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Mahindra & Mahindra:
The Federation That
Refused to Die

A comprehensive business case study spanning 80 years of strategic

evolution, from a steel trading operation in Ludhiana to India's most
diversified industrial federation. Coverage period: 1945-2026.
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Origin Story: Steel, Partition, and a Jeep

On 2nd October 1945, two brothers filed
papers for a steel trading company in
Ludhiana, Punjab. J.C. Mahindra, K.C.
Mahindra, and partner Malik Ghulam
Mohammed registered the firm as Mahindra
& Mohammed. The strategic logic was
prosaic: post-war India needed steel and
industrial goods. J.C. Mahindra's

government contacts made trading viable.

Within two years, the company spotted
something more interesting than steel
margins: surplus American jeeps.




The Jeep Pivot That Built an Empire

The CKD Strategy (1947)

The United States flooded the world with surplus Willys-Overland jeeps after WWIL. India's newly
forming army and government agencies needed durable, all-terrain vehicles. M&M secured an
arrangement to import 75 jeeps in "completely knocked down" (CKD) condition — parts in boxes,
assembled locally at Mazagon, Bombay.

This wasn't manufacturing. It was assembly. But it was the beginning of something enormous.
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Partition and the Accidental Brand
Name

1947: India
Partitioned

Malik Ghulam Mohammed left for
Pakistan, where he became the
country's first Finance Minister. The
Mahindra brothers were left with
letterheads reading "M&M".

1948: The Name
Change

Since there were two Mahindras in
the business, the name became
Mahindra & Mahindra — a historical
accident that became an identity.
They couldn't afford to reprint
stationery.

The Harvard
Connection

J.C. Mahindra had studied at Harvard
Business School before
independence — unusually
sophisticated for that era. The
founding philosophy: build
capabilities and wait for India to need

them.
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TIMELINE

Phase 1: The Assembly Era (194 5-1960)

194 5: Founded 1

Mahindra & Mohammed established as steel trading
company. Access to government contracts and industrial

policy relationships. 2 1947: First 75 Jeeps

Assembled at Mazagon. Entered automotive
manufacturing via CKD — low capital, high learning curve.

1954: Technical Collaboration 3

Partnership with Willys-Overland for local manufacture.
Began transition from assembly to actual manufacturing.

2L 1955: Public Listing

Listed on Bombay Stock Exchange. Raised capital for
expansion; created public accountability structure.
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Phase 2:
Diversification and the
Green Revolution

The 1960s brought India’'s Green Revolution — a massive government-
backed push for agricultural mechanisation. M&M formed its Tractor
Division in 1961 through a joint venture with International Harvester. The
timing was strategic brilliance: a new market, government subsidies, no
dominant player, and M&M's existing dealer infrastructure from jeep

distribution already reaching rural India.



ot
Why the Tractor Move Was Strategic Genius

Existing Network

Jeep dealers already served rural India — no new
distribution required

Technology Transfer

International Harvester provided world-class
engineering

Government Support

Green Revolution subsidies reduced customer
financing risk

First-Mover Advantage

No entrenched competitor in the mechanised
farming segment
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Building the Technical Foundation

o1 o2

1961: Tractor Division Formed 1963: ITCI Established

Joint venture with International Harvester captured India's International Tractor Company of India formalised tractor
Green Revolution demand for mechanised farming. manufacturing with global technology transfer.

o3 o4

1965: Vertical Integration 1983: Market Dominance

Steel Company (MUSCO) formed with Ugine Kuhlmann, France, Became India's largest tractor manufacturer through 20 years of
for speciality steel production. steady market share building.



TIMELINE

Phase 3: Technology and Financial
Ecosystem (1986-2000)

1986: BT Partnership

Mahindra British Telecom formed — first entry into IT services
with captive revenue base

1991: Finance Arm Created

Mahindra Finance established to build rural lending
infrastructure

1994: Federation Structure

Group restructured into sector-based federation with
subsidiary autonomy

1997: Scorpio Vision
Project Scorpio begins — biggest R&D bet in company history
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The British Telecom Deal That Changed

Everything

In 1986, British Telecom needed to reduce IT
costs and decided to outsource back-office
operations to India. M&M's relationship with
BT led to a joint venture that created
Mahindra British Telecom.

