike large apparel brands that bundle
sleepwear under lingerie or innerwear, we
build exclusive sleepwear stores with
product depth and options breadth.

»® Multi-Channel
EZ% Availability

Modern consumers are informed shoppers
who purchase fashion across multiple
channels, so we ensure our latest sleepwear
is available wherever they shop—MBOs, LFSs,
e-commerce platforms, marketplaces, and
quick commerce.

Men, Women & Kids
Coverage

Sleepwear is typically marketed t
women. We offer gender cover
wide and thoughtful selectio
and kids, too.




OUR PRODUCT PORTFOLIO

SLEEPWEAR & FASHION
BEYOND BEDTIME

A Habit-Forming Essential

Sleepwear is used daily, washed frequently, and
replaced often, making comfort, durability, and
quality central to the category.

High Usage, Frequent Replacement

With repeated wear and laundering, sleepwear
requires stronger fabrics, better construction, and
consistent quality to retain comfort over time.

Beyond the Bedroom
Sleepwear is no longer limited to bedtime. It is worn

- at home, during travel, on staycations, airport runs,

and casual downtime, making it part of everyday
lifestyle dressing.

Work-from-Home Ready

Hybrid lifestyles have increased demand for clothing
that moves easily from relaxed home moments to
virtual meetings and casual outings.

Sets as a Strategy

The Coordinated Sleepwear Advantage

SWEET DREAMS focuses on coordinated sets that combine
tops, bottoms, and layers into complete looks. This
removes styling confusion, improves perceived value, and
delivers a polished, comfortable outfit with minimal effort.
By offering two or more coordinated garments under one
product proposition, sets also support stronger basket
value and higher average selling prices.

SDMOVE

Athleisure & Activewear by SWEET DREAMS

Building on our reputation for FIT and quality, SDMOVE is
SWEET DREAMS dedicated line for movement-friendly
apparel: athleisure and workout wear.

What SDMOVE Offers

Tracksuits, sweatshirts, joggers, workout tees, co-ord sets,
and workleisure pants—crafted for movement, style, and
all-day wear.

Where It's Worn

From travel and airport looks to light workouts and urban
casualwear. SDMOVE serves the evolving needs of today's
movement-driven lifestyle.
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TRUST BUILT ON YEARS OF DELIVERY . . -

OUR DNA IS DESIGN AND PRODUCT
DEVELOPMENT

" TREND-SPOTTING

D ' ‘¢
X

e Creative team of __ in- e Product launches spread
house designers and through the vyear bringing
merchandisers freshness.

e Participate in  fairs  or
exhibitions in India or abroad
to better understand trends.

e study cultural landscape of

social media, movies, events to
Address  evolving  market

accessories and fits collected
over years of execution.

* in house database of fabrics, e continous data analysis of fast

selling styles and customer
feedback study.

trreerl]‘gfence:nd customSly designer to supplier e software and processes for
Fa o e .Iin and feadas collaboration bringing ideas root cause analysis of

P Ping . to life fast and economically. complaints and issues
cycle to iterate to the right resoliioe

products.

“ﬁ




WHERE WE ARE, WHERE WE'RE GOING

SLEEPWEAR AVAILABLE IN EVERY

SHOPPING MARKET

We're reshaping how sleepwear is discovered and purchased — shifting from being a category
inside multi-brand outlets to becoming a fully immersive, branded retail experience. .

Our standalone SWEET DREAMS stores house the most comprehenswe assortment in the category:

@® Hundreds of options

@ Inclusive size ranges

@ Variety of fabrics

@ Style breadth across Men, Women, and Kids .

Single destination for shopping for all: style breadth across Men, Women, and Kids

Retail Expansion Strategy

Eli)s MEO
75 2500+

Brand-owned, Strategic placements in
experience-led stores key regional markets

LFS Market

olohy 9 PL

Str

High visibility retail
partnerships

14



OUR RETIAL GROWTH

EBO BUSINESS CREDENTIALS

FY24-25 FY 25-26

’
AVG STO. i ‘ AVG STO.

FY24-25 - " FY25-26

( ‘ )
: STO STOR .

TOTAL S

3

TOTAL

AVG

S

-
AVG BLLN. ; ‘ AVG BLLN.

