
 

 

In
vestm

en
t Id

ea  

MNCL Research is also available on Bloomberg  
Investment Idea 

 

 
 

Y/E Mar (Rs mn) Revenue YoY (%) EBITDA EBITDA (%) Adj PAT YoY (%) Adj EPS RoE (%) RoCE (%) P/E (x) 

FY19 5,777 37.8% 524 9.1% 272 26.32%                   12.2  14% 17%                   66.1  

FY20 6,859 18.7% 720 10.5% 307 12.70%                   13.7  13% 16%                   58.6  

FY21 3,280 -52.2% -60 NM -209 NM                    (9.3) NM NM  NM  

FY22E 5,945 81.3% 480 8.1% 163 NM                      7.3  6% 7%                110.4  

FY23E 7,642 28.5% 874 11.4% 452 177.44%                   20.2  13% 17%                   39.8  

FY24E 9,934 30.0% 1,192 12.0% 552 22.17%                   24.7  14% 22%                   32.6  

 Source: Company, MNCL Research estimates 

We present an investment idea on Safari Industries with a fair value in the range of Rs 
980-1,100. The company has undergone a paradigm shift after Mr Jatia acquired a 
majority stake and revamped the company’s strategy and business operations. Over the 
years this has led to the company’s turnover increasing ~10x and market share improving 
from a dismal 2% to 18%. Currently, Safari Industries is the single largest brand in terms 
of sales volume. We believe the company is in a sweet spot to capitalize on growth with 
economies opening up and massive shift from unbranded/unorganized to branded 
luggage especially in the mass segment. 

 Fastest growing luggage player: Safari has been the fastest growing company in 
the luggage industry with Sales/EBITDA CAGR of ~26%/~47% over FY14-20, 
respectively. The company is likely to remain the biggest beneficiary of the 
transition from unbranded/unorganised to branded/organized luggage and a 
faster growing mass market segment. Further, foray into high growth categories 
along with ramp-up of the distribution network (reducing dependency on CSD) 
will help the company in sustaining the growth momentum. 

 Focus on profitable channels: The Company has a multi-channel distribution 
network covering CSD, Modern Trade, MBO, EBO, E‐Commerce, Institutional, 
Original Equipment (OE) and Exports with close to 9,300 points. With moderating 
real estate prices in metros, the company will be setting up EBOs going forward. 
Moreover, the company will continue to focus on e-commerce channels whose 
share in the revenue mix is likely to increase going forward. The Canteen Stores 
Department (CSD) segment has remained muted for the last five-six years owing 
to alleged pilferages in the channel. 

 Sourcing improvement to counter margin concerns: While the luggage industry 
was reeling under pressure due to the pandemic, it was also hit by supply chain 
disruption. Prices of Polycarbonate (key raw material) had increased multifold 
and freight rates from China had almost increased 2x making it unviable. To 
counter this, the company is now expanding and focusing on Polypropylene as 
the main RMAT (cost ratio is 1:3, favoring Polypropylene). The company is 
doubling its capacity at Halol plant, which is likely to help the growth in hard 
luggage. For soft luggage, the company expects to move away from China and 
increase sourcing from vendors in Bangladesh and India. We believe these steps 
could act as a lever for margin expansion. 

 Channel check reports encouraging: To understand the ground reality we visited 
Safari’s showrooms. Demand conditions are better than pre-covid levels and 
travel is up almost 2x. Consumers prefer products with good quality and 
affordable pricing. Notably, 60% of buyers had previously used Safari products 
and had come back looking for an upgrade in sub-Rs5,000 categories.  

 Outlook: At CMP of Rs803, the stock is trading at 40x FY23E and 33x FY24E 
estimates. Safari has been growing faster than industry, driving superior 
valuations. Over the last three years (2018-20), the stock has traded at a mean 
PE multiple of 55x. We believe the company will continue its superior growth rate 
driven by higher growth in mass segment, market share gain from 
unbranded/unorganised players and efforts towards brand premiumization. We 
value the stock on 42x Sept 23 and arrive at fair value in the range of Rs980-
1,100. 

