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Safe Harbor

This presentation and the accompanying slides (the “Presentation”), which have been prepared by Renaissance Global Ltd (the “Company’),
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 worldwide, 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
cashflows, 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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Shifting gears towards 2030

Prioritising High-Growth, Improved Working Capital Growth financed entirely
High-Margin D2C Business Efficiency through internal accruals
By FY27 target to expand Jean Focused on Optimising Working Targeting Debt Reduction to

Douseet boutiques to 8 Capital to 180 Days ~X100 Cr




What we have delivered till H1 FY27 @

Jean Dousset Scaling the Working Capital Cash flow from operations &
Retail Footprint Owned brands Net Debt reduction
4 Operating Stores Revenue +33%, Working capital cycle TTM Cash flow from operations: X 280 Cr
EBITDA +57% reduced by 54 days TTM Free Cash Flow: X 204 Cr
L Net debt reduced by X 144 Cr YoY






Our D2C Brand Portfolio

STRATEGIC FOCUS | Jean Dousset + WithClarity + Disney License as global growth brands

Owned Brands Licenced Brands

JEAN DOUSSET WITH CLARITY Enchanted Disney
ULTRA-PREMIUM e LAB-GROWN DIAMONDS DIGITAL-FIRST » PERSONALISATION ICONIC CHARACTERS ® STORYTELLING-LED FINE JEWELLERY
§ I\\ %‘,L
:! %
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Acquired in 2025 Acquired in 2023 Licensee since 2018
ABOUT THE Luxury bridal brand founded by Jean Dousset, the New York-founded online fine-jewellery brand focused Combines Disney's iconic characters and Star Wars
BRAND great-great-grandson of Louis Cartier; positioned on a transparent, guided and personalised buying storytelling through distinctive fine jewellery
around bespoke craftsmanship and modern luxury. journey. collections.
PRODUCT Engagement rings , Necklaces, Bracelet, Wedding Lab-grown & natural diamond rings, Wedding bands, Disney Princess-inspired engagement rings, diamond
PORTFOLIO Bands - refined fine jewellery, Bespoke diamond Necklaces, Earrings and Bracelets jewellery, necklaces, pendants, earrings and
designs character-inspired collections.
STORES 4 US stores; Expansion plan targets 8 by FY27 in Shop in Shop presence within IRASVA Boutique in Retail partnerships and direct-to-consumer channels
United States Mumbai
PRESENCE Digital + physical boutiques Digital Presence + 1 Store in New York Digital Presence




Owned brands Emerging as a High-Growth, High-Value Business @

Owned-brands revenue, X Cr

Q2 FY27 revenue Q2 FY27 EBITDA
X83.2 Cr X12.1 Cr
+39% from X60.0 cr of Q2 FY26; +67% from 7.2 Cr of Q2 FY26;

Margin 14.6%, from 12.1%

Share of group revenue Share of group EBITDA

13.0% 23.5%

From 11.3% in Q2 FY26 From 16.8% in Q2 FY26;
H1:22.0%, from 16.9% of H1 FY26

FY22 FY23 FY24 FY25 FY26 H1FY27

Owned-brands revenue up 13x from FY22

O cAGR "] H1 Revenue of owned brands 3 Expected Revenue from owned brands




Owned brands leads on growth and margins

Revenue, X Cr

Owned brands

Licensed brands
Customer brands
Revenue excluding bullion
Bullion sales

Total revenue

EBITDA, X Cr and margin on segment revenue

45.6

510.5

639.3

54.9

694.2

55.0

416.5

531.6

14.8

546.4

38.6%

-17.1%

22.6%

20.3%

27.1%

171.7

118.4

1039.1

1329.2

145.5

1474.7

128.8

123.0

810.1

1061.9

14.8

1076.7

33.4%

-3.8%

28.3%

25.2%

37.0%

Owned brands
Licensed brands
Customer brands

Total EBITDA, ex-bullion

121
6.9
32.4
51.5

12.1%
14.0%
6.8%
8.1%

22.3

14.8

64.1
101.2

11.0%
13.8%
6.5%
7.9%






Working-capital cycle 54 days shorter than a year ago

Net working-capital days, on trailing twelve-month sales Receivable days

128 - 107

Sep-25 - Sep-26

-21 days
Receivables X830 Cr, up only 4% on
sales up 24%

262
233
208 Inventory days -32 days

Sep-25 > Sep-26 167 9 134 Inventory X1,043 Cr, 7 Cr lower year
on year on sales up 24%