Unlike most Indian IT companies that started
as body-shopping operations, M&M got
anchor revenue from day one through a
structured joint venture. This changed the
risk profile entirely — no hustling for clients,
just an institutional client with a long-term
contract.

The template of "anchor client that funds the
buildout” became a model others copied.

Low Effort

High Confidence

o}

Traditional: Cold start, Traditional: High risk,
hunting clients slow revenue build
150 &

M&M BT: De-risked
model, immediate

M&M BT: Anchor client,
guaranteed revenue

Low Confidence

X

scale

High Effort



Phase 4: The SUV
Renaissance (2001-
2010)

The Scorpio launch in 2002 at 5.99 lakh was a watershed moment —
India’s first fully indigenous SUV that transformed M&M's brand positioning
from utility vehicles to lifestyle products. This decade also saw M&M's
ambitious but ultimately failed attempt to enter the passenger car segment

through the Mahindra Renault joint venture.




Phase 5: Global Overreach and Correction (2011~
2020)

2011: SsangYong Acquisition
Paid $463.6 million for Korean automaker. Intended as global SUV ambition;
became a decade-long capital destruction exercise.

2014: Renault JV Wound Down

Exited failed passenger car experiment. Logan never gained market traction in
India.

2018: XUV300 Launched

5-star safety rated compact SUV showed M&M's product quality improving
significantly.

2020: The Turning Point

SsangYong files for bankruptcy; new Thar launched. Two ends of spectrum: one
failure exited, one icon relaunched.

‘?(
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Phase 6: The
Professional CEO Era

(2021-Present)

April 2021 marked a historic transition: Anish Shah became M&M's first non-
family Managing Director & CEO. The IIT-IIM-Wharton alumnus with 14 years
at GE Capital brought a ruthless capital discipline that would reshape the
entire group. Within 18 months, he exited 15 businesses and instituted an
18% ROE threshold as the price of admission for every subsidiary.
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The Transformation: 2021-2026
15 18% 19%

Businesses Exited ROE Threshold SUV Market Share
In 18 months post-2021. Capital Every business must demonstrate path Rose from 7% (2020) to 19%+ by 20283.
Allocation 2.0 ruthlessly enforced. to this return target. Product renaissance complete.

The transformation wasn't just about exits. FY25 revenue reached 2159,211 crore, with profit up 48.5% in Q4 FY26. The Born Electric
EV arm (MEAL) launched BE 6 and XEV 9e, making M&M India's #2 EV maker by volume.

By 2026, M&M achieved 20.8% ROE — exceeding its own ambitious target — and ROCE of 15.4%. The federation model finally
proved itself.



BUSINESS MODEL

The Federation Model: How MI&M Is
Actually Built

Mahindra & Mahindra is not a conglomerate in the traditional sense. It is — in Anand Mahindra’'s words — a "federation of
companies”. This distinction is profound and explains both M&M's resilience and its valuation challenges.

et



Federation vs Traditional Conglomerate ot

TRADITIONAL M&M
CONGLOMERATE FEDERATION

The Accountability Mechanism

The federation works because of strict performance contracts. Under Anish Shah's framework, every
business unit must demonstrate a path to 18% Return on Equity within a defined timeframe. Those that
cannot are exited.

This threshold replaced the previous culture of tolerating underperformance in the name of strategic
optionality. The result: 15 exits in 18 months, including SsangYong, Sampo, and multiple underperforming
entities.

CENTRALISED CAPITAL, PARENT
MICROMANAGES, SUBSIDIARIES INDEPENDENT P&L, OWN BOARDS,
REPORT UPWARD, EXTERNAL CAPITAL ACCESS,
UNIFIED COMMAND AUTONOMOUS OPERATIONS




What Makes the Federation Work

Subsidiary
Independence

Each business operates as an
independent enterprise with its own CEQ,
P&L, board, and critically — access to
external capital without parent approval
for every deal.

Performance Discipline

18% ROE threshold is non-negotiable.
Businesses that cannot demonstrate a
credible path within defined timelines are

exited, not subsidised.