SALES PER SQF

Sl

SALES PER SQF

S
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PAN-INDIAEBONETWORK =

Mumbai
Delhi
Ahmedabad
Pune
Bangalore
Hyderabad .
Dehradun
Chennai
’ Bhatinda

Visakhapatnam a

9 Stores
5 Stores

3 Stores

~

EMERGING CITIES (1 EBO EACH)

Hubballi - Vijaywada - Indore - Ambala -
Jabalpur - Bhopal - Kanpur - Faridabad - Kochi -
Ghaziabad - Meerut - Ajmer - Muzzafarnagar -
Bilaspur - Nagpur - Guwahati - Patiala -
Gandhinagar - Rajkot - Barnala - Udaipur -
Dehradun - Bareilly - Kolkata

R

6 Stores
® 4 Stores

@ 2 Stores

L]

10

Airport

8

Mall Stores

46

COUNT OF EBO MARKET
CATEGORIES

Data as on 31 st March 2026,
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PRESSING REFRESH

REINVENTED BRAND IDENT

SWEET DREAMS has refreshed its brand identity. to create a more premium, ownable, and scalable visual -

language for its next phase of growth.

Inspired by The Equinox, the new identity captures the rhythm of day and night — the transition from
performance to presence, and from the outside world to the warmth of home.

The Equinox unites the sun and moon in a harmonious loop- capturing “the repetition of the night cycle,
when we are free from performance and rooted in presence.”

( Rising crescent moon in the east — the beginning of night . Setting sun in the west — the last trace of day

. Rising sun in the east — the return of morning ) Setting moon in the west — the close of the night cycle

This Change Enables

@ Stronger brand recall through a distinct and recognizc:bie visual system rooted in sleep, nighttime, and
routine. .

.) Premiumization of the category by moving sleepwear from a functional purchase to an emotional,
lifestyle-led brand experience. .

(. Memorability across touchpoints including stores, product packaging, website, social mediq,
marketplaces, and performance marketing.

T

@
o)
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OUR NEW
RETAIL IDENTITY

SWEET DREAMS is redesigning its visual merchandising to make
every store touchpoint reflect the brand’'s core message of
comfort, rest, and everyday downtime. From product zoning and
colour stories to windows, mannequins, and in-store
communication, the aim is to create a more consistent and
memorable retail experience that helps customers instantly
connect with the brand, understand the relevance of sleepwear
beyond bedtime, and recall SWEET DREAMS as their destination for *
home clothing. « .




MARKETING THAT'S MEMORABLE

OUR BRAND

‘SWEET DREAMS’
OUT THERE

2r4 Floor




THE ENGINE THAT MAKES IT WORK S

OUR SUPPLY CHAIN AND TECHNOLOGY

APPAREL EXHIBITIONS ‘ DIVERSIFIED SOURCING : AGILE SUPPLY CHAIN :

. . . . Balanced vendor network Agile  supply  chain
Aclive PartiCIBELEY |r? t.e X e across  basics, fashion, supports faster product
and gppqrel eXh'b't'c?nS licensed merchandise, development, smarter
helps identify new fabrics, innovation, and  value inventory planning,
vendors, innovations, and ranges  ensures  quality, stronger  replenishment, .
sourcing opportunities. reliability, and and responsive launches.
competitiveness. ’

) TECH-INTEGRATIONS LOW-CODE & Al . DEVELOPER TEAM

AUTOMATIONS & BOTS

Integration-first systems ' Automation and bots

connect ERP, retail, e- . 30+ low-code applications In-house techinGICE . | streamline repetitive tasks

commerce, CRM, logistics, and Al workflows improve buﬂd; P“’Ct'C‘?' software improve accuracy, reduce,
. and reporting for agility, reduce manual work, solutions ta:lﬁred tg turnaround  time,  and

?‘eomless information and strengthen execution. gg':rgggzs WOTKIOVE increase productivity.

low. ) ;

P

el




OUR JOURNEY SO FAR . -‘- .

YESTERDAY’S DREAMS, TODAY'S REALITY
2004 2009 2014

Incorporated as S D Retail Private Entered modern retail by . Ventured online by selling on

Limited, the company was started launching in Multi-Brand Outlets leading marketplaces, adapting

with an aim to make sleepwear a (MBOs), beginning with leading early to India’s shift toward digital- .
mainstream apparel category. chain Shoppers Stop—marking . first shopping. * : . ) ,

our entry into organized retail.
e & ” ®
L .

