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Titan has come a long way
since 1984 when we started

with one product category. %

Today, with over 7,000 employees
and about 38,000 in the overall Titan
ecosystem, 16 brands and over
2,000 retail stores, we are as
committed as ever to delivering
profitable and responsible growth
for all our stakeholders.
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At Titan, we have stayed
focused on achieving
growth with responsibility
- applying our values to
everything we do.

We aim to deliver a better customer proposition
by setting new standards for quality and design
and ensuring transparent processes. We strive
to support the empowerment of our employees
by building a workplace that promotes diversity,
opportunity and professional development.

We work towards enhancing our partners’
progress by sharing best practices and driving
inclusive growth. We seek to strengthen

our communities through our targeted

efforts focused on the upliftment of the
underprivileged girl child, skill development

for the underprivileged, and support for Indian
arts, craft and heritage.

With climate change and depleting natural
resources presenting serious threats to life on
our planet, embracing sustainability is critical.
Across our operations, we are minimising

the use of fossil fuels, intensifying the use

of renewable energy, using energy-efficient
solutions and reusing water, reducing waste,
and recycling materials.

In the blink of an eye, the COVID-19 pandemic
impacted lives and livelihoods worldwide.
Given the scope and magnitude of this

sudden crisis, as a responsible corporate, we
significantly stepped up the safety focus across
all our locations and enhanced our social
responsibility efforts.

TREE PLANTATION
DRIVE

During the second wave of the pandemic
outbreak as normal life came to a standstill,
business was disrupted. We were, however,
cognisant that our overall strength and
competitive advantages would shield us
from the grave economic impact faced

by thousands of our other stakeholders.

It was our responsibility to lend a helping
hand to those relatively weaker and

more vulnerable.

HAPPY
EYES
PROGRAMME

From pay protection and no retrenchments
for our employees, soft loans to vendor
partners and financial support to
franchisees and grants to NGOs, we did

=

i ey o L LT
A




J L03

PANTNAGAR - WATER

BODY RESTORATION

our utmost to alleviate the struggles of our
stakeholders and help them overcome the
pandemic-induced challenges. To help our
franchisees better manage inventory and improve
asset turnover in these difficult days, we created
a team to help replicate all our best processes

to them as well. The Company also made a
contribution towards the Tamil Nadu Disaster
Relief Fund (for COVID-19) and for the setting up
of an oxygen plant in Uttarakhand to strengthen
health infrastructure.

During the second wave of the pandemic in the
country, we proactively closed some stores in the
highly impacted towns keeping people’s safety
in focus. The initiative of customer outreach was
also not undertaken during this time considering

PROVISION OF STAND
POST TAPIN A
VILLAGE IN UTTARAKHAND

that the humanitarian impact on consumers

was severe and widespread. We also placed the
highest priority on conducting free COVID-19
vaccination drives for our employees and their
families, business partners and local communities.

In the past financial year, we achieved a

strong performance despite the disruptions

in the operating environment. We believe

that our trusted relationships with customers,
distributors, franchisees, vendor partners, and the
community and our continued efforts towards
driving product innovation, retail expansion and
strengthening our brands played a valuable role
in this business resurgence.

One thing that the pandemic has taught the
world is that organisations and society are
interconnected and responsible to one another;
organisations must see beyond short-term
earnings, and engage meaningfully with all their
stakeholders to drive long-term growth. At Titan,
we will continue to stay focused on achieving
growth with responsibility — doing all that is
needed to create value for all our stakeholders
including customers, employees, business
partners, vendors, communities, investors, our
nation, and our planet.
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About Titan

Titan is India’s leading lifestyle company and among the most admired and respected
corporates in the country. We have established leading positions in the Jewellery, Watches and
EyeCare categories led by our trusted brands and superior customer experience. We have also
diversified into Wearables, Indian Dress Wear and Fragrances & Fashion Accessories and are
driving differentiation in these lifestyle categories, underpinned by our deep understanding of

customer preferences.

Titan products today touch the
daily lives of millions of customers.
Our superior quality and innovative
edge along with our continued
focus on delivering the best
experience have enabled us to set
new industry benchmarks and build
trusted customer relationships.

We are widely known for having
transformed the watch and
jewellery industry in India and
shaping India’s retail market by
pioneering experiential retail.

Titan's lineage traces back to

the Tata Group and Tamilnadu
Industrial Development Corporation
(TIDCO), with our existence coming
into being in 1984 through a joint
venture between these entities.
Our growth over the past three
decades has been driven by our
dedicated people and supported

by a strong ecosystem of artisans,
suppliers, distributors, franchisees
and vendor partners. Anchored

to the Tata ethos and values, we
remain committed to making the
right choices for our customers,
people, partners, communities and
planet and creating long-term value
for all stakeholders.

Achieving Growth the Right Way

R
AL

Our Vision

We create elevating experiences for
the people we touch and significantly
impact the world we work in.

b

Our Mission

We will do this through a pioneering
spirit and a caring, value-driven

culture that fosters innovation, drives
performance and ensures the highest
global standards in everything we do.

