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. EXECUTIVE SUMMARY

GLOBAL
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CORE SEGMENTS

e Luxury fashion - High-end designer wear emphasizing
exclusivity and craftsmanship.

e Fast Fashion — Affordable, trend-driven apparel produced at
rapid speed.

Fashion sits at the crossroads of
creativity, commerce, and culture—
shaping identity worldwide.

Asia-Pacific is emerging as the
epicenter of fashion growth,
powered by urbanization and

I
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} the fashion industry with strong

|
digital adoption. i

|

I

I
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|
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innovation, brand power, and
retail infrastructure.

These regions set global trends
and dominate premium and
luxury market segments

As a major consumer-facing sector, it
is rapidly transforming through
consumer shifts, digital innovation, and
sustainability.

responsible clothing.
e Athleisure — Comfortable wear blending athletic and casual
styles.

India holds high potential with
its evolving consumer behavior
and expanding middle class.

I
I
I
I
I
I
|
I e Sustainable & Ethical Fashion — Eco-friendly and socially
I
I
I
I
I
I
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e Digital Fashion - Virtual clothing powered by AR, VR, and NFTSs.
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EXECUTIVE SUMMARY

Projected to reach US$ 880.91 billion with a

E-commerce Apparel Market -

Estimated at US$ 745.55 billion, expected to grow
to US$1.36 trillion by 2033 at a CAGR of 7.85%

Fashion E-commerce Penetration -

Online channels accounted for 22% of global

_____________________________________________________________________________ Operating profit margins are Indicates profitability | Net profit margins are higher

Fashion Industry: Global & Regional Outlook
GLOBAL MARKET OVERVIEW

Market size -

CAGR of 7.64% (2025-2029)

fashion sales

Ecommerce CAGR

@ global

GLOBAL

7.64%

@ india

INDIA

12.84%

7~

Fast Fashion Segment -

Key Insights

Double-digit growth in India’s

fashion retail makes it a
breakout market

E-com-led disruption
continues to reshape
profitability and scale

INDIAN MARKET SNAPSHOT

Fashion Retail Market -

Valued at US$ 60.12 B, projected to reach US
$124.32 B by 2030, growing at CAGR of 12.87%.

Valued at over US $ 11 billion, anticipated to
grow at a CAGR of 16.5% by 2030.

E-commerce User Growth -

Projected to reach 289.57 million users by
2029, marking a 52.34% increase from 2024.
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Fashion Industry Metrics: A VC Perspective

E-commerce Penetration Rate

GLOBAL INDIA
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I Fashion e-commerce Helps VCs assess E-commerce's share in India's
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penc—itratlon is projected toore.ach diﬁital;eadilnistf:nd fashion sectoliifieased from
25% by 203(;,0u2%from 15% in rand scalability 14% to 15% in 2023.

Gross Margin Benchmarks

LUXURY FASHION FAST FASHION
among the highest in the potenti@iERtle brand compared to sustainable
fashion industry. fashion

Exit Landscape & ROI Potential

The fashion industry offers a range of promising exit options—from IPOs to strategic acquisitions
and consolidation by global players. Segments like sustainable fashion and DTC brands are
drawing strong investor interest and often command premium valuations.

Recent IPOs, such as Rent the Runway, and high-profile brand buyouts show growing confidence
in the market. With tech, ESG, and shifting consumer behaviors all aligning, the outlook is
especially attractive. For VCs, getting in at the early-to-mid scale stage could lead to significant

returns. E




Consumer Segmentation & Behavior Insights in Fashion o

Value Preferences of Millennials vs. Gen Z HESTARIOR DGt

® Millennials @ Genz

Fashion as a tool for identity

MILLENNIALS
('I 981-199 6) . e Value individuality, functional luxury,

and brand heritage.
e Prioritize quality over quantity and
often associate fashion with personal
buyer ) success and image.

e Gen Z scores higher in sustainability
(9/10) and digital trend alignment
(10/10), showing how climate-
conscious and tech-driven they are.

e Millennials rate brand heritage (9/10)
and quality (9/10) higher,
emphasizing long-term brand trust.