Payable days )
Supplier credit remained unchanged

Sep-25 - Sep-26 33 9 33 PP &

What it means:

Sep-25 Mar-26 Sep-26 * X551 Cr of incremental annual sales achieved with X22 Cr lower working capital

* At last year’s 72% working capital-to-sales ratio, the same sales growth would have required

an additional X417 Cr of working capital

Note: Days = period-end balance + trailing twelve-month sales x 365. Sep-26 balances. Payables shown as days of sales.




Highest ever cash flow from operations

Net cash from operating activities by financial year, X Cr

229
202

117
86
54

280

-1
-35
FY20 FY21 FY22 FY23 FY24 FY25 FY26

Note: Cash flow is reported at half-year and year-end.

™
Sep 26

TTM Cash from Operations : X280 Cr
Surpassing the previous peak of X229 Cr recorded in FY23,

TTM Free cash flow : X204 Cr

After X51 Cr of interest and X25 Cr of capex;

H1 FY27 Cash from Operations : X143 Cr

Against an outflow of X83 Crin H1 FY26: a X226 Cr swing
in ayear

H1 Free cash flow : X103 Cr
After X24 Cr of interest and X17 Cr of capex;




Lowest ever net debt

Net debt, X Cr

343
317 322 328 Net debt, year on year

267 1 X144 Cr

199 - 42% YoY

251

Three-year view

X317 Cr - X199 Cr

Gross debt of X582 Cr of which 91% is short-term trade finance

Sep-23 Mar-24 Sep-24 Mar-25 Sep-25 Mar-26 Sep-26

Net Debt

to Equity 0.29x 0.28x 0.27x 0.18x 0.24x 0.17x ~0.12x

Note: Net Debt is reported at half-year and year-end.




Cash and investments up X160 Cr

Cash and investments, year on year

1 3160 Cr

Cash, bank balances and investments at reporting dates, X Cr

383

+72% YoY

265
244
223 223 Of which investments
/ X275 Cr
versus X129 Cr a year ago

Cash & balance cover of gross debt

(V)
Sep-24 Mar-25 Sep-25 Mar-26 Sep-26 66 A)
Investments [ Cash and bank balances Versus 39% a year ago




Growth financed Entirely
through Internal Accruals




Jean Dousset | Expanding Its US Boutique Footprint

c@ Los Angeles

y % L
@ Soho, New York
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Drivers of Boutique LOCATION FOOTFALL TICKET SIZE OMNICHANNEL PAYBACK
Performance Premium sites in key markets Target luxury customer Highest in luxury lab grown Digital-to-store sales Payback period of 12 -15
diamond jewellery months




Each boutique pays back its capital in about a year

Fit-out and fixtures

Boutique inventory

Capital per boutique

Annual contribution

Payback

Pre-tax return on boutique capital

Sensitivity: pre-tax return on boutique capital

Capital incl. inventory
Return at USS$1.1M contribution

Payback

Capital employed per boutique, USS

~0.5M

~0.4M

~0.9M

1.1m

~10 months

>100%

0.9M

10 months

implied by ~USS50k p.a. store depreciation over a 10-year life

55 days of sales — bespoke pieces are made to order, display stock is curated

43% of USS2.6M revenue

first full year of trading

steady-state, before brand-level cost

1.15M 1.4M

13 months 15 months




Four boutiques trading, eight by the end of FY27

4 Boutiques open Boutiques openingin 8 Boutiques by end of
the next five months

FY27

e o

Los Angeles West Hollywood, CA Open

New York SoHo, Mercer Street Open

San Francisco Bay Area Westfield Valley Fair, Santa Clara  Open

Boston Newbury Street Open

Washington, D.C. Wisconsin Ave NW Opening by 20" November 2026
Chicago East Oak Street Opening in January 2027