 
 

Fair value 980-1100  Key Data  

   Bloomberg Code SII:IN 

CMP* 803  Curr Shares O/S (mn) 22.4 

   Diluted Shares O/S(mn) 22.4 

Upside NA  Mkt Cap (Rsbn/USDmn) 18.0/25 

Price Performance (%)  52 Wk H / L (Rs) 900-401 

 1M 6M 1Yr  5 year H/L (Rs) 1005/171 

SII 1 45 104  3M Average Vol 34187 

Nifty 4 12 52    

Source: Bloomberg, ACE Equity, MNCL Research 
 

Shareholding pattern (%) 

 Sept-21 June-21 March-21 Dec-20 

Promoter 49.90 50.36 55.27 56.63 

DII 1.96 1.97 1.63 1.31 

FII 17.30 16.24 15.75 15.59 

Public 30.84 31.43 27.35 26.67 

Source: BSE  

Why should you read this report? 

 What’s driving the luggage industry  

 Why Mass segment is expected to see robust growth 

 How Safari Is likely to counter supply Chain Issues 

 

 

 

 

 

Market share Improvement  

 
Source: MNCL Research estimate 
 
 

Market Share

 
Source: MNCL Research estimate 
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Safari Industries    

Fastest growing luggage player 
Safari Industries was taken over by Mr Sudhir Jatia (~80% stake) from the Mehta family in 2012 after he quit 
his role as MD of VIP Industries. Before the acquisition, the company’s performance was lacklustre with a 
negligible presence in the luggage category. However, post the acquisition, the company, under the new 
leadership, revamped the entire business operations. Some of the key steps taken include: 

 Re-alignment of strategy and rationalisation of product portfolio thereby ensuring the elimination 
of non-performing SKUs. 

 Foray into Polycarbonate (PC) luggage manufacturing and launch of new product categories (e.g. 
backpacks & laptop bags). 

 Introduction of SKUs in the CSD segment and expansion of distribution network to include the e-
commerce channel. 

 Setting up of China offices which ensured proximity to vendors, thus helping in cost reduction, 
improving credit terms and a better development cycle. 

Exhibit 1: Safari's journey over the years (Revenue) 

 

 
Source: MNCL 

Pure play on the shift in demand to organized sector  

The company has emerged as the largest beneficiary of demand transition from unorganised to organised 

players led by GST implementation. With Covid-19 induced disruptions in the near term (fostering greater 

cost-consciousness), mass/entry-level size is expected to grow faster than other categories.  

Implementation of GST has reduced the price gap between products of organised/branded and 

unorganised/non-branded players. The market share of unorganised players is on a decline as organised 

players continue to gain market share post-GST implementation era. Further, given the pandemic and 

increasing freight costs from China, unorganized players are in a spot of difficulty.   

The shift is happening at an accelerated pace in the mass/entry segment. This has largely benefitted Safari 

since it caters to the mass/economy segment which is further visible in the company’s growth rate vis-à-

vis competition. The company has reported a revenue CAGR of over 26% over FY14-20, outpacing industry 

growth.   

We believe, Safari will continue to benefit with notable downtrading in the luggage industry as 

consumers' preferences shift to value products where Safari is well-placed vis-a-vis premium brands. 

Further, market share gain is also likely to come from unorganized players. Hence, we expect the 

company to post revenue growth of 45% over FY21-24E. 
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Exhibit 2: Growth of luggage players  Exhibit 3: Market share 

  
Source: Company, MNCL Research Source: Company, MNCL Research 

Complete product offering  

The company's diversified and multiple product offerings cater to all possible customer segments 
(school, teenager/college students and adults) and are suitable for all occasions (daily use, leisure, work, 
business/family travel).  

Post the acquisition of a majority stake by the new promoter, the product portfolio has been revamped 
to suit the changing customer needs. 