Sustainability
10

Timeless, quality-driven

[ — — ———————————————————————
—————————————————————————

° Tend to be more. brand onaland QUG”ty Digital Trend Alignment . |nC|USiVity iS < mGjOf gap — Gen?
compared to Millennials (4/10).
Takeaway:
Conscious consumption Gen Z favors sustainable, inclusive
is risin g D2C brands, while Millennials prefer
trusted premium labels.
GEN Z e Seek self-expression, bold aesthetics, ~ / P
Brand Heritage Inclusivity e e e -

: and inclusive representation.
(1 9 97 - 20] 2) . ’ e Heavily influenced by social values,

. eco-consciousness, and digital-native
Trend-led, values-first brands g

shoppers < = e Exhibit low brand loyalty, instead

The Power of Influencers:
70%+ of Gen Z are influenced by micro-influencers, styling videos, and fashion

]

hauls.
prefer‘rlng trend-led, unique, and Authenticity and relatability are more influential than celebrity endorsements.
sustainable products. Digital Influences Brands collaborating with influencers see a 3-10x boost in visibility and
____________________________________________________________________ & Social Media conversions.

Algorithms & Personalization:
Al curates shopping feeds, offering tailored recommendations based on
behavior and browsing history.
Increases impulse purchases, time-on-site, and repeat interactions.

UNDERSTANDING INDIAN CONSUMERS

Brand Identity & Influence of Social

Perceived Value Media & Trend
@ Adoption Investor Takeaway:
(%) _ Brands targeting Gen Z with influencer-driven, sustainability-focused,
y Yo Sustainability & S : : and algorithm-personalized digital strategies have a higher probability
& Value for Shopping Experience

Ethical Practices of scalable ROI and long-term brand equity.

Money




Emerging Trends Reshaping Consumer Behavior

-
I(e.g., ChatGPT fashion advisors, Google’s "Style AI")}

Inow influence ~40% of online purchases (McKinsey!
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Post-COVID Transformation in Fashion Consumption

1
e E-commerce Expansion: Online fashion retail grew by 30%+ YoY during the pandemic, with notable adoption across Tier-2 I

and Tier-3 cities, driven by increased mobile access and low-cost data. {
e Decline in Physical Retail: Footfall in traditional retail outlets, especially malls and luxury shopping districts, fell by 20—25%, I
I
I
I
I
I

signaling a lasting shift in shopping preferences.
. Rise of Hybrid Fashion: Consumers now prefer athleisure, loungewear, and smart casuals that blend comfort and style,
reflecting a blurred boundary between workwear and leisurewear.

.
Price Sensitivity Fast fashion loyalty dropped 12% post- I I Key Investment Ta keqwqys I
.q:’ b I : COVID (Deloitte) I | Al-driven commerce transforms shoppin I
- ,.g | I & The Decline of Luxury resale (The RealReal, StockX) grew I I with hyper-personalization and social se Iligg |
I . . . H oo I I
J - g I rates by 30‘% as shoppers g?m confidence in I Blind Brand . 2:/ \(o;{ as COZS(;m(zft S[fil'( vzluel. : I H Athleisure dominates as hybrid workwear {
I | fitand style (McKinsey). ! uscription Mogers (SHCh Fix, UL/ | becomes the new normal I
QS === ! retain 40% more customers than I | . , , |
N Tp = . ) | Circular fashion booms with resale/rental |
I g (o) traditional retail, ! : outpacing traditional retail |
o = o Investment Implication: Hybrid retail ! | : pacing H
~ U o? models (rental + resale + new) are the I I Fluid consumer loyalty forces brands to |
< g ; future I | prioritize value and sustainability I
(G @ N ————————————— e ————_——_——_——_———— | e te—————————_——————————————————— S — —

d': 4 Dynamic pricing algorithms (used by ASOS, | r—————————————————

Zara) leverage machine learning to analyze

Key Takeaways:

Circle Size: Represents market size ($B) for each fashion trend.
Circle Color: Indicates growth rate, with green for high growth and
red for low growth.

