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Moderators:
Mr. Govind Shrikhande

Mr. B.S. Nagesh

Marina:
Ladies and gentlemen, good evening. This is Marina the Chorus call conference operator. Welcome to the Shoppers Stop Limited quarterly results conference call. Joining us on the call today from Shoppers Stop is Mr. Govind Shrikhande, Managing Director along with other key management members. As a reminder for the duration of this presentation, all participants are in the listen-only mode and the conference is being recorded. After the presentation there will be an opportunity to ask questions. Should anyone need assistance during this conference call please they may signal an operator by pressing “*” and then “0” on your touchtone telephone. I would now like to hand the proceedings over to Mr. Govind Shrikhande. Thank you and over to you Mr. Govind Shrikhande.
Govind Shrikhande:
Thanks Marina. Good afternoon friends. Welcome to the Q1 results concall. Along with me Mr. Nagesh and Mr. Navalkar are also participating in the concall. So let us go on to our presentation of business overview. Page 3, First Citizen members we added almost 1-lakh members in this quarter taking the total tally to 17, 80,000 and their contribution in this quarter was at 73%. You may remember that we had closed on first store, which is Andheri store in the month January. We have been able successfully relaunch it as per our promise date on May 30. I suggest all of you to going and visiting the store, it has come out very well. It is doing very, very nice and also doing well now. We also launched our 31st and 32nd department store one in Koramangala, Bangalore and second in Bhopal. The first one was launched in July 22; Bhopal was launched on July 27. There numbers have not been added in the Q1 in terms of space etc., because they were opened after quarter ending. We also launched 13th and 14th MAC Shopping shops in Amritsar and Andheri on May 3 and July 25. We opened four Clinique stores during the quarter Shopping Shop at Juhu, Rajouri, GVK Hyderabad and Garuda Mall, Bangalore. Our HyperCITY stake increased happened on June 30. We now hold 51 % stake in HyperCITY. HyperCITY also won award doing the quarter from Omaxe France this is the award titled "Corporate Achievement to Recognize Quality and Excellence."


Moving on to page #4 shows you our presence across various cities and the total number of stores across each format. So Shopper Stop as of June 30 had 30 stores, Home Stop four, MotherCare 21, MAC Clinique 20, Estee Lauder 3 stores, 2 Airport stores, Crossword 32 and Arcelia 1. Total square feet at 20,45,938. On Page #5 you can see the pictures of Andheri store. You can see the new façade as well as pictures of the inside of the store. On the next page we can now see our new store at Koramangala, Bangalore, which opened on July 22 this, is 53,719 square feet. Moving on to page 7, you can see the mapping of the total square feet at 2 million. Moving on to page#8, on the financial highlights. The key highlights for this quarter have been our like-to-like growth, which has jumped 21%. Overall sales growth has been at 26% in the Department store and all formats at 25%. Another key feature has been stores greater than 5 year have performed very well and growing at 14% as stores less than 5 years are running at 37% like-to-like growth. This has directly impacted our sales per square feet as well as and jumped from 166 to 1803. Customer entry has jumped by 17% clearly reflecting the customer confidence. Moving on to page #9, as I mentioned customer entry was up by 17%. Convergent ratio in the like-to-like stores is up by 6%. We see a small drop in convergent from 25 to 24 that is because of the addition new stores and generally speaking in new stores specifically in newer cities there is always a large entry but convergent are typically ramping up only over a 12-month period. Transaction size is up from 1896 to 2142, a jump of 13% again another reading in feature for this quarter has been the like-to-like volume growth of 16%. Overall 21% like-to-like growth is a combination of volume growth of 16% and average selling price increase by 5%. Moving on to the next page #10, which shows operational efficiencies. GMROF is up by 14%, GMROI is up by 22% and GMROL is also up by 15%. So all our operating efficiencies have been achieved in this quarter.


Moving on to page #11, one of the key features again in the trading model has been in the movement from bought out towards consignment concession. Bought out has reduced from 52% to 45%. Whereas SOR,concession and consignment has improved to 55% versus earlier of 45%. This also impacted our private label sales and as we have been mentioning that private label sales should to be flat but we are seeing some drop in private label share in this quater. Moving on to page #12 the category mix has not changed too much between apparel and non-apparel. We have seen good momentum in ladies share in this business. So ladies share is up from 18.6 to 19.3. One of the key features of this quarter also has been that men's shopping has increased. Specifically in the categories are men's formal and casual with 40 looking brands like US Polo, LP are doing very, very well with us. Moving on to page #13 shrinkages in line with our targets that are at 0.45 versus 0.43 in this year. So slight drop. Moving on to page #14, on format wise P&L, you will see basically big things that have happened; one is in the other formats you have seen big changes in terms of margins. The margin has jumped there by almost 230 basis point and the EBITDA has moved from 0.7% last year to 5.4%, which is a big change and they have now contributed against the loss last year of PBT of minus 3 Crores over 41 lakhs. In the department store side overall SSL Limited if you look at it the margin is up by 50-basis point from 33.2 last year to 33.7. In the operating expenses we have seen a drop by 110-basis points as a result the EBITDA is up by 150-basis points to from a 15 Crores last year we are touching a 25 Crores and from an EBITDA percentage last year of 5% we are at a 6.5%. Our finance cost is down by 90-basis point, our depreciation is also down by 30-basis points, and as a result what you are seeing is that the PBT impact of 300-basis point jump from 3.5 Crores to 15.3 Crores. Moving on to page #15, the financial summary in a P&L format, sales jumped by 25%. Margin jumped by 27%, operating profit jumped by 65%, PBT up by 332% and PAT up by 297% from 2.5 Crores to 10 Crores. So PAT from a 0.8% from the last year is at 2.6% for this quarter.


Moving on to page #16, the same figures in graphical form. Sales up by 25%, cash margin up by 27%, EBITDA up by 65% and PAT up by 297%. In terms of consolidated financial, moving on to page #17, sales up by 25%, margin up by 23%, operating profit up by 64% in line with the results of SSL Limited with finance charges and depreciation going down further we are seeing PAT improve from a 1 Crore last year to 9.2 Crores this year. So it is up from a 0.3% last year to 2.4% this year. You can also see our balance sheet, the total loan funds as of date stand at 176 Crores against 191 Crores last year. In terms of cash flow on the next page we generated almost 28.5 Crores cash during the quarter. For the HyperCITY part I would request Mr. Nagesh to give you the comments on all the pages that are there.