Our Values and Standards

Customer First
Customers take precedence over
all else, always.

People Make the Brand

Titanians are at the heart of our
success and that is why their dreams
and aspirations are at the forefront
of our brand policy.

Culture and Teamwork
High performance is a way of life.

Creativity and Innovation

Driven by innovation and creativity,
we focus on smarter approaches and
newer technologies.

Passion for Excellence
In all our pursuits, we ceaselessly
strive for excellence.

Corporate Citizenship

We ensure that a part of our
resources is invested in environment
and community betterment.



Key Numbers

4 27,456 crore

Standalone revenue for FY 2021-22

2.8mn+

Retail area in sq.ft.

34%

Gender diversity at
the entry levels

X35.42 crore

CSR spend

Note: All numbers are as of 315t March 2022.

o 2,25,1 56 crore

Market Capitalisation

1

Manufacturing and
Assembly Facilities

15%

Gender diversity
in top management

(0)V/:1¢ 450 lakh

Lives touched
through CSR activities

2,178

Number of Stores

7,263

Employees

o 2,750+ crore

Sales through
new-age channels

6 lakh+

Shareholders

09-10
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Responsible Brands

Through product innovation, sustainable procurement, supporting local artisans and
communities, engaging responsibly, and enabling seamless customer experiences with trust
and transparent processes at every step of the journey, our brands define, and deliver our
commitment of growth with responsibility.

i

Jewellery

Watches

EyeCare

Fragrances & Fashion
Accessories

&

Indian Dress Wear

Luxury

/OYA

FRe exquisiTE DIAMOND KOUTIQUE
ATATA PRODUCT

FAVRE-LEUBA

Premium Mid-Market
_(ANIS”Q % CARA;LANE
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. TITAN
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00P)
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S rTan
TITAN EYE+
GLARES
by TITAN
fastrack
SKINN
Fine French Perfumes
TANEIRA

Mass Market

SonNATA

ATATA PRODUCT

SKINN

BTITAN

fastrack

Licensed Brands

POLICE
WATCHES

s

ANNE KLEIN

KENNETH COLE
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Responsible BrandSJ
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Financial Growth

STANDALONE REVENUE FROM OPERATIONS

i 27,456 crore
3 20,783 crore

™ 32%

EBITDA

3 3,525 crore
3 1,882 crore

® 87%

ROE

25.8%
12.2%

@ 14%

PBT

3 2,983 crore
I 1,370 crore

@ 118%

PAT

32 ,1 80 crore
? 877 crore

@ 149%

MARKET CAPITALISATION

3 2,25,1 56 crore
31,38,322 crore

@ 63%

ROCE

29.0%
16.4%

@ 12.60%

B FY 2021-22 W FY 2020-21 @ Change

s

TNisHQ

PRESENTS

RIVAAH

WEDDING JEWELLERY

g{omance of) g)omi
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Letter from the Managing Director

(4(5

Dear Shareholders,

During FY22 the employees of Titan Company once again rose to the occasion, overcame
the challenges and delivered exceptional customer delight and sales and financial growth.

In this they were joined by the larger Titan Family members: all our franchisees,
distributors, retailers and vendor partners and their employees as well as all people
working at our various facilities on the rolls of our partner organisations. | would like to
express my sincere thanks to them on behalf of the Company.
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I would also like to express my
gratitude to the millions of customers
of Titan who have continued to
support us even during times like
these when their own needs for our
products were not that pressing.

The future looks really bright for
Titan Company:

e As Indians inexorably march
towards the USD 5000 per capita
GDP, their desire for lifestyle
products will explode

e Our low market share in many of
our categories combined with the
increasing affinity for Trust will
accelerate this further

e Our deep penetration of Tier 3,
4 and 5 towns will unlock the
real potential in small towns and
establish our leadership in each of
those markets very early

e QOur Digital maturity will
propel us and help us
maintain the momentum

e The relationship that our store
staff share with millions of our
customers will bring all this
alive in a manner unique in the
Indian consumer space

| must share with you that the sense
of Destiny across the Titan Company
system is palpable, almost visceral.

We are gunning for a big growth

in every category we are in. And
especially so in the Indian Ethnic
Wear, Fine Fragrances and Women's
Bags. We are also ratcheting up our
thrust behind the Indian Diaspora
opportunity for Jewellery. The Tanishq
Flag will soon fly in multiple locations
in West Asia and North America.

Equally, our ambitions in the
Technology Products space are also
surging. We have made huge inroads
in the Wearables category in the last
six months with very exciting products
under the Titan and Fastrack names
and are becoming a player to watch.

I am sure by end FY23 we will become
a prominent name in this category.

The Titan EYEX is a smart Eyecare
product that has made waves in

the last six months for its fabulous
innovation (winning 2 Red Dot awards)
and exceptional value. | am sure we
will build on this.