Al & Social Commerce: High growth and large market size, a prime
investment target.
Traditional Retail: Large market size but slow growth, indicating a
stable, mature market.
Circular Fashion: Emerging trend with strong growth potential but
lower adoption.
Athleisure: Stable market leader with high adoption, though slower

growth.

boosting margins by 8-12% while maintaining
price competitiveness

| |
' |
' |
I demand patterns, competitor pricing and I
' |
' |
' |

Traditional Retail

I Al-driven fashion tech startups (e.g., Zeg.ai, Vue.ai) have |

H attracted over $1.2B in VC funding since 2021, with |
| enterprise SaaS solutions commanding 8-12x revenue I
: multiples {

Circular Fashion

Fashion Trends Growth &
Market Size (2024)

r

—_———————————————————e




Investment Lens: Startup Evaluation Criteria
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I Investors evaluate fashion brands based on product differentiation,
[ brand loyalty, retention metrics, sustainability efforts, digital

I presence, IP-driven competitive moats, and cultural relevance — all
[
I
I

crucial indicators of long-term scalability, profitability, and QI

———E— E— — —

resistance to market saturation

V

E-commerce & D2C Reach

Presence across brand website,
marketplaces, and D2C channels signals
customer accessibility and control

Omnichannel Integration

Seamless online-offline experience
boosts engagement, retention, and
efficiency.

Investor Appeal

Digital maturity signals lower
CAC, higher margins, and
scalable growth.

>

® Environmental

Community
Engagement

High

Employee Well-
being Programs

Medium

Low

Philanthropic
Donations

Importance to stakeholders

0 Low

Social ® Governance

Ethical Sourcing

THE STARTUP EDGE

Certifications (e.g.
B Corp, ISO 14001)

Carbon Footprint

Regulatory
Compliance

Minor Supply
Chain
Improvements

Medium

Impact in Business

Reduction

Operational
Efficiency

High

>

&)

Brand Premium &
Pricing Power

d

Proprietary IP enables
premium pricing and
strengthens brand loyalty

G ———
</> o )
- N
M&A Appeal & Market Saturation
Licensing Upside Risk Mitigation

\

IP attracts M&A interest
and unlocks scalable
licensing revenue

y

IP limits replication,
defends market share




Investment Lens: Startup Evaluation Criteria

Market Matrix: Fashion in India

MANY
——

DQUdlage SUL Nlc QBAR

» NTT TR
TTTTTTTTTTTTTTTTTTTTT G ANITA

APPROACH

2 BOMBAY DYEING B SHOPPERS STOP
STALEMATE

FEW
—

kAl nonasties+ sover: TNASALA

FRAGMENTED SPECIALISED

Retention Focus: Customer Value Play

Churn Risks
A8 High CAC, 1-time buyers — fix with journey emails

L&

First-time buyers with loyalty potential
Profit Engines 4)

@ Repeat users with low CAC — drive through referrals

PROFIT

From low LTV to high LTV via personalized retention

L\, Scale Targets

&

Q Shift Customers

&2
=

v

THE STARTUP EDGE

Financing Gaps in Fashion Innovation

Misalighed Incentives

Brands demand sustainability, but manufacturers bear the cost—
creating a split in responsibility and risk

Limited Awareness

Investors underestimate the scale and urgency of fashion
innovation, missing a growing market shift

Lack of Structured Innovation Pathways
Fashion lacks standardized R&D stages, making investment riskier
than in tech-driven industries

Low Technical Expertise
Brands and investors often lack the science or manufacturing

knowledge needed to support innovation

Flawed Pricing Perceptions
New solutions dre judged against outdated price points, ignoring
rising input costs and environmental impacts

Restrictive Exclusivity Agreements
Exclusive deals block broader market access, slowing scale-up and

commercialization for innovators




Competitive Landscape of the Fashion Industry

STATE OF COMPETITIVE LANDSCAPE

v
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e The fashion industry faces rising
costs, evolving consumer demands,
and rapid technological change.

e Brands must be data-driven and
agile, with real-time visibility into
trends and consumer needs.

e Sustainability, personalization, and
ethics are now consumer
expectations, not optional.

e In 2025, the global fashion market is
projected to be worth $1.84 trillion,
making up 1.63% of global GDP.