B.S. Nagesh:
Good evening everybody. This is Nagesh here. Before I start giving you a little brief on HyperCITY which probably for the first time we are doing it I could like to announce that yesterday the board has taken a decision and appointed Mr. Govind Shrikhande as the Managing Director of the company and he would be designated as Customer Care Associate and Managing Director of the company. On behalf of the investors once again congratulations, Govind. If look at the HyperCITY we said that moment we buy the HyperCITY will start presenting HyperCITY to all of you. This is the first time so you will see some data being presented as we move forward. Hopefully we will improve our presentation such that you are able to get more and more insight into HyperCITY. As of today if you look at the overview, we are operating about seven stores 830000 square feet. We believe we have been able to establish HyperCITY as a premium player in the hypermarket space. We have also been able to establish the fact that a large format Big-Box Store can be made workable within the country and we have seen already four stores out of the seven crossing the 100 Crore mark on an annualized basis, so basically a destination with large footprint and drawing large number of customers. You are aware that Shopper Stop Limited as brought in 51 % into the company. How do you see this going forward? We have within the business taken strategic needs and looked at how we want to progress further. We believe the truth of concept is more or less established. In fact when I take you through the numbers you would actually see some of the benchmark parameters in the hypermarket business having been achieved. We also believe that the product in the merchandize mix, the soften plan that we have been able to put together is able to create a very good destination. In a short period we have also been able to establish 20% + private label which is consisting of lot of exclusive brands and private brands. Right from beginning have been connected to our associate suppliers on the B2B more than 90% of our suppliers are on B2B through RPGS, and all transactions and transportations happenings on an electronic basis. Let us not forget the fact that the number of suppliers in HyperCITY is much larger because we are also dealing with food and groceries. We believe that we have now a good growth in terms of pipeline. When I share with you the number of the properties that we have signed I would be able to tell you as to how much are already signed and what is the progress on that.


The backend is fully robust. The IT is on JDA with auto replenishment working in all the stores including the distribution center. We do have EC, which is a dynamic replenishment system in place. It takes us six months for every time you open a store for the EC to start working because it requires six months of data but all the stores, which are more than six months old, are already working on EC. For some of you who may not be exposed to the EC software, EC is a dynamic software, it actually does the replenishment on the basis of fast performance in case if we believe that in the particular Saturday in the month of August the number of times the SKUs have turned around is five compared to let us say three in July this year in August it automatically starts keeping that in mind when it chases the produced orders. That definitely helps us in managing such a large and complicated assortments and it shows that we have a fairly good soften out and actually you would see from there in the bottom of the slide we have mentioned that we are working on a very, very small working capital number of days, so the inventory management has been I would say a fairly good. We believe that now we are on the path towards a company level profitability, like I had mentioned to some of you earlier on a one on one that by 2013 we should be able to see a country level profitability. 


In terms of the positioning we did mention that we are talking to the upper end of the consumers. In fact the Shopper Stop, Crossword and HyperCITY we see a 30%-35% overlap and because we already have our private label card, which is a discovery club, we are also able to actually now see how many customers or shoppers that are actually coming into Hyper and vice versa. This again is a robust mining possibility, which emerges over the next few years between shoppers, HYPER and Crossword we will be able to see overlap of buying. We will be actually see how our merchandise is getting bought, so if a customer buying apparel IAN from Shoppers we will be able to see as to what is his book reading habits to the extent, we will also be able to see as to what is the electronic shopping and foot shopping, so on the data part on the loyalty programs, all the three companies are moving towards convergent and we should be able to see some kind of convergence in the next two to three years' time. We have created a lot of aligned concessional (ph) in the last one year, the established concessional (ph) for all the stores are the wine and liquor shop we have seen very good establishments in the Café Coffee Day, in terms of laundry and in terms of artificial jewelry which was connected specifically for HyperCITY. In terms of the range yes you have seen the range in terms of spot mix. We are able to take in a 75000 to 85000 square feet of store and fill it up and when you see the categories we actually see that in the food we have very large disbursement, we cover food home, Hi-tech, home entertainment appliances, fashion, toys, sports, furniture but when we actually look at this assortment in product offering we divide them into three divisions; one is food, one is fashion and one is general merchandise. The foot has been classified here under foot, fashion has been classified under fashion and rest of the things that you see which is home, Hi-tech, home entertainment, appliances, toys, sports and furniture they all come under the general merchandise category. So as we go forward when we share about the category margins we are actually categorized under food and general merchandize. The way we manage the business also in terms of the organization structure we have a buying and merchandising director and we do have a role for business head for food and business head for non-food, which is almost has a 50% to 50% equal responsibility in the business. We have now reached 1 million plus footfall on a month-on-month basis, so there is the good traction in terms of our customers and somewhere later on when I mention about the discovery club program and the number of customers whom we have got we are almost touching a lakh or may be we are across lakh this month 30% to 35% of business comes from them. You will notice that the traction is actually working fairly well.


Coming to the next page 23, if you look at the business model very clearly food and groceries are at 50% to 55%, but this is very, very different from what you see in any of the international markets. In fact I have taken the management team to China last to last month, in China between Tesco, Corfu, Wal-Mart, View-Mart, Poo-Mart, ArtiMart we found that the food component was between 65% and 70 %. So currently we have a 50% to 55%. Now as this destination stores become catchment stores we would like to watch carefully to say whether we also start getting such a large food component, but because they are giving a larger space to general merchandise we are able to maintain this kind of mix. It is important for us from two points one creating a destination and second is ensuring that the margins are on the higher side. So on general merchandise we are between 35% and 40% and apparel, jewelry we are between 7% and 10% and if you look at it the key driver are food and groceries are frequency builders. In fact we have started data mining and just give you an idea food and groceries draw we have our discovery club members whom we call as champion members just visit us 36 times a year. So we know that this is what drives frequency in footfalls and as you learn proper mining and proper promotion we should able to extract so much larger wallet share from this segment of customers. Our general merchandise actually a large portion of general merchandise more in 35% of general merchandise is imported. Basically from Malaysia, Indonesia, China, a very, very small amount from Europe, most to the European imports are Waitrose, which is an exclusive tie up where we sell Waitrose products within our company. Apparel and jewellery between 7% and 10%. They are basically for fashion, value and margin drivers. We believe that since the apparel the quality is very, very good quality compared in the market therefore our prices very, very moderate and therefore we are not working on 45% to 55% margin on apparels whereas as we move forward many more number of stores I see a possibility of margin increase in the apparel segment.