Separate Listings

Tech Mahindra, Mahindra Finance,
Mahindra Logistics, and Mahindra
Lifespaces are all separately listed,
attracting external investors
independently.

potT
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The Paradox of Low Promoter Holding

An Unusual Ownership Structure

Anand Mahindra's family holds only ~18—-19% of M&M as of

2025. This is remarkably low for a founding-family Indian
FPIs/Flls - 38.53%

conglomerate. Tata family holds more through Tata Sons'
& DlIs (Mutual Funds + Insurance) - 26.28%

structure; the Birlas hold significantly more in their companies.
& Promoters (Mahindra Family) - 18.44%

The low promoter stake means M&M is essentially controlled B Retail & Others - 16.75%

by institutional investors: FPIs hold 38-40%, Dlls hold 26%
(including LIC at ~8.4%).




The Governance Advantage

"M&M has to perform for institutional shareholders every quarter in a way that Tata Sons — a private holding company — does

not. This creates governance pressure that most Indian family-owned businesses simply do not face.”

Anand Mahindra has said the model is deliberately transparent: "As long as the subsidiaries grow like weeds and the discount on
the flagship company comes down, | will know that the model is working."

et



CHALLENGE
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The Conglomerate Discount Problem

Because M&M is a conglomerate with businesses trading on
different multiples — Auto (cyclical, ~15-17x PE), Farm
Equipment (seasonal, ~18—20x), Tech Mahindra (IT, ~25-30x
PE), Finance (NBFC, ~1.5—2x P/B) — the consolidated entity
typically trades at a discount to the sum of its parts.

Analysts estimate M&M's SOTP valuation should be 15-25%
higher than its market cap. The discount exists because
investors worry about capital misallocation — the parent could
bail out a failing subsidiary using cash from high-performing
ones.

Closing the Gap

Anish Shah's Capital Allocation 2.0 framework is explicitly
designed to close this gap by proving that no cross-
subsidisation occurs. Every business stands on its own

financial merit.
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Leacdership Structure: The Transition

Anand G.
Mahindra

Non-Executive Chairman.

Grandson of founder J.C.
Mahindra. Harvard MBA.
Chairman since 2012;
stepped back from
operational role in 2021.

Dr Anish Shah

Group CEO & MD. IIT
Bombay + [IM Ahmedabad
+ Wharton. 14 years at GE
Capital. First non-family
CEO in M&M's 79-year
history.

Rajesh
Jejurikar

Executive Director & CEO
(Auto & Farm). Long-
serving M&M leader and
former tractor business
head driving operational
excellence.



SEVEN VERTICALS

Business Portfolio: The Seven Pillars

M&M operates across seven distinct business verticals, each with its own financial profile, market dynamics, and strategic

importance. Understanding these segments is critical to understanding M&M's value creation — and its risks.



Vertical 1: Automotive
Segment

SUVs (XUV700, Scorpio-N, Thar), Light Commercial Vehicles, electric
vehicles (BE 6, XEV 9¢, XEV 9S), three-wheelers, and the Born Electric EV
arm (MEAL). This is M&M's most visible business and the one that defines
the brand for most consumers.
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Automotive: Financial Performance
FY25

FY24 (% crore) ® FY25 (64 crore) The suv Domi“a“ce story

100k
M&M's SUV revenue market share rose from 7% in 2020 to

25.3% by FY26. This wasn't organic drift — it was deliberate
product decisions.

50k

The Thar relaunch (2020), XUV700 (2021), Scorpio-N (2022),
and Born Electric lineup created a product ladder spanning 211
lakh to 230+ lakh. Every price point contested.

] 3
Revenue Segment Profit e Q4 FY25 volumes: 253,000 units (+18% YOY)

Metric

e LCV market share: 52.3% (dominant #1)
e EV market share (eSUV): 37.2%



Why Automotive Margins Are
Improving

Qo ™ OE

Product Mix Shift Operational Leverage Localisation

Higher proportion of premium SUVs Fixed cost absorption improving as Increased indigenisation of

(XUV700, Scorpio-N) versus utility volumes scale across common components reduces import

vehicles improves realisation per unit platforms dependency and improves gross
margins

Standalone PBIT margin reached 9.2% in FY25 (up from 8.1% in FY24), with consolidated EBITDA margins in the 12.5-13.5% range.

The delta reflects warranty provisioning and R&D costs for EVs.

et
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Vertical 2: Farm
Equipment - The
Hidden Crown Jewel

Tractors under Mahindra and Swaraj brands, farm implements, and the
Krish-e digital farming platform. M&M is the world's #1 tractor manufacturer
by volume — a Guinness World Record holder that almost nobody talks
about.