The Entry-Scale Paradox in Fashion

)

I
|
I The fashion industry presents a paradoxical
I landscape for new entrants. While digital

| platforms have lowered the initial barrier to
I launch, true scale demands significant

I capital, deep supply chain capabilities, and
| strong brand equity—factors that remain

I difficult to replicate.

|

2% g

®\.

e

/

Direct-to-Consumer
Mass Market
(D2c)
Mid-Luxury
Fashion Fast Fashion
Haute
Couture Sustainable

Luxury Fashion

Fashion

A r \\ FASHION BRANDS BY PRICE & INNOVATION
S o / High 4
L J Innovation
GUCCI "
Reformation
REVENUE (5) sreuns
M CARTHEY /
Q Lo L“{\ lfw Price
<
High Price
33% Y :E )% M SHEIN
, CHANEL
Dior FASHIONNOVA
B APPAREL M ACCESSORIES B FOOTWEAR v ,,,ml,?,:;,-o,,
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‘Mapping Growth, Moats & Entry Barriers in Fashion
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m DISRUPTIVE STRATEGIES ENTRY BARRIERS

15x% faster than retail Gen
Resale Z thrift culture, eco-
awareness
Fast Fashion | *$79Bby 2029, GenZ
demand
Sustainable Double-digit growth
Fashion ESQ push, consumer
shift
'?eturn t? Rebounding rise of
Office fashion | \orkwear
SATURATED ..
Luxury Oversupply, trend
Fashion fatigue, margin pressure
Fast Fashion |DPominated by legacy
houses
D2C Apparel Excess of lookalike
Insta brands
Athleisure Little innovation post-
pandemic boom

Eco-
Innovation

Inclusive

Hyper-Speed
First

Design

/
/

[
|
|
\

N o—— —

\

Circular
Fashion

Al + Data
Personalization

Community- _ 7
Led Brands

Sales Revenue(USD billions)

Abercrombie & Fitch = American Eagle * Geographic Shift: India and China emerge as fashion’s "‘|
NEXT = Ralph Lauren growth engines; Europe recovers slower
m PVH m Limited Brands o

®m Hennnes & Mauritz

m Fast Retailing

Capital Requirements
Supply Chain Complexity

High, especially for luxury and D2C

84% of executives cited logistics & supply chain as
their top concern

67% of execs plan to increase retail prices to offset
input costs. Avg expected price hike = +3.2%

Hard to replicate. Top brands dominate due to
heritage, storytelling, and image

Highly fragmented globally — no clear ladder,
especially in fast fashion or D2C "

KEY TAKEAWAYS TO WIN X

 Sustainability at Scale: Regulation and consumer demand \l ’,
are forcing brand to embrace circularity and transparency A~

e Generative Al Gains Ground: From design to (@,
merchandising, Al is streamlining creativity and operations &<

e Polarized Growth: Luxury and value segments continue to ,/
thrive, while mid-market struggles

Rising Costs
Brand Equity & Loyalty

Fragmented Market

Digital Differentiation: D2C brands must invest in data,
tech, and personalization to compete

©




Risks & Challenges: Barriers to Scalable Growth

S — — —— — — — — —

Economic Uncertainity: Fluctuating Demand &

Macroeconomics Instability

Volatile Consumer Demand: Inflation and recession

(]
q& fears causing erratic spending on fashion.

Slow Industry Growth: Fashion revenue projected to

grow in low single digits

affordable, value-for-money brands.

Sustainability & Regulatory Risks:
Compliance Pressure

Gen Z Drives Sustainability: 73% of Gen Z
prefer buying from eco-conscious brands
Greenwashing Scrutiny: Lawsuits and
bans on misleading ESG claims
increasing globally.

Price Sensitivity Rising: Customers shifting toward

v
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Supply Chain Disruptions: Operational Fragility &

Global Sourcing Vulnerabilities

Competitive & Technological Risks: Tech
Lag & Intense Fast-Fashion Disruption

Al-Native Competitors: SHEIN use real-
time data to launch new styles in 7 days.
Influencer: First Commerce: Platforms like|
Instagram Shop are transforming
purchase journeys.