When you look at our private label of assortment what you see there is the food, general merchandize and fashion private labels, but generally the way we work within our company is that all the private labels and all the brands are actually put in the matrix called the good, better, best. It is a very fundamental way of operating on the world. Each of our private labels are actually placed in the good, better, best matrix. So each one of is fairly well positioned. So they actually cover the full price matrix and full customer matrix. When you come into the breakup of private label and branded you actually see that we have 21% of the business on private label, in the foot we are in the next one year are going to introduce all our about 30 skews in private label, which will actually take us may be another 1-1.5% happen on the food part of it.

In apparel and general merchandise anyhow we are in the region of 35-70% at private label. Our gross margins are at about 19.7% for the last year and somewhere ahead we have mentioned that we have already seen an improvement of about a few percentage points and it is hovering about 20% plus at a gross level. We said that we have done the proof of concept and if you look at our back end operations you will actually see that a lot of things have been put in to run a fairly good supply chain, all the distribution centers honestly not all because we have only one very large distribution center of about 2 Lakh sq. feet in Bhiwandi from where we actually operate national distribution for imported products and rest of the stores have a back end store and the way we have planned the back end stores that as the business grows growth then we have more number of stores and our stores are successful, some of the back end stores will be able to release it for the front end operations and we will consolidate this in a fit-it-easy. In that case we would also have productive footage being released and we will get cheaper back end space available such as one set for revenue generation, another set for cost reduction, this will happen probably over the next two to three years' time. There is an evidence of this already in Malad; Malad over the last two years we have actually taken away 5000 square feet of that back space and added a few concessional, few salons and a few more categories whereas the central distribution center in Vadape Bhiwandi has actually taken over the distribution. So that is the strategy the way we are moving forward. IT, I have already mentioned about the e-payment, the e-replenishment, we have a full fledge stock counting methodology. Most of you are aware that we have put in a rigorous physical stock taking in Shoppers Stop and in fact the same has been done in Hyper, so most of the stock which quarterly special account especially in the fresh fruits and vegetables these are very rigorous inventory management and therefore actually you will also notice in the end where we have mentioned that we are also able to see clearly measure the dump as shrinkage separately. We have mentioned there as damage in dump, this is where you actually have at the end of the day a crushed tomato, a dirty cabbage, a peeled of onion which we actually take it away and you actually dump it or you have a method to dispose it and therefore we are able to clearly recognize the wastage, so we have a fairly robust inventory system which we have put in physical inventory rigorous already there in the business so that we are able to clearly distinguish the distribution cost, the shrinkage which is the shoplifting pilferage and the dump which is the wastage and the waste management and which is something that we have introduced to share with you in this quarter’s CNS. We do have the good practices that we have learnt in Shoppers and taken it forward. We have introduced now the same principles of writing of inventory if it is not sold for 12 months on a hyper market business this is a fairly harsh policy to implement but we believe that this rigor will help us in good governance as well as being able to ensure that when we are profitable, we are really profitable. We actually see some of the best-in-class partners. The Johnson  diversity (ph) that we have actually helps us in certifying our hygiene in the stores and cleanliness in the stores, like other business Shoppers Stop we also have the customer satisfaction and the employee satisfaction index in HyperCITY, at the end of the year when we do the annual reporting we will actually share that. As of today we do not have the partnership satisfaction index, but by the end of 2010-2011 will introduce that, so we should be able to share with you in our annual reports the performance and all the three stakeholders in terms of customers in terms of our associates and as well as in terms of our partners. I am on to page 25, we actually seen as to where we were, for two years with one store and then in 2009 we made it three and as of now we are seven stores, we are already on the plan for 11 stores in fact all the four stores of this year two are already under fit out and two we are going to take over the four stores are going to be in Bhopal, Ludhiana, Ahmedabad and Pune, so these are the four stores that you will see. In terms of our strategy of roll out and growth our strategy will be to work around South and West Punjab and NCR and we would use the cluster approach and therefore we are looking at stores in the top 10 cities in the next 10 cities we have already signed properties to reach 11 and to reach 16, currently we are working on properties which are going to come in for 2013 delivery. So I would say 16 is in the city, between 16-21 is under plan and we will then be looking at signing properties for delivery in 2014 because we have about three years requirement before we get the delivery of these properties. Some of the learning that we had after operating the first store and the second and third store is that probably the way the malls are structured, the way the proprieties are structured and ways the state laws and real estate is we need to develop another format, it is a little tighter format, so actually we have developed a second format of about 55000 sq. feet, the store in Bhopal and Ludhiana and Pune are the 55000 square feet and these place will actually give us and help us in doing an increased penetration, so you would have a store of 80,000 square feet approximately and a store of 50,000-55,000 square feet and currently we are running three stores of a Lakh sq. feet plus which is Hyderabad and Bangalore and Malad and obviously have been fairly successful. The focus would be on the geographical strategy which is South, West and Punjab and NCR and customer strategy and not necessarily on Tier I, Tier II because sometimes it may be better to go to Borivili than to go to a Nagpur and Indore so therefore we are actually looking at customer cluster distribution as a strategy to increase our footprint rather than tier I and tier II.

The key financial highlights, overall we have added a lot of business in the last year, we are actually already running on a ticker of 44-45 Crores a month so the overall sales has grown by 123%, like-to-like sales has grown by 16%, the sales per square foot on chargeable area is about 1632 and the like-to-like sales is 2487, what we have realized is that it is taking about 9 months to ramp up. The actual fading density of sales per square foot comes from the full business and then it gets stabilized with the CDIT business, which is the electronic business and we are saying that it is between the sixth and the ninth cycle of the visit of the consumer when the food purchase for the monthly baskets are coming into the store and therefore we are seeing that a new store started at a fairly low level may be in the first month was very well and which ramps up between the sixth and ninth month then we reach a stage where you are able to ramp up to a 2000 to 2400 rupees a square feet. 