Miami Miami Beach Opening in February 2027

Dallas Henderson Avenue Opening in Spring 2027

Boston, Newbury Street — opened on 4th November 2026




Licensed & Customer Brands

Turns globally recognised entertainment and lifestyle franchises into Creates jewellery tailored to each customer’s brand identity, target
differentiated jewellery collections consumer, price point and merchandising requirements

| Current Strategic Emphasis: The House of Disney Portfolio || |

. Lo SPECIALTY JEWELLERS DESIGNER LABELS E-COMMERCE
Enchanted =371 AR

* %fsﬂfﬁp,-\g E\-JE.ET. WAM

DEPARTMENT STORES OTHER RETAILERS

+» Licensed collections: RGL designs, manufactures and distributes

products under established franchises.

. . %+ End-to-End Execution: Trend insight, design, product development,
<+ Routes to market: B2B retail partners and wholesale, complemented by . . .
sourcing, manufacturing and quality control

D2C digital channels.
** Product Range: Bridal, fine and everyday-wear jewellery across multiple

*» Product Range: Storytelling-led collections spanning bridal, gifting and categories and price points.

everyday fine jewellery ( Rings, Earrings, Necklaces and Bracelet)
% Developed Specialized infrastructure for customized jewellery




Disney - Licensed Business

N

Disney Princess Characters, Frozen and Disney Villain Character-Inspired Diamond Explore diamond and gemstone fine Fine jewellery that transforms the spirit of a
Disney Fairies and Gemstone Jewellery jewellery inspired by Disney’s most beloved celebrated universe into jewellery of
characters extraordinary beauty and meaning






Management Commentary about the Result @

Commenting on the performance, Mr. Sumit Shah — Chairman and Global CEO, Renaissance
Global Limited said:

“Our direct-to-consumer brands, With Clarity and Jean Dousset, are now the fastest-growing and
most profitable part of the group. In Q2, owned-brand revenue grew 39% and their EBITDA 67%.
Jean Dousset has four operational boutiques and will reach eight by the end of the financial year.

We are funding this growth wholly from our internal accruals. Our working-capital cycle is 54 days
shorter than a year ago, and net debt is X144 crore lower than last September. Registered a
strong cash generation momentum, with H1 FY27 operating cash flow of X143 crore and free cash
flow of X103 crore, driving TTM cash from operations to a record X280 crore and free cash flow to

X204 crore.

Revenue excluding bullion grew 20% and profit after tax 28% in the quarter. With the brands
scaling, four boutique openings ahead and a lighter balance sheet, we are well positioned for a

strong holiday quarter.”




Brands growing faster, balance sheet getting lighter

Revenue, excluding bullion

X639 Cr

Up 20% YoY; total revenue X696 cr, up 27%

Cash and investments

I X160 cr

To X383 cr, up 72% year on year

EBITDA

X51 Cr

Up 19% YoY; margin 8.1% of revenue excluding bullion,

Working-capital cycle

208 days

From 262 days a year ago; working capital lower by X22 Cr
while TTM sales grew 24%

Profit after tax

X26 Cr

Up 28% YoY; profit before tax X32 cr, up 35%

Net debt

V144 cr

To X199 cr, down 42% year on year; net debt to equity
~0.12x from 0.24x




Q2 and H1 FY27: Highlights

Revenue, ex-bullion

639 cr

+20% year on year

Revenue excluding bullion
Bullion sales

Revenue from operations
EBITDA

EBITDA margin, ex-bullion
Profit before tax

Profit after tax

EPS, X

EBITDA

T51 cr

+19%; Margin 8.1%

639.3
54.9
694.2
51.5
8.1%
32.0
25.8

2.5

531.6

14.8

546.4

43.1

8.1%

23.7

20.2

1.8

Profit before tax

T32 cr

+35% from 223.7 cr

20%
271%
27%

19%

35%
28%

38%

1329.2

145.5

1474.7

101.2

7.6%

61.7

51.5

4.9

Profit after tax

T26 cr

+28% from 220.2 cr

1061.9
14.8
1076.7
84.0
7.9%
33.0
26.8

2.4

25%
883%
37%
21%
(30)bps
87.1%
92%

103%




Q2 & H1FY27 Performance Highlights

Revenue from Operations (excluding bullion)