Global Dependency: Heavy reliance on international
suppliers = longer lead times.

Logistical Bottlenecks: Delays due to transport issues,
port congestion & tariff uncertainties

Transparency Gaps: Lack of end-to-end visibility
increasing regulatory and delivery risks.

Financial Risks:

Capital Strain & Currency Volatility

High Fixed Costs: Upfront inventory and
store CapEx make fashion cash-heavy

Global Exposure: Exchange rate swings
can shrink margins by 5—-8% (OECD).




Risks & Challenges: Barriers to Scalable Growth

PARAMETERS OF ASSESSMENT

Supply Chain
Disruptions

Mltlgatlon "/

Nearshoring, multiple
sourcing, digital supply
chain tracking

KPI 0

Revenue per customer
segment, Conversion
Rate (full-price vs
discounted)

Sustainability &
Regulatory Risks

Invest in circular fashion
models & traceability.
Use biodegradable
materials.

ESG Score, % Recycled
Materials, Compliance
Certifications, Customer
Perception Index

Competitive &
Technological Risks

Invest in innovation &
agile trend response
mechanisms.Al-powered
trend forecasting.

Time-to-Market, Tech
Adoption Rate, Customer
Retention via
Personalization Engines

Financial Risks

Maintain strong cash flow
discipline; stress-tested
forecasting

Burn Rate, Cash
Conversion Cycle, Debt-
to-Equity Ratio

Probability of Risk

Impact of Risk

ESG
Tech & Supply Tech

Chain Risks
Risk

cost HUP' Eco

sSurge Costs

The Risk Nexus

Sustainability &
Regulatory Risks

v
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Financial Analysis & Investment Potential
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EC

KEY
FINANCIALS

Source: STATISTA

$1.84T

Global Market Size
(20254

$425B

Global Annual Turnover
(2024)

S2T

Projected Market
Size(2027)

7.9%

Operating profit
margin

Share in global workforce

THE STARTUP EDGE

10%

Contribution to total
carbon emissions

12.6%

(2024)

FINANCIAL RATIOS

Gross Proft
Margin

Debt-to-
equity ratio

Returnon
equity

annual growth
rate)

5)

Indicates the percentage of
revenue that exceeds the cost
of goods sold.

Indicates the proportion of
company financing from debt
relative to equity.

Assesses a company's
profitability relative to
shareholder equity.

Annual growth rate of an
investment over a specified
period, assuming constant
growth.

FY2024

US YoY Fashion Sales Growth

2021 @ 2022 @ 2023 @ 2024
@ 2025
25
20

15

10

ll__lll.

2025

2021 2024

v

High fixed and variable costs

N\~

Declining and unstable profit
margins

N\~

Seasonal demand limiting
revenue stability

2022 2023

Discounts

UNIT ECONOMICS

EBITDA
20%

COGS
30%

5%

Logistics
5%

Salaries
15%

Marketing
15%

Rent
10%

R\ Highcogs (30%) increases
Y economic uncertainty

Cheap labor (<15% of COGS)
drives fast fashion profits.

2 Unsold inventory forces huge
& discounts, slashing margins.

‘




Financial Analysis & Investment Potential

The fashion industry contributes
significantly to pollution, producing 10% of
global carbon emissions. Average net profit
margins in fast fashion have dropped to 4—
6% due to supply chain

e e e e e e e e — — — —— —————————————————————————

Fast fashion often relies on low-wage labor |
under poor working conditions. 93% of i
brands do not even pay a living wage. |

Companies with better labor practices see a |

5-10% higher revenue growth (BCG) |

GOVERNANCE

Lack of transparency in supply chainsand |
ethical sourcing remains a major |
governance issue in fashion. Brands with |
robust governance frameworks often enjoy |
a lower cost of equity |

Total VC funding
into fashion tech
startups (2023)

E-commerce &
D2C growth

4
A |
-

Rising sustainable Luxury brand

interest

e

Digital
transformation
(A1, AR/VR)

§r$293 g@.