Customer entry also has increased in a similar way about 140-143%, the next chart that you see is actually giving you an idea of the footfalls, the average selling price, the average price was fairly consistent between around 75 after we opened the Amritsar store, we actually are seeing a drop because in Amritsar we are seeing that the average selling price and the average transaction price is fairly low, in fact I would say it is substantially low and therefore you find that the average transaction size also has seen a drop and this is likely to be the trend when we go tier 2 cities, especially the tier 2 cities which are not highly modernized. Conversion rates are fairly good, so there are people who are actually coming in large numbers into our stores are experimenting so good that we are exposing a lot of tier 2 cities into modern retailing, I mean these are the customers who are going to give us larger basket size as we go forward over the next few years' time. I am very proud of our Discovery Club, Discovery Club is just a year old in HyperCITY, here it is showing that as of June 2010 we are 98,000 members and these 98,000 members are contributing to 36% of our business this is again a fully profiled club loyalty program with full data at an a SKU levels, in fact we have started mining the data and the last month we have already seen a lot of inputs, and some of the inputs are already going to be put into practice and orders and we believe we will see some fantastic results sort of  using of the discovery club data and it is ramping up at the rate of 7000-8000 customers every month and by the way this is again a paid card similar to Shoppers Stop unlike many other cards which are free cards so we do charge our customers to actually own this card. Coming to the last page which is on the HyperCITY financial you will note that the sales that we are mentioned is gross unlike in Shoppers where the workings have been done on gross sales here all the margins and all calculations have been done on retail sales net of VAT. If you look at the gross margins they were about 20.4% and you see the distribution cost as about 1.5%, shrinkage we have been able to bring to less than 0.5%, this is world standard now, I hope as we ramp up our stores we should be able to maintain this, it is tough but we are very proud that in a short span in seven stores we have to run and ramp up to 0.44% what has been mentioned in damage and others is generally mentioned internationally as dump and that is at about 0.3%, now basically in the hypermarket business these are some of the standards which I would say are fairly international standard. It is important for us to see that they are able to retain and maintain this, and therefore the net margin is about 18 odd percent. Between the operating expenses and the retail operating income we have 19.5% or 19.7% of expense and 1.7% of operating income which comes out of various let outs, and I had mentioned and although very, very small that we are proud that in this quarter at a floor level in all the seven stores we have seen positive EBITDA which is at about 8 Lakhs, but it is positive it is black (ph). What is now important for us is that the HO expense which is the head office expense because we deal with so many categories we have about 160 odd people with back office 164-165, this is around 6.9% we believe in the next three years this should come down to about 2.5–3% that is due to the biggest difference that should make to our business as the business grows up and the margin expands, so we are still PAT negative as a business, but we believe that early compared to what one looks at the market the business has been able to show a store level EBITDA break even, so I would say fairly good progress in the last 12 months time, going forward we see a very clearly a 16-17 store operations in the next three years, we believe at a 15 store level we should be able to see a company breakeven and which we expect should happen in the year 2013 and we are on the move on that. This is a good footing for the business to grow. The markets are growing, the customers are growing and the brand is fairly established in its own terms for a small company so that is the gist of what HyperCITY is done. Govind is there with me here, Mr. Navalkar is there with me here and you will be able to take up the questions from all of you since this time we will also be answering questions on Hyper so depending on what question it is, Govind, myself and Navalkar will keep pitching in and hopefully by the time we have our next meeting in the next quarter this forum will be represented by the CEO of HyperCITY who should be in by the end of next quarter. Thank you very much and we look forward to your questions and look forward to your continuous support as we go forward, thank you very much.

Marina:
Thank you very much sir, we will now begin the question and answer session. Anyone who wishes to ask a question may press "*" and "1" on their touchtone telephone. If you wish to remove yourself from the questioning queue you may press "*" and then "2". Participants are requested to use handsets while asking a question, anyone who has a question at this time may press "*" and then "1". The first question is from Percy Panthaki from HSBC, please go ahead.

Percy Panthaki:
Hi sir and congratulations on a good set of numbers my question is on the EBITDA margins for Shoppers Stop and we have seen that in most retail EBITDA margins are most impacted by same-store sales growth, on this quarter you had extremely good same-store sales growth at 20% plus and yet for the department store the margins are higher at about 6.8% on EBITDA level. Would you have expected that these margins would have tended towards 8% with 21% SS growth?

C.B. Navalkar:
Hi Percy thanks for the question. Percy, this quarter we did a number of activities, one of the activities has been in the marketing side which just pushed our marketing cost, and advertising marketing cost if you have noticed is up by 70 basis point from 1.5-2.2, basically we did three activities in marketing, one was re-launching our brand campaign to really create more awareness about the brand, second was all the events that we did which was about Denim about SDK exchange as well as For Citizen Siesta and the third one if you have noticed recently we have started a small ad campaign for stars something new today, now this is a campaign that we believe is going to connect with customers every week, because it is going to run throughout the year and we also started advertorials in various magazines. We believe this had tremendous impact on customers and the entry is clearly visible we have also seen volume growth coming in 16% volume jump along with 5% ASP jump so we believe this marketing tactic what we have done is definitely helping, just the cost has gone up. The second area where the cost has gone up has been manpower where really we have to revert back to our salaries that we have dropped in the previous year, we have gone back to earlier salaries plus we have given increments and there is also service tax provision of 2 Crores in the operating cost. So all put together you are seeing this impact which have impacted the overall EBITDA margin in department store, but we believe these are all for the good cause because when we get a good run in terms of entry and volume growth it continues throughout the year.

Percy Panthaki:
Just waned to get your sense on how do you think competition is shaping up on the department store front, I mean last two years everyone was silent but we were going through a recession, real estate development was going very slow but now up cycle do you see a risk that again as we saw in 2006 or 2007 the new strategic creation will start outstripping the demand growth at least in the short to medium term of let us say about 1-2 years?

C. B. Navalkar:
We have been creating it for the last two or three quarters, three things, one is apply of mall space as well as retail space drying up after about 18-24 months' time. The supply side shortage for sure. We have been stating in the last two or three quarters that there is going to be a supply shortage in terms of retail supply space. The department stores or the hypermarket there is definitely on the anvil some amount of shortage, which will come up although the current pipeline for the next year as far as we are concerned, is pretty comfortable. We are able to see the addition of 30 stores in the next four to five years very, very clearly.

Percy Panthaki:
Sir my question was slightly different what you are talking about is when you talked about shortage it is the demand supply balance between the real estate developers and retailers, what I am talking about is the demand supply balance between sq feet actually coming up and the end consumer actually being able to absorb that what we have seen in my view in 2006 and 2007 is, expansion in sq. feet in terms of new retail stores opening they were opening at a rate which was faster than what the consumer could absorb, of course we know that there is a huge long term potential organized retail penetration is very low etc. there has be to a sort of phasing out of this growth so what I am asking is that it has not happened right now but may be 18 months down line, we will see this phenomenon starting to happen again where we are seeing retail space expanding faster than the end consumer can spend.