Farm Equipment: The Margin
Powerhouse

43.3%

<4

19.4%

India Market Share PBIT Margin Cumulative Sales
FY25 record. Effectively half the market. Q4 FY25 standalone. Double the auto Units sold by 2024. Guinness World
Up 170 bps from prior year. segment's margins. Structural advantage. Record for single-brand tractor sales.

FY25 revenue reached 235,375 crore (+6% YoY) with segment profit of 4,947 crore (+14% YoY). Domestic tractor sales: 407,094
units (+12%).

The real story is margins: 18—19% PBIT consistently, significantly higher than auto. The reasons are structural: less competitive
pricing pressure, enormous dealer pricing power from 43% market share, high-margin aftermarket parts revenue, and a 60-year

dealer network competitors cannot replicate quickly.

potT
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Why Mi&M Owns the Tractor Market

Distribution Density

900+ dealers nationwide. Service a tractor in any district

within 24 hours. No competitor matches this reach.

Total Cost Positioning

Positioned for smallholder farmers who prioritise total cost
of ownership over upfront features. Resale value matters.

Rugged Engineering

Indian farming terrain is harsh. M&M's tractors are
engineered to survive conditions that break foreign
designs.

Brand Trust

Farmer communities are conservative. Once they trust a
brand, they stay. Generational loyalty is real.
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The Swaraj Acquisition: Brand Sensitivity
Pays

When M&M acquired Swaraj Tractors of Punjab
in 1994, the company made an unusual
decision: retain the Swaraj brand name instead
of rebranding to Mahindra.

Swaraj was a well-regarded Punjab brand with
strong farmer loyalty but limited financial
resources. M&M recognised that farmers in
Punjab and Haryana had a cultural attachment
to Swaraj — the name carried regional pride.

This brand sensitivity is rare in M&M's history

and shows market intelligence. Swaraj tractors
still carry the Swaraj name in 2026. The brand
equity was worth preserving.




RISK FACTOR

The Monsoon Dependency Problem

Structural Vulnerability

India’s tractor market is structurally tied to

e the monsoon cycle. A good monsoon drives
farm income, which drives tractor
High Farm Income purchases. A failed monsoon can cause 10—

15% demand decline in a quarter.

M&M partially mitigates this through

— international sales (USA, Africa, Australia),
but ~70% of farm segment revenue remains
India-dependent and monsoon-sensitive.
This is not a bug — it's a feature of serving
Indian agriculture.



Vertical 3: Mahindra
Finance - Rural
India's Invisible Bank

Mahindra & Mahindra Financial Services (MMFSL) is a rural-focused NBFC
that finances vehicles, tractors, SME loans, and housing. It is the largest
NBFC for tractor financing in India, with AUM exceeding 21,00,000 crore by
FY25.
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The Rural NBFC Thesis

Mahindra Finance was founded in 1991 to solve a specific The Structural Advantages
problem: formal banks did not lend to rural India’s first-time

No bank competition in rural geographies

vehicle buyers.

M&M vehicle financing created captive demand

A farmer wanting to buy a tractor or Bolero had no credit

) . M&M vehicles as collateral had known resale values
history, lived far from bank branches, and earned seasonal

income difficult to document. MMFSL built its entire business Collections built around agricultural cycles, not fixed EMI

model around exactly this customer. dates
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Mahindra Finance: AUNM Composition

Passenger Vehicles - 40%

Commercial Vehicles & Construction - 22%
% Pre-owned Vehicles - 13%
N Tractors - 12%
N SME & Others - 9%

N Rural Housing (MRHFL) - 4%

FY25 Performance
Revenue: 218,296 crore (+17% YoY)
Segment Profit: 3,002 crore (+17% YoY)
AUM: >21,00,000 crore

Gross Stage 3 Assets (NPA): <4%
Capital Adequacy: 18.3%

The captive flywheel works: a farmer financing a Mahindra
tractor with Mahindra Finance is likely to return for the next
purchase — brand, product, and financing integrated.



TURNAROUND STORY

The NPA Challenge and Recovery

2021: COVID Impact

Delta wave devastated rural income. Stage 3 assets rose
sharply. Agricultural lockdowns prevented labour
movement.

2025: Capital Raise

23,000 crore rights issue strengthened capital adequacy
to 18.3%. Balance sheet fortified.