(125%)

EBITDA & EBITDA Margin %

8.1% 8.1% 7.9% 7.6%

=,

1,329.2
1,061.9 84.0
531.6 639.3 43.1 51.5
Q2 FY26 Q2 FY27 H1 FY26 H1 FY27 Q2 FY26 Q2 FY27 H1 FY26 H1 FY27
PBT & PBT Margin % EPS ()
4.4% 5.0% 3.1% 4.6%

.@ 61.7
32.0 33.0

23.7

Q2FY26 Q2FY27 H1FY26 H1FY27

(103
=
2.5

18 2.4

Q2FY26 Q2FY27 H1FY26 H1FY27

Note: Margins are excluding bullion sales




I Q2 FY27 Segmental Revenue

Revenue

(139%)

83.2
) I_

Q2 FY26 Q2 FY27

Customer Brands

Revenue

| @ 510.5

EBITDA

12.1% 14.6%

(167%)

12.1
) ._

Q2 FY26 Q2 FY27

Licensed Brands In Crs

416.5 I
Q2 FY26 Q2 FY27
EBITDA
6.8% 6.4%

582 324
Q2 FY26 Q2 FY27

*Revenue & EBITDA are excluding bullion sales

Revenue
55.0 I 1
45.6
Q2 FY26 Q2 FY27
EBITDA
14.0% 15.2%
7.7 6.9
Q2 FY26 Q2 FY27




Q2 & H1FY27 Consolidated Profit & Loss Statement

Revenue from Operations 694.2 546.4 27.1% 780.4 -11.0% 1474.7 1076.7 37.0%
Other Income 1.6 25 8.8 10.3 7.1

Total Income 695.8 548.9 26.8% 789.2 -11.8% 1485.0 1083.8 37.0%
COGS 520.0 394.6 619.4 1139.4 774.4

Gross Profit 175.9 154.3 14.0% 169.8 3.6% 345.7 309.4 11.7%
Gross Profit Margin 25.3% 28.2% 21.8% 23.4% 28.7%

Employee Expenses 20.3 24.8 25.9 46.2 53.4

Advertisement & Sales Promotion Expenses 397 28.4 36.6 76.3 58.3

Other Expenses 64.4 58.0 57.6 122.0 113.8

EBITDA 51.5 43.1 19.4% 49.7 3.6% 101.2 84.0 20.5%
EBITDA Margin (%) 7.4% 7.9% 6.4% 6.9% 7.8%

Depreciation & Amortization 7.8 8.1 8.5 16.3 16.4

EBIT 43.6 35.1 24.5% 41.2 5.9% 84.9 67.5 25.6%
EBIT Margin (%) 6.3% 6.4% 5.3% 5.8% 6.3%

Finance Costs & Interest on Leases 11.6 11.4 11.5 23.1 22.6

PBT before Exceptional Items 32.0 23.7 35.1% 29.7 7.8% 61.7 45.0 37.2%
Exceptional item: Restructuring cost 0.0 0.0 0.0 0.0 12.0

PBT after Exceptional Items 32.0 23.7 35.1% 29.7 7.8% 61.7 33.0 86.9%
Tax Expense 6.2 3.5 4.1 10.2 6.2

Profit After Tax 25.8 20.2 27.8% 25.6 0.8% 51.5 26.8 91.9%
PAT Margin (%) 3.7% 3.7% 3.3% 3.5% 2.5%




Consolidated Balance Sheet

ASSETS
Non-Current Assets

Property, plant and equipment

Capital work-in-progress & Intangibles under development
Non current Investments

Other non-current assets

Deferred tax assets [net]
Total non-current assets

Current Assets

Current Investments
Inventories

Trade receivables

Cash and cash equivalents
Cash in Short term investments
Short Term Loans & Advances
Other Current Assets