Annual Investment
to make industry
carbon neutral

Indian startups
belonging to
fashion domain

15/&:

Startup India
Initiative (2016)
\5 A government initiative that supports

entrepreneurs with funding, tax breaks,
and simplified regulations.

Up
@ INDIA

[

|

|

I
Rising Gen-Z I
Influence |
|

v
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| "India’s textile and i
i apparel sector needs |
| $100 billion investment |
| toreach its potential by |
| 2030." !
| Wazir!
L

ADVISORSJ

E ia: E-Resi R,
stonia: E-Residency ey
\) Program iEeR

A flagship scheme offering global
citizens a digital ID to start and run an
EU business remotely.

| CASE STUDY OF LUXEPOLIS

Phase l: The

I
expansion |
l Insight
[ Founded to solve the
| problem of pre-owned
I luxury goods,
Government | betting on a rising class of
Policies | aspirational buyers
I

Phase2: The
Investment

» Hooked investors attention
like HT Media Ventures due
to rising sustainable trends
and Global success of
platforms like The RealReal

Phase3: The

Impact
>

Became India’s
first major
authenticated
luxury resale
platform.

-




Fashion’s Growth Runway: Exit Strategies and VC Playbook

v

How Investors Navigate Value Realization in the Fashion Ecosystem? |I|I

r-r—--——"—"+"-—"———==—=—=-—=—=—=—=—™=—™="=—"=—"="">"™"™" 1
i Merger and Acquisition | Target Acquirers
I

ADITYA BIRLA

Mitigation

M&A is often the top choice due to the speed
and liquidity it offers. Strategic buyers are
typically willing to pay a premium for brand
equity, market presence or customer base.

Agile Design and production
cycles

Earn-outs, equity based
structuring

Key value Sample Startup Metrics

Drivers * Revenue: $25M

e Gross Margin: 65%

e EBITDA: $4.5M (18%)

e Exit Valuation Range
$50M-$80M

Retain core team, plan for smooth
transition

Execution steps

— \

VC Perspective:
Tech Integration
financials, legal, IP

—————————————————————————

o= ——

4
i Prepare due diligence:
|
|
|

(U——

1
|
Engage investment banker |
1
1

Ideal Exit = strong unit
economics+ trend alignment+
strategic buyer fit

Identify and approach
potential acquirers

Create strategic pitch
highlighting synergies

of Ty,




Fashion’s Growth Runway: Exit Strategies Beyond M&A
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“Fashion startups often have long brand-building cycles. VCs seek flexible exits that preserve brand identity, minimize dilution,
and ensure liquidity without forcing premature M&A.”

e Fashion brands with strong brand equity
and scalability potential may list on

public markets.
o Offers liquidity and long-term growth
prospects for VCs.

KEY PARAMETERS

Control Retention Valuation Metrics

Based on brand

strength, growth

potential, digital
presence, and EBITDA.

Founders often use

dual-class shares

to maintain control
post-IPO.

Consumer Trends Market Timing

Favorable market
sentiment toward

ESG focus,
sustainability, and

retail/fashion is
crucial.

tech-enabled retail
are in demand.

e Sale of VC’'s stake to other
institutional investors or funds.
 Allows early investors to exit
while company continues

independently.

Example scenarios

e Nykaa (before IPO): Early investors sold
part of their stake in secondary deals to
later-stage VCs. /7 A

e Zivame: Before Reliance Retail acquired
it, there were secondary sales by earlier
investors. & Z1Vame

* BoAt: Secondary share sales to enable
partial exits by angel investors. DOAt

e Exit via partial sale or equity swap with
strategic players (e.g., global fashion houses

or platforms).
e Retains brand autonomy while giving VC a
clear exit path.

e Distribution Leverage — Access to /Eﬂ) |
global supply chains & retail networks. R g |

| © Brand Expansion — From niche D2C to
| mainstream labels (especially in Gen Z-@”
| driven trends).

Sabyasachi x Aditya Birla Fashion
(2021): ABFRL bought a 51% stake to

scale the brand globally.
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