Exhibit 4: Product offering  

Product category Growth driver 

Soft Luggage Focus on stronger design aesthetics with youthful construction and color 

Hard Luggage 
Innovative product designs and faster rollout of new designs in the market due to in-house 
capabilities 

Backpacks/ School bags Fastest growing category – expect strong recovery with schools and colleges reopening 

Source: Company, MNCL Research 

Safari has been a beneficiary of a notable downtrading in the luggage industry as consumers' 
preferences shift to value products where Safari is well-placed vis-a-vis premium brands. Further, 
market share gains have also come at the expense of unorganized players that are struggling due to 
small-scale operations, liquidity crunch given the disruptions in the supply chain, and inability to pass 
on RM price increases. In our view, a shift from unorganized to organized players will benefit branded 
players like Safari in the long term. moreover, within the organised segment, Safari is cementing its 
position as a fast-growing player. 
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Countering supply chain hurdles  

Over the years China had become the biggest source of soft luggage globally. Given the labour-intensive 
nature of the product, China provided an economically viable solution for most of the companies. 
However, in the last couple of years, labour cost inflation coupled with higher import duty had started 
putting pressure on the company.  

Similarly, for hard luggage, the company was manufacturing products using Polycarbonate (PC) raw 
material. However, its prices have increased multifold creating a problem for manufactures in India. 

Hence, in order to mitigate this, the company is doubling its capacity at Halol by focusing more on 
Polypropylene, where prices have not seen a drastic increase (cost ratio is 1:3, favoring 
Polypropylene).  

Additionally, PC luggage, which is trendier and has higher gross margins, lower working capital 
requirements given in-house production. 

Further, the company is looking to move away from China, and increase sourcing for soft luggage from 
vendors based in Bangladesh and India. Safari expects the company’s dependence on China to remain 
low at 5-10%. 

The company's better sales mix, cost rationalization measures and improved sourcing of products 
along with operating leverage will provide support to margins despite higher competitive intensity in 
the mass segment. 

Advantages of moving to vendors based in Bangladesh and India 

 Labour cost arbitrage: Labour cost in Bangladesh is ~1/3 of China, a clear cost-saving. Further, 
minimum wages in Bangladesh are hiked only after every five years. Thus, there is a significant 
advantage in shifting vendor bases to Bangladesh for soft luggage manufacturing. 

 Import duty advantage: NIL import duty on luggage imported from Bangladesh as compared to 15% 
duty on Chinese imports of luggage; a direct cost-benefit. 

 In terms of costing, Bangladesh remains the cheapest, followed by India and then China.  

 Improved bargaining power with Chinese vendors. 
 

Exhibit 5: Margin profile  

 
Source: MNCL 
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Exhibit 6: Return Ratios 

 
Source: MNCL 

 

Exhibit 7: Improvement in working capital  

 
Source: MNCL 
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Exhibit 8: Supply chain snapshot 

 
Source: Company, MNCL Research 
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Distribution channel enhancement  
The company has a multi-channel distribution network covering CSD, Modern Trade, MBO, EBO, E‐
Commerce, Institutional, Original Equipment (OE) and Exports with close to 9,300 points.  

With moderating real estate prices in metros, the company will be setting up EBOs going forward. The 
company will continue to focus on e-commerce channels whose share in the revenue mix is likely to 
increase going forward. The Canteen Stores Department (CSD) segment has remained muted for the 
last five-six years owing to alleged pilferages in the channel. 

Exhibit 9: Channel Strategy 

 
Source: Company, MNCL Research 

 Safari reaches >9,300 customer touchpoints across diverse channels like Hypermarkets, E-
commerce, MBO, EBO, CSD, and Institutional. 

 E-commerce witnessed the strongest uptick in 2HFY21 due to the demand shift to online purchases 
during the pandemic time. The company is the market leader in the e-commerce segment and 
expects the strong growth momentum to continue.  