On an equally impressive note, in
the first ever Economic Times/Amrop

Assessment done in quarter 3 of FY22,
your Company'’s Board was adjudged
the Best Large Cap Board by an
eminent jury, leaping over much larger
and older companies. | must thank all
the Directors of the Company, past and
present, for building an environment
and processes that helped achieve this.

I must also thank all our shareholders
for the continued belief and support.

FY22 began on an uncertain note with
the second wave. The third wave in
January 2022 and the global conflict in
February 2022 aggravated the situation
further and made for a truncated
financial year. But the whole Titan
family rose to the occasion once again
and delivered stupendous results. The
Management of your Company, in

the best Tata and Titan tradition, put
this family in the centre of everything
it did, reconfirming the tenet that We
Must Not Just Grow, but We Must
Grow Responsibly.

Like I had expressed last year,
Being Good is Good for Business.

C K Venkataraman

Managing Director
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Jewellery Division

Our multiple brands enable us to meet different aspirations and together with our widespread
network and customer-facing initiatives, open up exciting growth opportunities. All our brands
are connected by the common thread of ethical business practices as we seek to drive growth

with responsibility.

Overview

Tanishq is India’s largest jewellery
retailer. Our flagship brand Tanishq

is synonymous with purity, style and
design. Zoya is a luxury brand offering
exquisite jewellery in diamonds and
precious stones; Mia by Tanishq

offers contemporary jewellery; while
CaratLane is an omnichannel brand for
modern jewellery at affordable prices.
Our brands are enabling us to serve
different customer segments and
requirements. Most importantly, trust
is an intrinsic part of all our brands.
With customers increasingly pivoting
towards trusted brands, our brands
have witnessed an acceleration in
market share gain despite the external

operating challenges. Innovative
designs, superior customer service,
growing reach and customer-focused
campaigns have also contributed

to the strong performance of our
jewellery segment.

Growing our financial
performance

Across all our brands, strong year-on-
year revenue growth was achieved
while always staying focused on
customer and employee safety.
Growth in margins was driven by
scale-induced healthy operating
leverage gains, better product

mix and higher realisation due to
diamond price appreciation.

REVENUE*
3 23,268 crore
in FY 2021-22

@ 35%
EBIT**
33 ,040 crore
in FY 2021-22

@ 80%

EBIT MARGINS***

13.1%

in FY 2021-22

@ YoY growth

*  Excluding bullions sales

** Before exceptional items

*** 0% indicate EBIT margins before
exceptional items

Start the grand tour of exquisite pieces

that craft the heart of the #ﬁ @{p"'ﬂ'/




Jewellery Divisionj
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O Tanishg “Every Woman a Diamond” campaign

Growing our retail network

The thrust on network expansion
continued during the year to take

our brands to new towns while
strengthening our presence in big
cities. We added 78 stores to our
retail footprint, taking our total store
count to 582. Our aim is to take that
number to 700 over the next couple
of years. CaratLane’s handcrafted
silver jewellery brand, ‘Shaya’, opened
its first-ever physical store in Mumbai
and Bengaluru whilst deepening its
presence in metro cities to improve
accessibility. Further, aligned with

our constant focus on growth with
responsibility, we are pursuing a mix of
Company-owned stores and an asset-
light franchisee model. This pragmatic

approach ensures business building
while de-risking our operations.

During the year 2021-22, Tanishq
opened 36 new stores, Zoya added 1
store, CaratLane added 31 stores and
Mia by Tanishg added 10 stores.

Growing our customer base

Our focused strategy of penetrating
into tier 2, 3 and 4 towns in India

is serving us well. While providing
us huge opportunities for growing
our customer base, we view this
foray as a responsibility to deliver a
customer value proposition hitherto
not available in these towns. From
bringing to them well-finished
products of high quality, to ensuring

What's common in the small
towns of Sirsa (Haryana),
Khanna (Punjab), Angul
(Odisha) and Rudrapur
(Uttarakhand)?

Each of these towns has a
Tanishq store establishing
entirely new standards

in the jewellery category
and delivering unmatched
customer value.

g Inina, Diwali launch of
Mia by Tanishq

transparent practices and exchange
policies, our steadfast focus is on
ensuring that our growth is on

the firm foundation of an elevated
shopping experience and high
standards associated with the Tanishq
brand. During the year, we also
undertook localised activities in these
small town markets aligned with our
regionalisation strategy. This has led to
higher new buyer growth.
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O Tanishq “Colour Me Joy" collection

Growing in our strategic market

Tamil Nadu is one of the largest
jewellery markets in the country.

Over the past few years, we have
increased our focus on making Tanishq
a stronger and bigger brand in this
strategic market. Multiple initiatives
such as network expansion, regional
product introduction and culturally
relevant marketing activities based on
deep customer insights are yielding
strong growth. We are also putting
considerable focus on gold exchange
programmes and merchandise
infusion. These operating levers will
continue to be deployed to accelerate
our growth momentum in Tamil Nadu.