C. B. Navalkar: 
No, it is not happening all over India, for example when in a city like Bhopal the first mall opens, in a city Aurangabad the first mall opens, it is not going to be get any oversupply. Yes in places like Bangalore, where for example there were plans of almost 20 malls on the periphery of Bangalore there could be challenges, but in reality Percy we are not yet able to see 20 malls coming up, so I am not able to currently see a demand supply mismatch to that level that the supply of space of department store or retail space would be much more than what customers can take. Mr. B.S. Nagesh has a comment to make on this.

B.S. Nagesh:
Percy this is another development that we have seen, there is a huge amount of migration of consumers in to new developments, which are residential properties, and condominiums, which is getting built. For example if you look at Mumbai the kind of business grow that you have seen in Vashi versus other locations of Mumbai has been substantially higher, if let us say other stores are growing at a 20% like-to-like and Vashi type is probably going in a 40% like-to-like also because a large number of customers are moved into the newer localities and a lot of nuclear families are setting up which is actually creating new demand. Now to me this is actually going to help in one way for us to increase it, the second development that has happened is that in the 2006-2007, 2007-2008 a lot of standalone high speed shops came in, lot of brands came in and opened flagship stores all across of 3000-5000 sq feet, so if you look at the debacle of the last two years has also been on the chain stores which has seen some major impact because of number of small stores that they open which again has dried out and people have realized that you cannot open so many things, so one side there is a demand side improvement because of the condominiums and second side there is a supply side constraint because of some of the specialty features have actually come down or have weaned away.

Percy Panthaki:
Just to give a slightly different angle to this argument in case some amount of FDI is allowed and foreign retailers tie up with real estate players as their strategic partner, do you think there is a risk of oversupply in that case because many of the real estate players may not understand retail fully and their priority will just be to open up more and more stores, do you see a risk there?

C. B. Navalkar: 
No, Percy in fact if you look at world over the people who are playing the real estate game in terms of the retail players are only Wal-Mart and Carrefour which are into food hypermarkets but if you look at the department stores and specialty stores nobody plays, the only other players who actually plays large real estate play is Nikki (ph) along with HNN, so I do not see that happening over the next three to five years or seven years time.

Percy Panthaki:
So you are saying that FDI is opened, you do not think that a lot of foreign retailers can partner with Indian reality majors here?

C. B. Navalkar: 
No not partner in a way that they can consume 100,000 to 200,000 square feet, do not forget that when the three or four groups that we are in India today when we go into mall between a format we are actually taking 40 to 45% of the format space so without taking names look at the two international departmental stores players who came in when they go to a mall with a 20,000 square feet format and they are sitting opposite without stocking of 150,000 square feet negotiation, one of the competitors who is talking of 150,000 square feet, I mean they have absolutely no say, so with a 20,000 square feet spread you will not be able to build a mall of 3.5 to 5 Lakh square feet that is fairly farfetched as of today. We will have to wait and watch and see in the next three years if things change.

Percy Panthaki:
My last question is on HyperCITY. Can you give me an idea of what kind of store level EBITDA margins your older stores are I think the Mallad store would be doing
BS Nagesh:
I was hoping that you are not going to ask this question because we have still not gone into details, but just to give you an idea in the department stores if a good store does an EBITDA of between 12-14% in the hypermarket a good store does store level of EBITDA about 6-8%. Percy there is one thing that I want to tell you, all of us were here sitting and betting that who is going to be the first person to come on the question and actually we have won the bet because you are the first person and we get it right.

Marina:
Thank you. The next question is from Abhishek Ranganathan from MF Global. Please go ahead.

Abhishek Ranganathan:
Hello sir, a few questions, sir actually one is I believe you have not obviously consolidated HyperCITY’s numbers even though your presentation mentions that. 

C. B. Navalkar: 
Because it was only one day Abhishek.
Abhishek Ranganathan:
Yes, I know, your presentation mentions that and second is my question is again towards HyperCITY is going to be when do you see existing stores or new stores hitting, I mean what would be the quantum of optimum sales you would be looking at on a per square feet basis, you have mentioned that it takes about six to nine months?

Govind Shrikhande:
About 100,000 square feet annualized should be giving us about 100 Crores, so to me the 80,000 square feet stores that we are opening should be able to reach between 75 to 100 Crores in the second year of operations that is the way and at that number we are seeing the breakeven do not forget that we had post those we had added only in the last six months and still we are able to see the breakeven at a chain level at store level and that is also basically because that all our dues of the past and the future are all on revenue share and therefore we are actually seeing a much better occupation cost going forward.

Abhishek Ranganathan:
Sir when you are saying second year you would look at breakeven, again I would like to move through the question is you have stated in your presentation that you would like to move and increase the share of fashion and general merchandise, I mean we still have not moved towards that I mean what do you think is the timeline when we could do that? 

Govind Shrikhande:
No in fact I did not say that we want to move, I hope it does not go down because as of today food is 55, food 55 is an absolute contradiction to the international market so what we have done as part of the strategy and part of lay out we have given a larger place to non food, so that we are making nonfood as a better destination such that we are able to maintain the food and groceries at around 55%. Honestly  the current what we are seeing as a mix is a good mix for us, we would want the apparel to be around 10% and we would want the general merchandize around 34-35% so that is the kind of mix that we would want to achieve, but internationally because the catchments start shrinking food start taking a large proportion, so we are not planning to increase apparel in to 15 or 20% because that is not the way  we have laid out, also because apparel has much more competition across than compared to general merchandize and therefore we would keep food and general merchandize as a category which are actually the foot fall and the value in margin drivers, apparel just adds margin, but at a much smaller level.

Abhishek Ranganathan:
Right sir, but actually to flip the question is that we could also see increased realization if apparel shares would?

Govind Shrikhande:
I do want to be but what happens is it is the customer who decides as to what he buys from where and apparel penetration in modern retail is running at 35%-40%, so therefore the options are much more and in the hypermarket business we cannot go in to a large assortment, large fashion because they would turnaround the stuff very fast (ph), so we have not seen that, I do agree theoretically that, that would make a definite sense but the customer behavior is not giving us a sense that we should be able to move because of the fact that we are creating a much larger store.

Abhishek Ranganathan:
Sir, you said there are four stores which are scheduled to open this year, now I am just coming to the question of funding because I am just trying to figure out we would still need a significant amount of funding from Shoppers Stop from where we are at the HyperCITY level, this force towards in terms of CapEx what is the kind of CapEx outlay?

