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Vaibhav Global Q3FY21 

Financial Results & Highlights 

Brief Introduction 

Vaibhav Global is a company dealing in fashion jewellery and lifestyle products. They mainly source 

and assemble their products in India and South East Asia and sell these products in the US and UK 

primarily. They sell both to businesses and retail customers whom they reach through TV sales 

channels and shows through they reach more than 100 million TV homes in the US and UK.   

Standalone Financials (In Crs) 

  Q3FY21 Q3FY20 YoY % Q2FY21 QoQ % 9MFY21 9MFY20 YoY% 

Sales 131 127 3.15% 122 7.38% 330 345 -4.35% 

PBT 14 5 180.00% 15 -6.67% 28 25 12.00% 

PAT 13 4 225.00% 13 0.00% 26 21 23.81% 

Consolidated Financials (In Crs) 

  Q3FY21 Q3FY20 YoY % Q2FY21 QoQ % 9MFY21 9MFY20 YoY% 

Sales 729 567 28.57% 602 21.10% 1885 1499 25.75% 

PBT 116 82 41% 89 30.34% 272 188 44.68% 

PAT 92 66 39% 71 29.58% 216 151 43.05% 

 

Detailed Results: 

1. The company continued its phenomenal run in FY21 with a consolidated revenue rise of 29% YoY 

and PAT rise of 39% YoY. Retail revenues rose 30% YoY. 

2. EBITDA grew 37.3% YoY with margins improving 110 bps YoY to 17.4%. 

3. The company has declared a third interim dividend of Rs 7.5 per share for FY21. 

4. TV sales accounted for 64% of sales while web sales accounted for 36% in 9M. Mobile sales 

accounted for 59% of web sales in 9M. 

5. Non jewellery items now account for 32% of sales in 9M. 

6. The company has a TV reach of 74 million households in the USA and 25 million households in the 

UK. 

7. The revenue growth in different categories in Q3 is:  

1. TV sales: 24% up YoY (Rs 460 Cr) 

2. Web sales: 43% up YoY (Rs 256 Cr) 

3. B2B: 26.9% down YoY (Rs 9 Cr) 

8. Shop LC revenues grew 20% YoY to $65 million in Q3 & 19.9% YoY to $172 million in 9M. 

9. TJC UK revenues grew 32.7% YoY to GBP 24.3 million in Q3 & 30.6% YoY to GBP 60 million in 9M. 

10. TV sales volumes have risen to 2.134 million in Q3 from 1.719 million last year. Correspondingly 

average selling price has fallen to $29.2 from $30.5 a year ago. 

11. Web sales volumes have risen to 1.463 million from 1.171 million a year ago. The average selling 

price here has risen to $23.7 from $21.6 a year ago. 



 
 

www.smartsyncservices.com 
 

12. Gross margins in Q3 have fallen slightly to 61.4% from 61.8% last year while EBITDA margin has 

risen to 17.4% from 16.3% in the same period. 

13. PAT margin in Q3 has also improved to 12.7% from 11.6% a year ago. 

14. The company has a negative net debt of Rs 304 Cr. 

15. Operating cash flow for 9M was at Rs 198 Cr while free cash flow was at Rs 166 Cr. 

16. ROE in 9M was at 30% while ROCE was at 56%. 

 

Investor Conference Call Highlights:  

1. The unique customer base has risen 33% YoY to 4.7 lacs. 

2. The company sees a good opportunity in the manufacturing and export of textiles and garments 

from India. 

3. Shop LC expanded its presence on third-party marketplaces by listing products on Amazon, eBay 

and Walmart in Canada. 

4. VGL also partnered with Mavrck, a leading all-in-one influencer marketing platform, to boost its 

influencer program. 

5. In TJC, the company launched a customer loyalty program TJC PLUS. 

6. As of Dec 2020, VGL has seen its customers buy an average of 27 pieces on TTM basis as compared 

to 30 pieces last year. The retention rate has improved slightly to 51.4% from 50.7% last year. 

7. The management provides guidance of achieving constant currency growth of 21-23% in FY21 and 

15-17% in FY22. 

8. For 9M, budget pay contribution to overall retail revenues stood at 36%. 

9. Cash and cash equivalents stood at Rs 380 Cr as of 31st Dec 2020. 

10. The management maintains that it will not take any big risks and will be operating while 

maintaining 2 main guardrails of revenue growth of at least 15-17% and gross margins above 60%. 

11. For Reach, the company will be looking to expand to new countries. For Registrations, it will be 

setting marketing sped targets to improve new registrations. For Retention, it will be doing 

investment into sales force integration, marketing automation on cloud and Salesforce Commerce 

Cloud for the web platform. All 3 R’s should help the company increase the repeat rate from 

existing customers. 

12. New customer acquisition will be 50:50 for TV and web according to the management. It expects 

revenue contributions for both mediums to become 50:50 in 3 years’ time. 

13. The total volumes sold in marketplaces were 3 times that sold last year. But the company has not 

been able to complete successful transition for many of these customers to its main platform. Just 

2% have transitioned to the main sites. 

14. On the other hand, social media conversions have been small as compared to marketplaces but 

these have been 100% conversions. The management also admits that customer acquisition costs 

from social media is much less than digital spend on search engines. 
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15. The product innovation and experimentation have also yielded good results as to which products 

people are more ready to purchase online or through TV sales. Among these products are candies, 

biscuits, mid-market perfumes and personalized jewellery. 

16. The variations in average sales price are not of much import for the company as it is committed 

to maintaining its value image and staying at ASPs of roughly 50% of its competitors. 

17. The management admits that although VGL may be ahead of competitors like QVC in terms of its 

story point of better vertical sourcing, it still lags behind them in terms of digital understanding of 

customers. 

18. The company is close to Amazon in terms of logistics capability in UK and is aiming to do the same 

in USA. 

19. The fashion and apparel market in USA is 10 times that of the jewellery market. There is also no 

direct retailer catering to the company’s primary target segment of population with age above 40 

years in USA and UK. The company is just looking to address this gap in the market and utilize its 

manufacturing and supply operations to capture this vacant space. 

20. Despite there being more brand consciousness in advanced economies like USA and UK, the value 

segment will always thrive no matter the spending habits of the demographic according to the 

management. 

21. In the TV space, the company’s competition is Curate Group, QVC, ShopHQ, Jewel Television & 

Ideal Shopping. In the digital space, all the marketplaces like Amazon, Walmart, etc are 

competitors for VGL. 

 

Analyst’s View: 

Vaibhav Global has established itself as an influential player in the jewellery exporting and 

telecommerce business. They have consistently delivered good revenue growth in recent years and 

continue to grow their business through new selling mechanisms and product offerings. The company 

has had another blockbuster quarter with revenue growth of 29% & profit growth of 45% in Q3. It has 

also seen its unique user base expand 33% YoY to 4.7 lac. The company is also looking to slowly 

establishing its presence in the digital medium especially in the social media and influencer space as 

conversions from these are 100%. VGL is also looking to capitalize on its target demographic of adults 

aged above 40 and address the gap of fashion and apparel in this age group. It remains to be seen how 

long the company will be able to maintain its current growth pace and match up to its other TV sellers 

rivals like QVC and JTV, and also compete with e-commerce giants like Amazon and Walmart in the 

web space. Nonetheless, given the company’s prudent and efficient cost management, its resilient 

supply chain, and its agility to introduce new products fast depending on changing situations, Vaibhav 

Global seems to be an interesting jewellery stock to watch out for. 
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If you found this report useful and would like to receive more such investing insights, you can subscribe 

to our updates.  
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