 

 

 

 

 

 

 

 

•Focus on building strong presence across existing horizontal E-Commerce platfrom

•Strong advertising investments on digital both on‐platform and social media to drive 
consumer acquisition and brand recognition

E-commerce 

•Higher penetration by increasing counters where Safari is present coupled with channel 
growth

•Adding sales promoters to high performing stores
Modern Trade

•Increasing throughput by adding sales promoters, promotion initiativesCSDs & CPCs

•Ramping up dealer and distributor network

•Strategically converting select MBOs into EBOs through asset light arrangements
MBOs

•Fresh roll‐out of EBOs to amplify growth from the channel 

•Focus on strategically locating stores in high footfall areas

•Focus on key institutional accounts

EBOs and Instituational
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Safari in a sweet spot in a large oligopoly market  

 The overall luggage industry is valued at close to Rs9, 500cr, which was largely dominated by 
unorganized players (close to 58% of the market), however, with the onset of GST, the share of 
organized players has increased. 

 The share of organized players has increased from ~30% in 2010 to ~43% in 2019. The share of 
organized players is expected to increase further with the reducing price gap between the organized 
and unorganised players post implementation of GST. The organized luggage market is oligopolistic 
with VIP, Samsonite and Safari comprising 90% of the organized luggage market. 

 

Exhibit 10: What makes the luggage industry oligopolistic in nature?  

 
Source: MNCL 

 

Exhibit 11: Porters 5 force analysis of the luggage industry  

Key Points Details  Conclusion 

The threat of new entrant  
Inventory management is a challenge 
Supply chain management - Sourcing the right product could be a task 
Brand Loyalty 

Low threat 

Substitution threat  
The utility value of luggage/bag cannot be substituted by any other product 
Luggage/bag a mandatory accompaniment during travel 

Low threat 

Competitive intensity 
Largely from organized players 
The large presence of unorganized players 
Higher discount to gain market share 

High competitive intensity 

Buyers’ bargaining power 
Multiple SKUs /brands across the price-value chain significantly lowers buyer's ability to drive 
prices 
Perception of luggage as a 'fashion statement' instead of a 'utilitarian product' 

Low bargaining power 

Suppliers’ bargaining power 
 The massive scale of Chinese operations makes China sourcing a tough task for new/small scale 
players 

High bargaining power 

Source: MNCL 
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managment 
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Multiple factors benfiting organized players 

Organized luggage industry players have started growing in stature with the share improving from 
almost ~30% in FY10 to close to 43% currently; we look at some of the major reasons for this growth 
and which we expect to continue. 

 GST boom: Unorganized players largely dominated the bags & luggage market earlier. However, 
issues of under-invoicing and non-payment of sales tax have significantly reduced post 
implementation of GST. This has led to a reduction in the price gap between the organized and 
unorganized players’ offerings, thereby creating a level playing field. 

 Better services: Organized players pride themselves on their after-sales services, unorganized 
players cannot match up to schemes like lifetime warranty, etc. 

 Increase in per capita income: Consumers today view bags as 'fashion statements' instead of 
'utilitarian products', which is due to the increased spending capacity of consumers, aiding the 
demand for products from organized players. 

Exhibit 12: Growth of organized players Exhibit 13: Market share between organized players            

  
Source: Company, MNCL Research Source: Company, MNCL Research 

Why Safari? 

 The company is the fastest-growing luggage player in India (pre-covid) with a strong focus on the 
mass segment, where the company has a massive advantage over other peers.  

 The company is going to be the biggest beneficiary of the shift from an unorganized to organized 
segment. GST, Demonization and Covid have impacted unorganized players and we expect the trend 
to shift towards the organized players will continue. 

 We currently see a lot of downtrading by consumers coupled with a focus on the value of end 
products. This trend is likely to continue going forward. 

 Genie and Genius (bagpacks) could become growth drivers over the medium term with recovering 
backpacks business. 