C. B. Navalkar: 
Currently each store is taking us between 1100 to 1150 rupees a square feet, these stores are in the region of 55,000-60,000 square feet; one store is about 100,000 square feet. So total addition will be in the region of approximately 40 Crores is what it will go into the business.

Abhishek Ranganathan:
40 Crores is what we are looking at?

C. B. Navalkar: 
51% will come in Shoppers and the balance will come from the others.

Abhishek Ranganathan:
I am just going back to Shoppers Stop is that again I want to know that how much of CapEx we have incurred towards stores to be ruled out this financial year?

C. B. Navalkar: 
In the quarter one result if you see there is no opening of a single store. 

Abhishek Ranganathan:
Right then we have incurred some expense?

C. B. Navalkar: 
Andheri renovation is CapEx that is what you must be seeing. 

Abhishek Ranganathan:
The cash flow segment does show CapEx, there will be Andheri renovation, there will be deposits that you would be paying for the new stores, there is work-in-progress because there are lots of stores, which are under work-in progress.

Abhishek Ranganathan:
Where I am coming from is that in the past you have stated that it is around you would be comfortable on 1300 to 1400 per sq feet of CapEx at the store level because EMI if he worked backwards in how your gross block has moved in the financial year 2010 and the number works out closer to be around Rs. 2000 per sq feet I am just trying to figure out?

C. B. Navalkar: 
That is because the store addition you are not able to see, work-in progress not got added to the square feet and we have opened two stores in last week, one is at Bhopal and one is Koramangala, Bangalore and there are two stores that are fitted out, ready for opening in the next anytime between 45-360 days.

Abhishek Ranganathan:
I ask that what are the expended and what do you?

Unknown speaker:
There is no change in that Rs. 1500 that we mentioned.

Abhishek Ranganathan:
Which would mean, how much are we budgeting for the next three quarters?

C. B. Navalkar: 
10 stores at about 8 Crore a store as 80 Crores for the year depending upon the opening the CapEx will change for the quarter.

Abhishek Ranganathan:
Got it sir. Question on foreign brand, which I had, I am trying to understand what is the appetite for foreign brands in India and particularly in our stores?

Govind Shrikhande:
Particularly in our stores the appetite is very, very high just to give you a reflection Abhishek we changed our strategy towards bridge to luxury about two-and-a-half years back and so two-and-a-half years back in realty we did not have any bridge to luxury brand share so from a 0% or 2% share today the bridge to luxury share is almost 25% that is the extent of domination of bridge to luxury brand within our store number one. Number two is luckily for us competition has also gone down in terms of pricing and in terms of the positioning, so in that sense we are pretty unique in the bridge to luxury category and we are able to achieve a dominant share of market specifically in certain categories like UT, we are the most dominant player in the category. If you take non-apparel, we are most dominant player in the category. In bridge to luxury apparel again we are the most dominant, so we believe that the kind of positioning we have taken is helping our brand, is helping our image and is also helping customers to identify with us more strongly in those categories.

BS Nagesh:
Abhishek on lighter note Indian customers not only like foreign brands but they also like foreign sounding names, I mean two of our very, very successful brands are called Vittorio Fratini and Elliza Donatein. There is definitely a customer shift towards the anglicized names and the foreign brands.

Marina:
Thank you. The next question is from Asit Desai from B&K Securities. Please go ahead.

Asit Desai:
Sir, you spoke about some service tax provision of 2 Crores. I just wanted to know under which cost head is it included?

Govind Shrikhande:
Under operating cost.
Asit Desai:
For HyperCITY is it possible to give breakup of the store operating expenses, I mean which are the major costs in that?

Govind Shrikhande:
We will come in the next quarter and start actually doing it. We just wanted to be sure as to what kind of a MIS format that you create, but like in the Shoppers Stop business the key largest cost after we have taken away the dump shrinkage and distribution above the net margin still remains the rent and employment cost, and energy cost. Just to give you an indication of the general is that rent moves between 4% to 6%, employment at the store level moves between 3% to 4%, and energy moves between 2% to 3%.
Asit Desai:
Where do you see the maximum savings coming from besides the HO expenses?

Govind Shrikhande:
One is there will be margin expansion because of volume and second is that as the stores start reaching a certain stage, the employment cost will come down because that is something at a store level definitely is a big possibility and actually the other thing, which happens is I do not know whether one noticed that we are actually working on 70 working capital days and food is almost a negative working capital, food is on a 1 day or 2 days working capital, so you will reach the stage very shortly where you start getting into a negative flow and therefore you have cash coming out of the MNC and that is where the business starts making much better money.
Asit Desai:
Sir, we talked about some 40 Crores CapEx for HyperCITY. Will the cash flow of Shoppers and HyperCITY be enough to fund the expansion plan or will we be going for further debt?

Govind Shrikhande:
We believe that the Shoppers Stop cash flow is good enough to take care of the Shoppers Stop expansion and you are aware that we had mentioned that we would go in for a QIP and we already have issued warrants to the promoters, so between the QIP whenever it is done and Shoppers Stop flow we should be able to take care of the expansion.
Asit Desai:
Okay. Looking at the balance sheet information that you have given on the presentation for HyperCITY, what is the cost of debt we currently have around 220 Crores of debt, right?

C.B. Navalkar:
It was around 12.5% or 13% last year and it has come down to 11% now.
Asit Desai:
Do we expect it to come at Shoppers level?

BS Nagesh:
Well, it will take a little more time, but it is definitely coming down, it is sliding down.
Marina:
Thank you. The next question is from Bhushan Gajare from IDFC. Please go ahead.
Bhushan Gajare:
Sir, I just wanted to understand one thing, due you think that the incremental 4 or 5 stores, which you are coming up with probably will be in the range of 55,000 sq. ft?

Govind Shrikhande:
This is in HyperCITY you are asking?
Bhushan Gajare:
Yes, in the HyperCITY. How would you see the mix moving once we are in that kind of format because today itself we are having 55 coming from food, how does the mix change once we move?

Govind Shrikhande:
We need to look at the way the hypermarket operates-the trading density of the food is highest compared to the space mix so when we do a space mix versus sales mix versus a margin mix, the sales mix is highest from the food with a lowest space mix. Now the highest space mix is of furniture with the lowest sales mix as of today because furniture as a business is yet growing and the furniture sales per sq ft is almost 50% than the other, so therefore when we go smaller furniture will be one of the things, which will shrink dramatically, the CDIT business will shrink dramatically and the food business will only change to the extent of the localization, so in terms of the sales mix we will still expect it to be in the region of 55% but what will happen is that the apparel mix will go up because in the smaller towns in 55,000 sq. ft we are seeing the apparel as a contribution is higher and the furniture and CDIT shrinking the space so in between 75 and 55 the difference is basically coming out of furniture and coming out of CDIT and rationalization of the other ranges.
Bhushan Gajare:
Okay. So, store level margins ideally will not get deteriorated with a smaller format?