Growing with product
innovation

Our brands continued to win
customers’ hearts through exquisite
product designs. New collections
were introduced throughout the year
with a special focus on rolling out
launches for the wedding season

and celebratory occasions such as
Diwali, Akshaya Tritiya, Women'’s Day,
Valentine’s Day, etc. Tanishg and Zoya,
offering gold and studded jewellery,
stayed largely focused on traditional
designs and marrying ancient
symbolism with modern aesthetics.
Brand Mia by Tanishq continued

to delight young women with its
fashionable designs at affordable price
points. CaratLane also refreshed its
portfolio by launching several products
at attractive prices.

Growing by driving brand
engagement

Our product innovation was suitably
aided by marketing initiatives that
strengthened brand engagement.
Tanishq launched its first category-
specific campaign for establishing
brand leadership in Earrings -
‘Stunning Every Ear’. Another
memorable TVC campaign from
Tanishqg was ‘Little Big Moments’,
which inspired audiences with a simple

but powerful thought — celebrate the
small joys of life as happiness does not
only come from elaborate celebrations.

Mia by Tanishq's ‘Share the Shine’
campaign celebrated the leading Indian
women athletes at the Olympics, Tokyo
2021. Short videos were filmed to help
viewers get a quick sneak peek into
the athletes’ lives through a candid
rapid-fire hosted by various established
hosts. Through this association, the
women athletes adorned contemporary
necklaces and captivating earrings from
Mia by Tanishq's signature collections
at the Olympics.

CaratLane launched a new integrated
campaign ‘Say bye-bye to bad gifts’ to
persuade customers to buy jewellery

as the most meaningful gifts and to
create awareness about its wide range
of affordable jewellery. The brand also
launched a highly successful Valentine’s
Day digital campaign of ‘Love it or
Hate it’ to capture high potential
micro-opportunities.

Growing by reinforcing trust

The Government started the phased
implementation of mandatory
hallmarking of gold jewellery with
effect from 16" June, 2021, which is
an important step for the development
of the industry and safeguarding the
consumer’s interest. Deeply committed
to transparent operations and
providing credibility of hallmark to our
customers, we are compliant with the
applicable regulations.

Golden Harvest Jewellery Purchase
Plan continued to be a key contributor
to the revenue.

Titan has acquired a minority stake in
Great Heights Inc., (through its wholly-
owned subsidiary TCL North America
Inc.) to deepen its understanding of the
“Lab Grown Diamonds” space.



Jewellery Division )
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O Rivaah by Tanishg campaign

?1 00 crore

Jewellery sales through
video calls per month

Growing by leveraging
technology

We have combined our existing
strength of wide physical presence
with the huge advantages of digital.
Our growing focus on the use

of multiple technologies enables
customers to shop in new ways. Sales
through video calls have received
much traction, especially for Tanishg.
Endless aisle, wherein customers
have access to large touchscreens

to browse the entire collection,

and book online and collect in-

store options have resonated well
with customers keeping pandemic
safety in perspective. CaratLane’s
omnichannel framework provides
versatile options to customers, such
as the try-at-home feature, CaratLane
Live (video assistance feature), easy
exchange and delivery between 24-48
hours, and online shopping. In terms
of digital adoption, these new-age
ways of selling are significantly

ahead of industry practices in India.
Our websites have also achieved an
increase in organic traffic.

Focused on growth in new
geographies

An important development during the
year was the setting up of a 100%
subsidiary in the USA to further our
international business, particularly

for Tanishq jewellery. Our growth
ambition is to become the jeweller of
choice among the Non-Resident Indian
(NRI) and Person of Indian Origin
(PIO) markets. The NRI/PIO audience
is strengthening their connections
with Indian culture, celebrating Indian
weddings, festivals and events with
great enthusiasm and splendour in
their adopted land. The Tanishq brand
is etched in the consciousness of NRis
and PIOs as a significant section of this
audience has immigrated over the last
two decades. Our brand familiarity
gives us a headstart in attracting our
target customers to our stores. We
are also currently focusing on Gulf
Cooperation Council (GCC) countries
and North America. The first store

in North America is slated to open

in the early part of FY 2022-23. Our
first international store in Dubai,
which opened over a year back, is
doing exceedingly well, post which
more stores have been opened in

this geography.

Growing our presence on new
formats

In addition to enhancing our retail
store presence, we are also looking at
making our brand experience available
across new formats. During the

year, CaratLane opened its first-ever
airport store at Bengaluru airport. We
believe that our presence at this busy
and popular terminal will serve as a
branding and marketing opportunity,
promoting CaratLane among a more
diverse and expanding customer base,
while generating revenues. Bengaluru
is also the ideal geography to test

the waters for impulse buying across
this store format before scaling our
presence to more airports.

Piloting growth initiatives

The Tanishq brand initiated a new
pilot offering Digital Gold under
which customers can purchase gold
online with an ability to convert it
into jewellery at a later stage. The
early response has been good with
the enrolment of many digitally-savvy
young customers.
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Watches & Wearables Division

We are driving the growth of the Watches & Wearables division through multiple initiatives with

a special focus on bringing new and exciting products to the market, improving accessibility
through store expansion and online presence, and transforming the customer experience.