 The company has undertaken expansion of capacities at Halol and is investing to build back-end 
capabilities. These efforts are likely to prove beneficial when normalcy resumes and demand 
stabilizes. 

 Safari will continue to stay as a mass/economy brand and will not become a premium/super-
premium brand. However, the company is focusing to make it more aspirational for its target 
audience. 

 The company will largely focus on the “Safari” brand. The target is to increase realization by offering 
better products in mass the segment.  
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Exhibit 14: Brand Positioning  

Price value Price range Competitive intensity Peer positioning 

Premium ~Rs8,000 Moderate Samsonite - Market Leader 

Economy/value Rs4,000-6,000 Moderate VIP - Market Leader 

Mass Below Rs4,000 High - driven by shift from unorganized to organized Safari - Market Leader 

Source: MNCL 

 

Exhibit 15:  Brand positioning  

Category Price Range Brands FY19 Brand FY24E 

Premium ~Rs. 8000 

  

Economy/value ~Rs.4000-6000 

  

 
 

  

Mass Below Rs.4000 

 

 

  

Source: MNCL 

Though we expect Safari to stay as a mass/economy, the company is focusing to make it more 

aspirational for its target audience. 

 

Exhibit 16: Peer comparison  

Operating parameter VIP Industries 
Safari Industries 
(India) 

Samsonite South Asia Pvt. Ltd. 

Organized market share 45% 18% 36% 

Key brand portfolio 
Alfa, Aristocrat, Caprese, Carlton, Skybags, 
VIP 

Safari 
American Tourister, Kamiliant, 
Samsonite 

Major product categories Luggage, Backpacks & Ladies Handbags Luggage, & Backpacks 
Luggage, & Backpacks & Ladies 
Handbags 

Market dominance Economy/Mid-Premium segment Mass segment Premium segment 

Touch points >10,000 >9,800 >4,000 

Key region Evenly distributed across India Pan India South India 

Manufacturing capacity 
location 

Nashik, Maharashtra, Haridwar Halol, Gujarat Nashik, Maharashtra 

Operations outside in India Bangladesh Vendor outsourcing Vendor outsourcing 

Source: MNCL 
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Channel checks 
To make better sense of demand conditions, we visited Safari's store to understand the demand scenario 
and consumer mindset. 

 Demand for products is better than pre-Covid levels, with sales up almost 2x 

 A lot of consumers are attracted to Safari's price range and quality of products 

 60% of customers are existing customers who are looking to upgrade but within a similar price range 

 Could see a clear shift from unorganized players to organized players  

 Backpack sales have been very encouraging with schools and colleges reopening slowly 

 Consumers are looking for more fashionable products; luggage is more of lifestyle product now  
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Other industry growth drivers  
The fortunes of the luggage industry are largely linked to the growth in air traffic (among others). 
Given that a strong growth momentum was seen in the air traffic, we are confident that growth in the 
luggage industry will be correspondingly encouraging. 

Exhibit 17: Air traffic growth 

 
Source: ICRA 

 In line with the onset of Covid 2.0, MoCA had reduced the permissible capacity deployment of 
airlines to 50% of pre-Covid levels with effect from June 01, 2021, due to the resurgence of the 
second wave of Covid-19.  

 The permissible capacity deployment was gradually increased to 65% from July 5, 2021, further to 
72.5% from August 12, 2021, and stood at 85% effective from September 18, 2021. The capacity 
deployment for September 2021 was around 54%, higher than September 2020 (~61,000 
departures in September 2021 against 39,628 departures in September 2020). On a sequential 
basis, the number of departures in September 2021 was higher by around 6%, as Covid-19 infections 
demonstrated a downward trajectory. 