Current Tax Assets (Net)

Assets held for sale

Total Current Asset

Total Assets

319.2
8.0
85.4
12.7
39.0
464.2

189.2
1,043.2
829.7
108.8
0.0
2.7
35.6

2.1

0.7
2,211.9

2,676.1

301.3
0.4
6.8

15.3
38.0
361.9

121.9
1,050.4
799.7
94.4
0.0
2.2
43.0

0.0

2,111.5
2,473.4

EQUITY AND LIABILITIES

Shareholder's Funds
Equity Share Capital
Reserves & Surplus
Minority Interest
Non-current liabilities
Borrowings

Other Financial Liabilities

Long Term Provisions

Other Non-Current Liabilities

Deferred Tax liabilities
Total non-current liabilities

Current liabilities

Income Tax Liabilities (net)
Short Term Borrowings
Trade Payables

Other Financial Liabilities
Other Current Liabilities

Short Term Provisions

Total current liabilities

Total equity and liabilities

1,612.8
215
1,556.2
35.1

49.9
144.2
2.0

0.7
196.9

8.9
532.3
253.4

56.0
13.5

2.3

866.5
2,676.1

1,478.2
215
1,423.1
33.7

13.2
135.2
0.3

00
148.8

552.5
208.2
71.8
10.8
3.1
846.4
2,473.4







Company At a Glance

Building a Global Jewellery Platform Through Brands, Innovation and D2C Growth
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Established Legacy

31 years of rich legacy
in the jewellery industry

/

02

4
\
Three Complementary

Segments
Owned brands, licensed collections and

Export-Led Global

Presence

Exports contributed 82%

of the Company’s total turnover, with
presence in USA, UK, UAE and India

~

N

customer brands — OEM and private label

J

\
B2B and D2C Markets

Serves global partners through B2B
partnerships and drives D2C growth

Integrated Operating

Platform

Design & sourcing, manufacturing
excellence, marketing and distribution
capabilities

AN

N

through owned and licensed brands.

Omni-channel Presence
Strong digital and omni-channel
capabilities to engage consumers
globally

ZAN




Our Journey So Far

/

First Acquisition: Licensed Brands Begin: Jean Dousset:
Acquires Mayur Gem and Acquires Jay Gems Inc., USA Makes a strategic
Jewellery Export Pvt. Ltd. and becomes a Disney investment in Jean Dousset
licensee. Jewelry LLC, a renowned
luxury D2C brand.
P ) e P Y
1995 2007 2018 2022 2025 2026
Public Listing: D2C Reaches Scale: Expanding Jean Dousset's
Completes its IPO and Acquires Four Mine Inc. (With Retail Footprint:
lists on BSE and NSE. Clarity); D2C revenue crosses Opens three Jean Dousset
%100 crore. stores, strengthening its retail
presence and expanding its

\ \omnichannel footprint




One Integrated Platform. Two Distinct Business Models.

Leveraging integrated design, manufacturing and global distribution capabilities to serve leading brands, retailers and consumers

Consumer & Retailer
Insights

* Understand global consumer and
retailer trends to identify emerging
preferences and creates design
concept

* 200+ Skilled designers and launched
15000+ designs annually

B2B | CUSTOMER BRANDS

CUSTOMER

Retailers and Private
label consumers

PRICING

Cost-plus and
tender-driven

Design & Product
Development

N W / @w ﬂ.’ml""""

Translate design concepts into detailed
CAD models and 3D prototypes using
advanced modelling and rendering
capabilities

Enable rapid design iterations and
customer-led customisation, shortening
time from concept to launch.