Overview

We have a strong portfolio of leading
in-house as well as international
brands, offering customers a great
variety of styles and trends at various
price points. Titan, our flagship

watch brand, covers majority of

the domestic market share in the
organised watch market. Other major
in-house offerings include Fastrack,
an independent youth brand offering
fashionable products at affordable
prices, and Sonata, our economy price
brand catering to the demands of the
value segment. All our brands share
the same passion for quality, design
and best price, along with the focus to
operate in a responsible way.

Growing our financial
performance

Amidst a challenging environment,
the division reported good growth
momentum on the back of our
omnichannel strategy and with walk-

REVENUE
32 ,309 crore
in FY 2021-22
@ 46%
EBIT*
? 134 crore
in FY 2021-22
* 306%

EBIT MARGINS**

5.8%

in FY 2021-22

ins steadily improving at our offline
channels. Sales acceleration was
witnessed across all product brands.
Our margins witnessed a strong
recovery led by the premiumisation
of our portfolio and alteration of
our channel mix.

@ YoY growth

* before exceptional items
** % indicate EBIT margins before
exceptional items

Growing with product
innovation

Across all our brands, exciting

new products were introduced to
reinvigorate our portfolio. Innovations
were driven across analog watches and
smartwatches as we see considerable
market opportunities for both

these categories.

Titan launched several new analog
collections such as Titan Solidarity,
Edge Ceramics, Octane Aerobatics,
Ladies’ Edge and Unending Beauty,
and Raga Silver to cater to different
lifestyle segments. Our new launch of
‘Titan Smart’ Watch is Alexa-enabled
and includes features such as heart

O Titan Mechanical



Watches & Wearables Divisionj
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rate, sleep and stress monitors,

VO2 measurement, multi-sport
modes, SpO2 monitor, and women’s
health monitor, among others. The
launch has been very well received by
customers. Titan Smart Pro, offering
features such as GPS, AMOLED
display, health suite, also received a
good response from customers.

Fastrack continued to strengthen its
portfolio of digital products to appeal
to the changing preferences of the
urban youth. The major additions
included truly wireless earphones
(Fastrack Reflex Tunes- FT3) and

an Alexa-enabled smartwatch
(Fastrack Reflex Vox). In the analog
category, Fastrack After Dark was the
key highlight.

Sonata continued to enhance its
portfolio with offerings such as
Epic fashion watches, Gold Edit -
gold plated watches and Cassata
- a youthful range to entrench its
position as the brand of choice
for the trend-seeking, value-
conscious consumer.

Growth across channels

Changing consumer behaviour and
the increasing pace of digitisation

are transforming how and when
people shop. We are thus driving an
omnichannel strategy to respond to
this constant evolution, being present
across large format stores, modern
trade, exclusive brand outlets (EBOs)
and multi-brand outlets (MBOs) as
well as on e-commerce channels and
selling products on our own websites.
We are also integrating our physical
stores with our online presence to
meet customers’ new expectations.

Furthermore, our presence across
different channels enables us to reach
customer segments across different
price points. Our presence across

multi-brand retail and e-commerce
channels is more oriented towards
the economy price points. On the
other hand, our presence at EBOs
and large format stores helps to drive
growth for products from the Titan
stable and our international brands.
With our “brick and click” presence
resonating well with customers and
all channels seeing good growth, we
continue to strengthen our presence
on e-commerce channels and invest
in-store expansion as well.

During the Financial Year 2021-22,
there were new additions of 33
stores for Titan World and 33 stores
for Helios.

Growing by transforming
experiences

We are investing in various
transformational programs to seize
the opportunities offered by a large
and growing market.

Our firm belief in the vast prospects
for our analog watch business has
led us to make various investments
for making this category more
interesting for customers. This
includes investments in retail
transformation, portfolio expansion
and marketing campaigns.

In the Wearables segment, while
we have been a late entrant,

we have covered a lot of lost
ground with satisfying speed. The
Hyderabad development centre has
further strengthened our technical
capabilities for launching new-

gen products. In addition, we are
working with various partners and
alliances. Several of our recent
launches are at the beginning of an
interesting journey and we also have

a healthy pipeline of new launches to

drive continued growth.

Our portfolio premiumisation is

being complemented by enabling

a premium shopping experience at
our stores. We are expanding and
modernising the World of Titan
(WQT), now being rechristened as
Titan World Store chain, as well as
our Helios stores. This will enable a
much better customer experience and
facilitate the sale of more premium
products. During the financial year,
over 40 Titan World Stores were
renovated to the new format to offer
a wider choice of premium products
and enhance the overall customer
experience. The positive response
from customers is evidenced in higher
levels of customer satisfaction and
increased sales.
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EyeCare Division

We accelerated our growth journey with significant network expansion and undertaking
transformational initiatives. Our focus remains on investing substantially in growing the scale of
this business given the huge opportunities in the market.