 In 2QFY22, we note a sharp recovery in occupancy for flights to leisure destinations. The industry 
should continue the current recovery trajectory of 2QFY22, led by (1) progress in the vaccination 
drive, (2) increased leisure travel amid the ongoing festive season and upcoming wedding season, 
(3) sporting events, (4) seafarers, and (5) growing staycations. We also note green shoots in 
corporate travel and MICE events. Foreign leisure travel, however, is unlikely to recover to the pre-
covid level before the end of 1QFY23. 
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Our view 
Safari Industries is one of the fastest growing luggage companies in India with sales growing over ~26% 
over FY14-20. The company’s fortune has changed post the taker over by Mr Jatia in 2012 and a more 
collaborated approach is being adopted by the company.  

Earlier, the company was a mere spectator in the luggage industry with a market share of around 2%, 
which now stands at a healthy 18% (pre-pandemic).  

While the luggage industry was earlier heavily skewed towards unorganized players, GST and 
Demonetization have made a more level playing field for organized players. Further, unorganized players 
largely import products from China and have very little/no manufacturing capabilities. Non-viability of 
imports (China) due to rising freight costs coupled with GST related hurdles has largely eliminated 
unorganized players from the luggage market.  

Safari has emerged as the largest beneficiary of demand transition from unorganized to organized 
players led by GST implementation. With Covid-19 induced disruptions in the near term, mass/entry-
level size is expected to grow faster than other categories. 

Additionally, during the pandemic the company has focused on addressing supply chain constraints with 
an increase in commodity prices and freight costs. The company is increasing its manufacturing 
capabilities using Polycarbonate as its main raw material against Polypropylene, where prices have 
increased drastically (cost ratio is 1:3, favoring Polypropylene). Further, the company has tied up with 
vendors in Bangladesh and India, thereby reducing dependence on China. In the long run, the company 
may look at setting up a plant in India for soft luggage.  

The luggage industry has shown signs of revival and we expect recovery to be fastest in coming months 
given the massive vaccination drive being undertaken. We believe Safari is well-positioned to capture 
growth with the mass segment and is expected to outperform given the factors discussed above. We 
expect the company to post revenue growth of 10% over FY20-24E while operating margins are expected 
to improve close to 150bps over the same period to 13%. We project the company to post an EBITDA 
and PAT growth of 13% and 16%, respectively over the same period.  We continue to remain bullish on 
the prospects of the luggage industry.  

At CMP of Rs803, the stock is trading at 40x FY23E and 33x FY24E estimates. Safari has been growing 
higher than industry growth driving superior valuations. Over the last three years (2018-20), the stock 
has traded at a mean PE multiple of 55x. We believe the company to continue its superior growth rate 
led by factors including higher growth in the mass segment, market share gain from 
unbranded/unorganised players and limited efforts to premiumize the brand. We value the stock at 42x  
SEPT 23 EPS and arrive at a fair value in the range of Rs980-1,100. Note that it is very common for 
valuations to look seemingly “high” in upturn or recovery situations, because operating leverage due 
to even small incremental sales can be very substantial. 

Exhibit 18: Financials  

(Rs mn) FY19 FY20 FY21 FY22E FY23E FY24E 
CAGR/Avg - 

FY20-24E 

Revenue                5,777                 6,859                 3,280                 5,945                 7,642                 9,934  10% 

EBITDA 524 720 -60 480 874 1192 13% 

PAT 272 307 -209 163 452 552 16% 

ROE - % 14% 13% NM 6% 13% 14%  

ROCE - % 17% 16% NM 7% 17% 22%  

P/E (x)                   66.1                    58.6  NM                110.4                    39.8                    32.6    

Source: MNCL Estimates  
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Disclaimer: Monarch Networth Capital Limited (hereinafter MNCL), a publically listed company, is engaged in services of retail broking, credits, portfolio management 
and marketing investment products including mutual funds, life & general insurance and as such prepares and shares research data and reports periodically with 
clients, investors, stake holders and general public in compliance with Securities and Exchange Board of India Act, 1992, Securities And Exchange Board Of India 
(Research Analysts) Regulations, 2014 and/or any other applicable directives, instructions or guidelines issued by the Regulators from time to time.  