Govind Shrikhande:
Not likely because the drop in general merchandize should get compensated by the increase in apparel.
Marina:
Thank you. The next question is from Hiren Dasani from Goldman Sachs. Please go ahead.
Hiren Dasani:
In your cash flow statement you are showing about 18 Crores of inflow from investment in JV subsidiary companies, can you please explain?

C.B. Navalkar:
Hiren, actually what has happened is we had ICD to HyperCITY and HyperCITY with (indiscernible) 58:00 they have actually repaid those ICD, so this is a reverse flow of money, which has come from HyperCITY and that is why it is shown as inflow.
Hiren Dasani:
Sir, our purchase of additional 32% stake in HyperCITY is the consideration in the public domain?

C.B. Navalkar:
Well, basically about 95 to 97 Crores.

Hiren Dasani:
95 to 97 Crores.

C.B. Navalkar:
Approximately.
Marina:
Thank you. The next question is a followup question from Asit Desai from B&K Securities. Please go ahead.
Asit Desai:
Could you share as the annualized sales per sq. ft last year for HyperCITY. If you can break it up between old stores and new stores?

Govind Shrikhande:
We do not have it right here, but what we will do is we will call you separately Asit and give the numbers.
Asit Desai:
Okay sir. Thanks.

Marina:
Thank you. The next followup question is from Percy Panthaki from HSBC. Please go ahead.

Percy Panthaki:
Sir, just one more question on HyperCITY, would be able to give me an idea on what is the contribution of food from other hypermarket chains in India.

Govind Shrikhande:
We do have but honestly it is not fair for me to comment on that. I can tell you as A, B and C. If we definitely see once set of chains, which is also running about 8 to 9 stores hypermarket tied up with an international brand there the food contribution is running at about 60% to 65% because they do not have CDIT and furniture and this is one set of hypermarket. We are aware that the largest player in this business has a much larger share of apparel and therefore there is a food share will be would be around the share that we have, in fact slightly lower than 50% is our estimation because general merchandise and apparel is very large. Rest of the players are still having food at about 60%-65%, the general merchandise assortment has still not been able to contribute what is contributing to us, but internationally, almost all players, food is between 60% to 70%

Percy Panthaki:
The reason for asking this is that traditionally the Indian shopper has been accustomed to buy his foods very close to where he is living or he used to getting it delivered at his home in fact. So, I just wanted to understand why would a person sort of go to a larger format store and travel more, spend more time, I know there will be some set of consumers who will want esoteric type of items and they will not be at a convenience store.
Govind Shrikhande:
No, in fact let me tell you, this is the opposite; you will be surprised that when one of the competitors opened and they gave away lemons and greens at Re. 1 a bundle I mean there are 5000 people standing outside in a queue to get that okay? And I am sure they would not have come from the neighborhood, but firstly, actually the way the Indians are shopping for food groceries is actually into three buckets, one is the monthly basket, one is the grocery midweek top up, and once is an alternative day fresh, so what is happening, if it is HyperCITY my alternate fresh top up is 0 to 3 kilometer customer, my midweek, which is the Wednesday because Wednesdays we have what we call us discovery Wednesday it again peaks up, in fact our Wednesdays is equivalent to a Friday and then midweek is happening for a top up along with a fresh top up of groceries and staples and what we are currently getting where the numbers are adding up to a large number in a monthly basket, so the biggest shift to larger hypermarket has happened out of the monthly basket and we will not be able to fight seller for home delivery because it is not efficient and cost effective. As you move forward, if you are able to find out a mechanism where you can actually meet the demand of the midweek top up and fresh top up actually the full business can go up but currently that is still lower that goes to the neighborhood seller or neighborhood fruit and vegetable shops.

Percy Panthaki:
What is the average ticket size for the food purchase?

Govind Shrikhande:
Well the average here is 70; food should be in the region of 50.

Percy Panthaki:
I mean average bill size, what I mean is I walk in as a consumer I spend Rs. 1000 on an average let us say for example, Rs. 500 out of that how much would be on food so what I am saying is…

Govind Shrikhande:
Average is Rs. 1100 out of which is food 500.

Percy Panthaki:
So an average consumer you are saying is reach your store spends Rs. 500 on food. I am just wondering, I mean, you do not work on a discounting proposition right?

Govind Shrikhande:
No, we give in fact every Monday, we do a price check and let me share with you that in most of the Mondays we are either the cheapest in the immediate neighborhood or the second cheapest for the basket of 20 items that we check, but we do not create and have a perception created that we are the cheapest, but our customers who are regular and that is the reason why discovery club members have already reached the 36% to 37% of our proportion.

Percy Panthaki:
You think that the reason why people come to you is that your cost is lesser?

Govind Shrikhande:
No, there is a combination; I mean we have done a customer satisfaction. We do this check on a monthly basis. It is a combination, one is assortment, second is a service level and the spread and the layout of the store, so assortment, spread and layout of the store and value for money delivered and value for money for our kind of customers is worth for the price. It is a combination of these three things and very clearly we are seeing this, in fact we have the customer satisfaction, which is done twice a year and very clearly it indicates this.

Percy Panthaki:
But this Rs. 500, I am just wondering Rs. 500 ticket size supposing if someone is coming to your store because it is cheaper than elsewhere, let us say even if he pays on food and groceries something like 5% to 6% that works out to somewhere around Rs. 25 and even the commuting cost would be more than that?

Govind Shrikhande:
Yes, but see that is not the way that most of us do, we do our shopping on the way, we plan it on the way, do not forget that as much we are selling food and groceries so much refrigerators are going up do not forget that in the last three years the average size of the refrigerator has moved from 165 to 325, so lot of those changing habits that you are seeing in the consumer durable sales chain is also impacting the way the consumers are storing and buying and keeping the food, so lot of those habits are changing, the other thing which is more interesting if you want to go deeper is that most of the fresh is not necessarily being bought now in a full pack it is being bought in a cut and prepared, I mean today 45% of what we sell is cut-and-prepared vegetables. If you are saying I will save 20 minutes to go to HyperCITY but I am going to buy cut-and-prepared vegetables so when I go home, I do not have to do any more cutting. I just put that into the daal and the sambar is ready. So that value-add is what is making the difference and a large amount of margin is also coming from the value-add.