Overview

Titan Eye+ is India’s largest optical
retail chain. The chain sells eyewear
products under Titan, Titan Glares
and Fastrack brands and also offers
international brands. Our in-house
brands offer great value for money,
the products being manufactured at
our own integrated lens and frame
facility. We have tied-up with Sankara
Nethralaya, among the leading
ophthalmic institutions worldwide, for
the training of staff and optometrists.
These attributes have enabled us to
emerge as experts in EyeCare.

Growing our financial
performance

We reported strong growth for our
EyeCare division driven by the sale of
sunglasses and frames from our in-
house brands. A good demand uptick
was also seen for our international
brands. Our profitability improved
during the year with better product
mix, and with the emphasis being put
on promoting our in-house brands.
The alteration of our channel mix,
either exiting expensive channels or
exercising greater control over them,
also fuelled margin expansion.

REVENUE EBIT* EBIT MARGINS**
% 517 crore ?55 crore 10-6%
in FY 2021-22 in FY 2021-22 in FY2 021-22

® 38% @ 136%

* before exceptional items
** % indicate EBIT margins before exceptional items
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Growing with retail expansion

Titan Eye+ retail chain continues to be
our primary channel for reaching out
to our customers. We are investing

in significant store expansion across
both big cities as well as in the

smaller towns. In the past year, 134
Titan Eye+ stores were added to our
network, this being among the largest
expansion to date by the division.

Our growing presence has enhanced
accessibility for customers and driven
sales. Our focus is on adding around
250-300 stores to take our total

store count to 1,000 by the end of

FY 2022-23. This ambitious network
expansion will enable us to extract
greater value from the huge prospects
in this category. In parallel, we are
also increasing our presence at Multi-
brand outlets and departmental stores
for our sunglasses.

O i W

OO

Growing with omnichannel
presence

Customers are increasingly browsing
online and finalising their purchases
in-store, or vice versa. In our EyeCare
division, we are placing great emphasis
to serve this shift in consumer
behaviour. During the financial year,
we launched the Titan Eye+ shopping
app. The app allows users to explore
our wide in-house collection of
sunglasses and eyeglasses as well

as those from international brands.
Customers can make their purchases

TITAN EYE+

online while having the option of
product return and exchange. The app
also offers convenient features such

as virtual try-on, storing of all orders
and prescriptions at one place, and
dedicated customer assistance. The
launch of Titan Eye+ app has given a
big boost to our e-commerce sales.
We also launched Neo Progressive lens
and computer glasses, exclusively for
the e-commerce channel.

Growing with product
innovation

Innovation and the early adoption of
emerging technologies are central to
Titan Eye+ offerings. A major new
launch for the year was Titan EYEX,
a first-of-its-kind smart wearable
product. This has established our
EyeCare division as a pioneer in
smart eyewear within a short span

of time. The product designed by
Design Excellence Centre bagged two
prestigious awards (product design
and smart category) at the RED DOT
Awards 2022, one of the largest
design competitions worldwide. These
achievements are a testament to our
commitment to innovation.
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Other new creations include
ClearSightZ, a first-of-its-kind 8

in 1 lens launched for the hyper-
connected generation; Fastrack
computer glasses and Steel Frames at
attractive price points with exclusive
SKUs for E-commerce; OfficePro, a
unigue visual solution in lenses for
office professionals covering distinct
work profiles of meetings, laptop and
desktop; and Crest Bold, an acetate
material eyeglasses under Titan

Crest Collection.
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Fragrances & Fashion Accessories Division

We are concertedly working towards making our Fragrances & Fashion Accessories business
bigger and more profitable and prestigious. In parallel, we are relentlessly developing our brands
to enhance the customer experience.

Overview

Our brands SKINN and Fastrack

offer perfumes at attractive price
points to make fragrances affordable
for aspirational customers. SKINN
fragrances are crafted in France by
celebrated perfumers and distilled
from the finest ingredients. Our
fragrances are sold through Titan
World Stores, key departmental
chains and e-commerce. The perfume
category in India remains under-
penetrated. We believe that our
brands present a massive opportunity
for the democratisation of fragrances
and scaling our Fragrances business.

Growing our financial
performance

The resumption of normal life and
more walk-ins at our offline channels
enabled our Fragrances and Fashion
Accessories business to post a strong
sales recovery.

In the Fashion Accessories business,
women'’s bags are a strong focus
for the division.

do you

fﬁ“s”trgck

We also witnessed high sales growth
on our e-commerce channels.
Multiple initiatives such as product
innovation, distribution, sampling
and marketing communications
further strengthened brand
awareness and recall.

Growing with new initiatives

Innovation is a long-time hallmark of
Titan and permeates every aspect of
our Fragrances & Fashion Accessories
business as well. During the financial
year, Fastrack women’s bags launched
the Spring-Summer collection 'Soft
Cocooning’ with 96 variants. The
collection is an amalgamation of
comfort-driven yet trendy looks in
summer pastel hues.