Research report is a written or electronic communication that includes research analysis, research recommendation or an opinion concerning securities or public 
offer, providing a basis for investment decisions. The views expressed therein are based solely on information available publicly/internal data/other reliable sources 
believed to be true. The information is provided merely as a complementary service and do not constitute an offer, solicitation for the purchase or sale of any 
financial instruments, inducement, promise, guarantee, warranty, or as an official confirmation of any transactions or contract of any kind.  

Research data and reports published/ emailed/ text messaged via Short Messaging Services, Online Messengers, WhatsApp etc/transmitted through mobile 
application/s, including but not limited to FLIP™, Video Widget, telephony networks, print or electronic media and or those made available/uploaded on social 
networking sites (e.g. Facebook, Twitter, LinkedIn etc) by MNCL or those recommendation or offers or opinions concerning securities or public offer which are 
expressed as and during the course of “Public Appearance” are for informational purposes only. The reports are provided for assistance and are not intended to be 
and must not alone be taken as the basis for an investment decision. The user assumes the entire risk of any use made of this information. Though disseminated to 
clients simultaneously, not all clients may receive the reports at the same time. MNCL will not treat recipients as clients by virtue of their receiving this report.  

The reports include projections, forecasts and other predictive statements which represent MNCL’s assumptions and expectations in the light of currently available 
information. These projections and forecasts are based on industry trends, circumstances and factors which involve risks, variables and uncertainties. The actual 
performance of the companies represented in the report may vary from those projected. The projections and forecasts described in this report should be evaluated 
keeping in mind the fact that these-  

 are based on estimates and assumptions  

 are subject to significant uncertainties and contingencies  

 will vary from actual results and such variations may increase over a period 

 are not scientifically proven to guarantee certain intended results  

 are not published as a warranty and do not carry any evidentiary value.  

 are not based on certain generally accepted accounting principles  

 are not to be relied on in contractual, legal or tax advice.  

Prospective investors and others are cautioned that any forward-looking statements are not predictions and may be subject to change without notice. Reports based 
on technical analysis is focused on studying charts of a stock's price movement and trading volume, as opposed to focusing on a company's fundamentals and as 
such, may not match with a report on a company's fundamentals.  

Though we review the research reports for any untrue statements of material facts or any false or misleading information,we do not represent that it is accurate or 
complete and it should not be relied on in connection with a commitment or contract whatsoever. Because of the possibility of human, technical or mechanical error 
by our sources of transmission of Reports/Data, we do not guarantee the accuracy, adequacy, completeness or availability of any information and are not to be held 
responsible for any errors or omissions or for the results obtained from the use of such information. MNCL and/or its Affiliates and its officers, directors and 
employees including the analysts/authors shall not be in any way responsible for any indirect, special or consequential damages that may arise to any person from 
any inadvertent error in the information contained in the reports nor do they take guarantee or assume liability for any omissions of the information contained 
therein. Information contained therein cannot be the basis for any claim, demand or cause of action. These data, reports and information do not constitute scientific 
publication and do not carry any evidentiary value whatsoever.  

The reports are not for public distribution. Reproduction or dissemination, directly or indirectly, of research data and reports of MNCL in any form is prohibited 
except with the written permission of MNCL. Persons into whose possession the reports may come are required to observe these restrictions. Opinions expressed 
therein are our current opinion as of the date appearing on the report only. Data may be subject to update and correction without notice. While we endeavour to 
update on a reasonable basis the information discussed in the reports, there may be regulatory, compliance, or other reasons that prevent us from doing so.  

The reports do not take into account the particular investment objectives, financial situations, risk profile or needs of individual clients. The user assumes the entire 
risk of any use made of this information. Each recipient of the reports should make such investigation as deemed necessary to arrive at an independent evaluation 
of an investment in the securities of companies referred to in such reports (including the merits and risks involved).  