Marina:
Thank you. Next question is from Ankit Jain from PUG Securities. Please go ahead.

Ankit Jain:
Sir, can you please throw some light on the EBITDA numbers for HyperCITY for FY10?

Govind Shrikhande:
EBITDA was negative, last year we were at the store operating level we were negative.

Ankit Jain:
Any number if you can put to it?

Govind Shrikhande:
See at the store level it is difficult, the comparison is not like-to-like because last year there is only two stores, which were on a full year operation and the rest of them have not completed a year, so the two stores, which were on full year operation like I mentioned, I do not want to get into specifically naming the stores, the stores which have really reached maturity are actually delivering 5% to 7% EBITDA at store level and in the last four stores that we have opened because they are on revenue share three stores have already broken even in the first nine months of operation, so you can get a feel of how the swing of EBITDA from negative to break-even to positive is moving. It is not happening in about 0 – 3 year’s time.

Marina:
Thank you. Next question is from Abhishek Ranganathan from MF Global. Please go ahead.

Abhishek Ranganathan:
Sir, you mentioned on revenue side in HyperCITY how many stores are on revenue share and how many store are on fixed?

Govind Shrikhande:
Out of the current, 50% is revenue share and out of the future (ph) 75% is in revenue share.

Abhishek Ranganathan:
Current as on date we have 50% revenue about 3 to 4 stores.What would be…. 

Govind Shrikhande:
Yes.
Abhishek Ranganathan:
What would be your revenue share?

Govind Shrikhande:
Generally it is ranging between 3.5% to 4.5% plus CAM, so if you take the full occupation cost, it will be between 4.5% to 5.5% including the CAM charges, which is the common area maintenance charge.

Abhishek Ranganathan:
Our lease rentals also in shoppers a good chunk of it has moved toward variable?

Govind Shrikhande:
I would say a small chunk as of now and a good chunk in the future.

Abhishek Ranganathan:
In what proportion in terms of absolute have we moved to…

Govind Shrikhande:
About 30% in the future is coming into revenue share Abhishek and less than 5% or 10% would be current.

Abhishek Ranganathan:
And here what are the terms?

Govind Shrikhande:
Last year we were averaging at about 12%, which has now come down to 10.2%, it is a long lease. Revenue shares are around 7%. From 12 now currently our occupation cost has come down to 10% and the future revenue shares are in the region of 7% to 8% without CAM, with CAM it will be about 8%.

Abhishek Ranganathan:
Just wanted to come back to employee cost because the sense we get is that there are inflationary pressures on employee level even on the procurement level, just wanted to get your sense on how do we see this going ahead?

Govind Shrikhande:
There is inflationary pressure on the employment cost and not only in the retail actually we are sensing it all around and that will be one of the biggest challenges that many of us are going to face so typically we believe the people who are more on the technology platform where you can replace with an unskilled person to a skilled person be able to manage is probably he will survive through but if you have a low technology then the inflationary pressure plus loss of man power actually you will find that it is going to hurt, so we are currently looking at purely from a point of view that we have a fair amount of long-term transfer employees and our attrition at the skill level at the back office in Shoppers has been fairly low. Most of the pressures are going to be in the hypermarket, supermarket area because that is where the aggression is coming in.

Abhishek Ranganathan:
The last question is pertaining to on your expense, which you incurred on account of promotional activities, I mean would you see this as a pattern and you would perceive that with the strategy of yours?

Govind Shrikhande:
If you look at the percentage for the quarter, which is running at about 3% there should not be any major issue in maintaining that or even slightly lower than that going ahead because you will also see that Q3 generally is much, much higher top line number, so even if with the sales spend you will actually get much higher number. Number two, you are also opening lot of stores now and for new store opening you require to support the new store because you are also entering a lot of new cities as well, so Bhopal if you are entering you need to create your presence in that market, so you will have to advertise, you will have to create that brand image and we see it going long-term really speaking.
Abhishek Ranganathan:
These are expenses related to newspapers?  What I was referring to is you have the promotional activities, the activity, which took place in Q1. You said you would receive a lot of positive response. I mean I am trying to see the trade off between the expenses and obviously long-term generation…

Govind Shrikhande:
There is a tradeoff, there is a positive tradeoff, and otherwise how do you get a 21% like-to-like sales growth.

Abhishek Ranganathan:
That is what I was precisely asking. Possibly we would not have seen this kind of growth had we not incurred this kind of expenses, is that what we are looking at it?

Govind Shrikhande:
Obviously.

Abhishek Ranganathan:
With respect to your corporate overheads in HyperCITY at what level do you think you would bring it down, I mean you did mention that next year you want to bring it down to 2.5% and what number of stores and obviously I am assuming that these stores would be operational for a period of at least nine months for you to get optimum sales?

Govind Shrikhande:
You will see in the next quarter it will go up a little bit more because the CEO will be in place, as of today we do not have a CEO, so that cost will added up into the corporate office cost, but overall we believe that 15 stores plus between the region of 1300 to 1400 Crores it will come down to 3% because we are not seeing too much of head count being added on the manpower whatever is the increase you still will come out inflation, so therefore our saying that in the region of 15 to 20 stores and the 1300 to 1500 Crores you should be to see the corporate cost or head office cost coming down in the region of 3% plus minus is possible.

Abhishek Ranganathan:
Sir, on absolute number is we looking at corporate overheads in the range of around 45 Crores or 50 Crores?

Govind Shrikhande:
By when?

Abhishek Ranganathan:
By the yearend.

Govind Shrikhande:
No.

Abhishek Ranganathan:
We are on track for about 36 Crores excluding the CEO?

Govind Shrikhande:
No, in the corporate cost you also have the service tax provision that we have done, which is approximately about a Crore plus for HyperCITY, you will actually see the corporate cost in the region of currently about 30 Crores.

Marina:
Thank you. There are no further questions from the participants at this time; I now hand over the floor back to Mr. Shrikhande for final remarks.

Govind Shrikhande:
Friends, thank you for joining us on the quarter one conference call. We will continue to share with you and will be back with you in quarter two. Thanks for joining us and all the best for the coming quarter.

Marina:
Thank you Mr. Shrikhande. Thank you gentlemen of the management. On behalf of Shoppers Stop Limited that concludes this conference call. Thank you for joining us and you may now disconnect your lines. Thank you.
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