The division continued to deepen

brand engagement through endearing
marketing campaigns. The Raksha
Bandhan campaign from brand SKINN
based on the theme of ‘Celebrating
Sibling Love’ was well received. Brand
SKINNs' new campaign of ‘Feel Your
Best’ and Fastrack women's bags'’
digital campaign on the Autumn-Winter
collection on the theme of "Wear it
Your Way' also resonated well with our
audiences. Good growth was witnessed
across all retail and departmental stores
post the activation of our campaigns.

8 million

Views garnered by Brand SKINN's
Valentine’s Day campaign
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Indian Dress Wear Division

We have exciting growth ambitions for our youngest brand, Taneira. Just as we developed a
network of branded jewellery stores and made Tanishq a trusted jewellery brand, we believe we
can develop Taneira into a distinguished brand in the largely unorganised ethnic wear segment.

K

and we remain confident that over the
medium-term, Taneira will become

a more significant contributor to the
overall revenue of our Company.
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Overview Growing our financial Growing with product
Launched in 2017, Brand Taneira is performance innovation
anchored in special occasion wear Pandemic restrictions and high Our focus remained on driving
sarees from across India. Taneira COVID-19 anxiety among the people differentiation in our product assortment.
aims to offer style and quality to kept socialising and weddings at a Among the key highlights included the
customers in a sustainable way. very low level of activity over the launch of Tarang, a collection of beautiful
The brand’s offerings are made past couple of years. For Taneira, tussar sarees in vivid hues; Sundarban,
from pure and natural fibres. With being a nascent brand with a yet- 5 CO”e,Ct'on ma,mfesmg the Sp_'r't of the
o . forest into sublime sarees; Spring-Summer

customers gravitating towards more to-be-established customer base, }
environmental-friendly fashion, the operating environment has been collections - sarees and ready-tQ-wear

} o ) ] ] products weaving human emotions of
we believe that Taneira is a brand particularly tough. In the past financial healing, nostalgia and happiness; and new
whose time is just around the corner. year, with life returning to near normal,  iqal campaigns featuring rich opulent
With its handcrafted clothing in albeit with disruptions, Taneira has weaves from various clusters across the
exclusive designs, it is well-positioned demonstrated its potential by posting country. More returning customers and
for redefining the Indian dress a strong sales recovery. The overall high customer satisfaction confirm that
wear industry. opportunity for Taneira remains huge our products are being appreciated.

( SININILVLIS TVONVYNIE & €2€-0S1 1 ( S1¥Od3IY AHOLNLVLS &« 6¥71-19 1
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Growing with store expansion

The first year of the pandemic
restricted our ability to scale up
Taneira’s retail network. As pandemic
fears receded, we returned to

retail expansion to increase brand
accessibility. During the financial
year, we launched stores in cities of
Noida, Jamshedpur and Lucknow,
in addition to adding stores in our
existing markets, taking the total
store count to 20.

During the Financial Year 2021-22,
Taneira opened 6 stores.

Growing with novel initiatives

With store visits remaining low in
the initial period of the fiscal due
to the severe second wave of the
pandemic, novel measures were
adopted to reach out to customers.
This included initiatives such as trunk
shows, pop-up stores and Taneira@
Home. As normal life resumed, we
stepped up our customer outreach
measures. In particular, the brand’s
#9days9colours micro-influencer
campaign for the Navratri festival
showed good traction amongst the

customers during the festive period.

A hand weaving loom installation

at the flagship store at Indiranagar,
Bengaluru saw a one-of-a-kind
initiative to provide a first-hand
experience of the complete saree
making process to customers. We also
launched the Tussar Festival campaign
with an aim to create awareness about
tussar silks. Multimedia campaigns
conducted to boost sales showed
good traction amongst the customers
with high traffic generated on

our brand website.
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Diversity, Equity and Inclusion

With a commitment to cultivate a culture of diversity, inclusion and equity, the Company
has introduced several policies. These policies create an inclusive and safe place to work for
all our employees and stakeholders and are designed to provide a favourable and positive
environment at workplace.

e Employees who become e Option of extended hotel
New Parents will continue to stay for women employees
receive their full remuneration on deputation when
and benefits, with the right facing difficulty in finding
to return to work in the same suitable domicile. Company
or equivalent position, after Car at disposal for daily
returning from paid or unpaid work commute in difficult

parental leave. If outstation
travel for work is absolutely
necessary, the primary parent
is allowed to travel with the
child and one other person
while on business travel.

Enhanced support for woman
employees in terms of availing
fastest mode of transport

and lodging with an option
to choose to stay overnight at
hotel near to the airport, bus
stand or train station to avoid
late night road travel.

conditions/places. Support
for women employees for
scouting, negotiation with
broker and registration of
place of stay.

e

The focus will be to make Titan the employer of choice for individuals from all walks of life and will remain committed in all its
endeavours to create tangible and lasting change.
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Growth with Responsibility

Sustainability at Titan

Business sustainability comes with responsible behaviour towards all its stakeholders and more
specifically towards the environment and community and Titan has a rich legacy of the same.