2022 2024 2026

Opened our first EBO, Converted into a Public Limited Reinvented our brand and
creating a SWEET DREAMS ~  Company and listed on the NSE retail identity with sharper VM,
experience and deepening Emerge platform on September store design, and
direct connections with our 27,2024—reflecting our long- communication to align with
customers. term commitment to growth, our mission.

transparency, and corporate

governance.




ABOUT OUR INDUSTRY

SPEARHEADING SLEEPWEAR IN INDIA

é N\ [ )
: : Where Are They Shopping?
India SIagm Market Size (2022): Expected by 2029: Category Share of y Shopping
Marketsnapshot  $ 500 Million S 204 Mt Wess i
bl Lie e (CAGR:15.1%) 14% Supermarkets and
L ) Hypermarkets: $ 162 Million
r ) N\ ( ] P Specialty Stores: $ 144 Million
Who's Buying? What Are They Buying?
Online Stores: $ 121 Million
e . N Night Dresses & Gowns: $ 151 Million e - .
$ 455 Million $114 Million  $76 Million Bottornien $ 123 Million
Prefer stylish, Driven by Focus on . " Others: $ 33 Million
comfortable functional basics playful, Topwecl I $ 72 Million Fastest growing at
options like like pyjama and character-led 18.3% CAGR
nighties and sets short sets designs Trend: Shift towards separates and mix-match styling, driven by modern
consumer behavior. S . - -
Online is emerging as the preferred channel in Tier 2-3 cities.
. J \\ J \\ J
f ) Key Takeaways
Where Are They Shopping? -
Cotton Silk, Modal, Rayon Polyester High Wear-Time, Untapped Men’s & Channel Growth Led Fabric Choices
51.1% 18.7% 17.9% Linen & Bamboo Low Wallet Share: Kids’ Segments: by D2C and Digital: Reflect Climate +
$ 27 Mo“- n Sleepwear is worn Huge white space Online and EBOs Culture:
o ~70 hours/week, yet in non-women driving category Cotton leads due to
$ 309 Mill $ 121 Mili woolts | underinvested in categories transformation comfort and heritage
illion; Million; $ 115 Million; (0]0) anne
culturally preferred, luxury and durable and $ 45 Million
breathable comfort-led affordable
.
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MR. HITESH PRAVINCHANDRA RUPARELIA
Chairman & Managing Director

Hitesh Pravinchandra Ruparelia has been associated with S D Retail Ltd. since its
inception and currently serves as Chairman & Managing Director from June 20,
2024. A co-founder of the Company with over three decades of entrepreneurial
experience, he has played a key role in driving its strategic growth, identifying
business opportunities, and shaping key policy decisions. With a Higher Secondary
qualification and a Diploma in Computer Technology, he brings a balanced
leadership approach that combines traditional business values with a strong *
understanding of evolving market trends, fostering innovation, adaptability, and
long-term resilience within the organization.

MR. UTPALBHAI PRAVINCHANDRA RUPARELIA

Managing Director

Utpalbhai Pravinchandra Ruparelia has been associated with the Board of S D Retall
Ltd. since May 14, 2004, and is a co-founder of the Company. With extensive expertise
in product development and merchandising, he has played a key role in expanding
the Company’'s product portfolio with a focus on comfort, quality, and customer-
centric innovation. His strategic vision and leadership have helped the Company
align its offerings with evolving consumer preferences, strengthening the brand's
market presence and competitiveness across diverse segments.

MR. VISHESH DALAL

Non-Executive Iiirector

A Chartered Accountant and MBA from Esade, Mr.

Dalal brings 13+ years of experience in private
equity, consulting, and entrepreneurship.

8

MR. JAYDEEP SHETTY

Non-Executive & Independent
Director

He is a retail industry veteran with 27+ years of
experience in founding and scaling brands. He
brings deep expertise in  brand building,
operations, and growth strategy.

MRS. SIMERAN BHASIN

Non-Executive Director

A seasoned marketing professional with 20+
years' experience across Titan, Britannia, Fastrack,
and Wildcraft.

MR. HARSHIL PATEL

Non-Executive & Independent
Director
A practicing Chartered  Accountant — with

expertise In audit, assurance, and financial
valuation.
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