Certain transactions - futures, options and other derivatives as well as non-investment grade securities - involve substantial risks and are not suitable for all investors. 
Investors may lose his/her entire investment under certain market conditions. Before acting on any advice or recommendation in this material, investors should 
consider whether it is suitable for their particular circumstances and, if necessary, seek professional advice. The price and value of investments referred to in research 
reports and the income from them may fluctuate. Transaction costs may be significant in option strategies calling for multiple purchase and sales of options. Foreign 
currencies denominated securities are subject to fluctuations in exchange rates that could have an adverse effect on the value or price of or income derived from 
the investment. Investors in securities such as ADRs, the value of which are influenced by foreign currencies effectively assume currency risk.  

The recommendations in the reports are based on 12-month horizon, unless otherwise specified. The investment ratings are on absolute positive/negative return 
basis. It is possible that due to volatile price fluctuation in the near to medium term, there could be a temporary mismatch to rating. For reasons of 
valuations/return/lack of clarity/event we may revisit rating at appropriate time. The stocks always carry the risk of being upgraded to buy or downgraded to a hold, 
reduce or sell. The opinions expressed in the reports are subject to change, but we have no obligation to tell our clients when our opinions or recommendations 
change. The reports are non-inclusive and do not consider all the information that the recipients may consider material to investments. The reports are issued by 
MNCL without any liability/undertaking/commitment on the part of itself or any of its entities.  

Recipients of the research reports should assume that entities of MNCL may receive commission, brokerage, fees or other compensation from the company or 
companies that are the subject of the reports. We and our affiliates, officers, directors, and employees, including persons involved in the preparation or issuance of 
reports/data/material, may, from time to time have 'long' or 'short' positions in, act as principal in, and buy or sell the securities thereof of companies mentioned 
therein or be engaged in any other transaction involving such securities and earn brokerage or other compensation or act as market maker in the financial instruments 
of the company/ies discussed therein or act as advisor or lender/borrower to such company/ies or have other potential conflicts of interests with respect to any 
recommendation and related information and opinions.  
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We further undertake that-  

 No disciplinary action has been taken against the research analyst or MNCL by any authority in connection with their respective business activity.  

 MNCL, Research analysts, persons reporting to research analysts and their relatives may have financial interests and material conflict of interest in the subject 
company.  

 MNCL, Research analysts, persons reporting to research analysts and their relatives may have actual/beneficial ownership of 1% or more in the subject 
company’s securities, at the month immediately preceding the date of publication of this research report.  

Past performance is not a guide for future performance, future returns are not guaranteed, and investors may suffer losses which may exceed their original capital.  

The securities described herein may not be eligible for sale in all jurisdictions or to all categories of investors. The countries in which the companies mentioned in 
this report are organized may have restrictions on investments, voting rights or dealings in securities by nationals of other countries. 
Distributing/taking/sending/dispatching/transmitting this document in certain foreign jurisdictions may be restricted by law, and persons into whose possession this 
document comes should inform themselves about and observe any such restrictions. Failure to comply with this restriction may constitute a violation of any foreign 
jurisdiction laws.  

The user should consult their own advisors to determine the merits and risks of investment and also read the Risk Disclosure Documents for Capital Markets and 
Derivative Segments as prescribed by Securities and Exchange Board of India before investing in the Indian Markets.  

 

 

 

 

 

 

 

 

 

Analyst holding in stock: NO  

Key to MNCL Investment Rankings  

Buy: Upside by>15%, Accumulate: Upside by 5%to 15%, Hold: Downside/Upside by -5% to +5%, Reduce: Downside by 5% to 15%, Sell: Downside by>15%  

 

Monarch Networth Capital Ltd. (www.MNCLgroup.com)  

Office: - 9th Floor, Atlanta Centre, Sonawala Lane, Opp. UdyogBhavan, Goregaon (E), Mumbai 400 063. Tel No.: 022 30641600 

Safari Industries  

 
Source: Bloomberg, MNCL Research 
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