O Harnessing renewable energy — Wind power

Titan has taken several important
steps to embed sustainability in its
operations, with specific focus on
energy and water to positively impact
environment and the community.
This also includes various efforts
towards waste minimisation and
optimising resource utilisation

across divisions.

A significant area has been the
continued focus by the Company
to engage and invest in initiatives
towards carbon footprint reduction
through use of renewable energy.
Across all Divisions, especially in the
ISCMs, a significant thrust has been
to bring more renewable energy

as part of in-house installation or
even creating offset projects. Many
other initiatives are being driven by

other divisions and also by the Retail
Services Group (in Retail operations)

locally to reduce the carbon footprint.

A few salient features include

raising awareness on climate change
and encouraging the adoption of
processes and practices that promote
sustainability. The Company is

hr ma
l C At r
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O Piloting CNG in Retail

Renewables constitute

62% of the total energy

consumed at Manufacturing plants

constantly engineering innovative
solutions and mitigation mechanisms
to conserve the environment. The
Company, during the year put in
place environmentally sustainable
processes for raw material acquisition,
vendor management, manufacturing
and recycling. Environmental
management systems are being setup
at factories with facilities acquiring
ISO 14001 certification.

Expanding roof top solar application
in EyeCare plant
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88% o

water used in at
manufacturing
is recycled water

Responsible neighbour

The Company has over a period of time taken up many lakes or water bodies in the vicinity of its manufacturing
locations at Hosur/Pantnagar and rejuvenating them making sure a few water bodies such as ponds are restored to
enable water conservation. The biggest initiative has been rainwater harvesting across all plant locations.

Before

o Rain water harvesting: 40 lakh litre cistern
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Besides the rejuvenation of the Veerasandra lake adjoining the corporate office at Bangalore, the Company has also taken
another lake adjoining the factory at Hosur for full rejuvenation.

The Company has also sought to offset carbon footprint by taking up large-scale tree plantation through creation of
Miyawaki forests in Hosur and also plantation of trees in public areas in Pantnagar.

O Miyawaki forest — Hosur Jewellery Factory O Miyawaki Forest - for the public in Hosur



Growth with Responsibility | Growing Responsibly — taking the community anngJ

L25

Growing Responsibly -
taking the community along

Titan continues to work in sectors that are either unorganised or characterised by sub-standard
business practices and ethics. Whether it is in Watches, Jewellery, and EyeCare or in the new
businesses such as Indian Dress Wear, the Company strives to work in these sectors to create
sustainable business models that transform business practices into those of organised sectors.
These are characterised by value-based practices across the entire value chain reflecting in the

manner in which the products are procured, produced and sold.

&

Corporate Social Responsibility

The CSR
philosophy of
the Company is
derived from

the Company's
vision.

The CSR policy of the Company
focuses on Education, especially the
education of the underprivileged

Girl Child, Skill Development for the
Underprivileged and support for Arts,
Crafts and Indian Heritage. While most
education programmes have a large
focus on the Girl Child, the Company
also makes all efforts to make it truly

inclusive by building in requirements of
Affirmative Action and also including
People with Disabilities.

Being a Pan India organisation, the
Company continues to support local
causes that are important to the
communities with which it operates,
(including the retail presence) besides

supporting issues that are of national
importance, notable among this was
the response towards COVID-19 over
the past two years.

The Company has created Design
Impact Award programme, which seeks
to engage the youth towards applying
design thinking for social impact.

«

()
o
X
5
o
£
—
m
o
<
m
)
s
m
S

( SININILVLIS TVONVYNIE & €2€-0S1 W ( S1¥Od3IY AHOLNLVLS « 6t7L-19 1



26)

L TITAN COMPANY LIMITED

Annual Report 2021-22

Education/Girl Child programme

This programme focuses on

remedial education both within the
Government school system and in
learning centres. We have been able
to put this programme back on track
through effective use of technology
and creating an alternate learning
arrangement with appropriate safety
protocols. The programme currently
has reached over 16,600 children
across Tamil Nadu, Uttarakhand

and West Bengal.

Kanya Programme has been initiated
at Tiruvannamalai, Tamil Nadu after
completing one full stint at Krishnagiri
of over 7 years. We have also
completed teacher training programme
and certified about 1,108 teachers
during the financial year.

The science education programme
has also been effectively implemented
through technology and has

reached most of the locations

where our girl child programme is in
place in Tamil Nadu.

Science Education in Kanya schools

Many elements of the Kanya
Sampurna programme in Yadgir

and Kattumannarkoil have been
implemented. Be it the school
readiness program, creation of model
anganwadis, Early Grade Reading

for teachers, adolescent education,
creation of community libraries and

also livelihood-based engagement,
all of them have shown signs of
programme during the difficult
times. This programme has come to
a conclusion in both the locations
and we have seen a reach of over

1 lakh underprivileged individuals,
most of them girls, over the five-year
engagement period.

Our focus on Affirmat