RELATIONSHIP

Long term Retailer /
brand partnership

CAPITAL

Working capital
supports volume

Sourcing &
Manufacturing

Specialization in mined diamonds, LGD
and gemstone jewellery

State-of-the-art facilities at SEZ,
Mumbai, with manufacturing capacity
of 1,00,000 Sq ft

Skilled craftsmanship and finishing

SAME FACTORY
& DIFFERENT VALUE
CREATION

Distribution &
Market Reach

Quality Assurance

4 & Fulfilment

* Supply to retail chains, E-commerce
platform, private label customers

*  Product inspection and quality
control
° e eEli el el SupmE * Regional offices in New York, London
and Dubai ensure real time customer
engagement and delivery

* Long-term customer relationships

D2C | Owned & Licensed Brands

CUSTOMER PRICING RELATIONSHIP CAPITAL
Own the consumer  Brand-led; design Direct Customer Boutiques and
relationship and and experience set engagement & marketing;

data the price brand equity cohort self-funding



Brand Portfolio

OWNED BRANDS LICENSED BRAND
D2C B2B & D2C

CUSTOMER BRANDS | OEM & PRIVATE LABEL

JEAN DOUSSET WITH CLARITY

NEW YORK

Primary licensed-brand focus
under the House of Disney

§ b;':&“’»-' .:\
k L d—

‘ IE'nchanted J AR. Global Retail & Jewellery Partners |
US-based US-based ' %fSNEP FINE JEWELRY WA “

. ) Online and Shop in Shop Within IRASAVA . OEM MANUFACTURING
Luxury Boutique & Online presence : = - il
boutiques 4 B . .
[Mloao Design and manufacture jewellery to customer
specifications.
EVERYDAY
lRASVA JEWELILI ELEGANCE PRIVATE-LABEL COLLECTIONS
@ Create exclusive collections sold under a retail
partner’s brand.
/ _/ o — :
(x‘ S ——)
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GLOBAL RETAIL RELATIONSHIPS

S

Serve a broad customer base across international
India-based US-based US-based markets and e-commerce channels.

Boutique & Online Online Online-first




Global Footprint

LONDON | UK
Verigold Jewellery UK Ltd — Sales
Office

NEW YORK | USA

Renaissance Jewelry NY Inc. — Sales Office

Jay Gems Inc. - Sales Office

Renaissance Global Brands Inc. — Sales

Office
MUMBAI | INDIA
Renaissance Global Ltd. — Manufacturing

Facility

DUBAI | UAE
Verigold Jewellery FZCO - Sales Office
Renaissance Jewellery Middle East FZCO




Board of Directors

Niranjan A. Shah

Chairman Emeritus

Emeritus with over 43 years of experience in the Gems
and Jewellery industry, Mr. Niranjan Shah has extensive
exposure to the entire gamut of activities involved in
the trade. In 2021, he was honoured with the position
of Chairman Emeritus by the Board of Directors.

= P
Sumit N. Shah
Chairman and Global CEO

After obtaining a degree in Finance from the US, Mr.
Sumit Shah decided to move into the jewellery
manufacturing and export business and set up
Renaissance Global Ltd. in 1995. Sumit has been leading
the business from its inception and has been
instrumental in transforming it from a B2B player into a
well-diversified and integrated jewellery powerhouse.

Darshil A. Shah

Managing Director

A qualified Chartered Accountant by profession, Mr.
Darshil Shah spearheaded the Middle East division of
the company out of the UAE office. His areas of focus
include strategic corporate finance, corporate strategy,
mergers and acquisitions, and operations
management.

o L v

Hitesm. Shah

Non-Executive Director

Neville R. Tata

Executive Director

Mr. Hitesh Shah is the key guiding force behind developing the
company's business strategies and has a sharp focus on effective
execution and operational excellence.

With over three decades of experience, Mr. Neville Tata has a strong
grasp of manufacturing, quality control, personnel planning, industrial
relations and talent development.




COMPANY :

Renaissance Global Ltd
CIN: L36911MH1989PLC054498
Mr. Vishal Dhokar

Company Secretary

E-mail: investors@renaissanceglobal.com
Website: www.renaissanceglobal.com

INVESTOR RELATIONS ADVISORS :

Cygnus Partners Private Limited
CYGNUS
a Ms. Mamta Nehra

—_—PARTHERS
Mamta.nehra@cygnuspartners.in

Ms. Pooja Swami
pooja.swami@cygnuspartners.in

Thank You
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