1

2022-2023: Overhaul

Deployed Al-based early warning systems. Shifted to
product-based collection teams. Digitised field
collections.

FY25: Recovery Complete

Stage 3 assets below 4%. Net profit up 33% in FY25.
Turnaround validated by market.
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Vertical 4: Tech
Mahindra - Crisis,
Turnaround, Identity

India's fifth-largest IT services company by revenue. Provides technology

consulting, digital transformation, Al/analytics, network services, cloud, and
engineering to ~1,100 clients across 90+ countries. 147,000+ employees.
Born from the BT partnership, now fighting to prove it can thrive beyond

telecom.



Tech Mahindra: The Near-Death
Experience

EBIT Margin (%)

FY22

Q2 FY23

Q4 FY23

Q2FY24
Period

110

; : : )
Q4FY24  Q2FY25  Q3FY26

What Went Wrong

When Mohit Joshi took over as CEO in December 2023, Tech
Mahindra was in genuine distress. A major US client had gone
bankrupt. Several large projects concluded simultaneously.
EBIT margins collapsed from 11.2% to 6.8%, with analyst
projections suggesting they could fall to 4.7%.

The company had an over-supply of expensive middle-layer
management that wasn't client-facing, and was still over-
indexed to telecommunications — its birth sector and its

structural vulnerability.



Vision 2027: The Restructuring

Blueprint

Six SBUs Created

Manufacturing IT, BFSI, Healthcare, Hi-Tech,
Communications, Enterprise Services. Each runs as P&L
entity with own leadership.

Billing Rate Discipline

New deals won only at rates that improve overall margin
profile. Growth won't come at cost of profitability.

Project Fortius

Internal efficiency program — reduce non-billable time,
automate back-office, renegotiate vendor contracts.

AI Integration

150,000+ employees upskilled in Al tools. Won $500M deal
in Q3 FY26 partially on Al capabilities.

et
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Tech Mahindra: The Turnaround

Scorecard

Q3 FY26 Results
Revenue: 214,393 crore (+8.3% YoY)
EBITDA: 2,366 crore (+30.8% YoY)
EBITDA Margin: 16% (+200 bps)
PAT: 21,119 crore (+13.1% YoY)

Nine consecutive quarters of margin
expansion from the trough. The market
has noticed.

Crisis
Margins 6.8%, client

losses, structural
issues

HA

%

Restructurin
9

SBUs formed, costs
cut, Al upskilling

Recovery

16% margins, deals
+95%, nine quarters
growth

&
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The Remaining Challenge: Growth vs
Margins

"Can Tech Mahindra grow revenue significantly while expanding margins? The two objectives usually conflict in IT services —
growth often requires investment in delivery capacity and sales. The market will watch FY27 deal wins closely.”

The company's 25-30% revenue concentration in telecommunications clients remains a structural risk. Telecom capex globally is
declining as 5G rollouts mature. Vision 2027 is desighed to diversify beyond this anchor — but the anchor still holds significant

weight.



Vertical 5: Industrial Businesses &
Consumer Services

This segment consolidates several non-core verticals: Mahindra Logistics (third-party logistics, 55% M&M-owned, separately
listed), Mahindra Lifespaces (real estate development), and Club Mahindra (India's largest holiday membership/timeshare
company with 260,000+ members).

potT
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Industrial & Consumer Services: The
Details

Mahindra Logistics Mahindra Lifespaces Club Mahindra
Third-party logistics for automotive, e- Real estate development focused on India’s largest holiday membership
commerce, and FMCG. FY25 revenue affordable and mid-income housing company. Members buy 25-year

~25,500-6,000 crore. Thin margins due across Mumbai, Pune, Chennai, Bengaluru. memberships (one week/year).

to asset-heavy model. Mahindra Last Mile  Not a major P&L contributor; strategic ~260,000+ members. Generates
Mobility (electric three-wheelers) holds importance is land-bank monetisation. annuity-like cash flows. Low capital
42.9% e-3W market share. requirements after initial resort buildout.

Q4 FY25 consolidated revenue: 25,087 crore (+10% YoY). Segment profit: €712 crore (+8% YoY).



Vertical 6: Defence &
Aerospace - The
Silent Vertical

Mahindra Defence Systems (MDS) — a wholly owned subsidiary — designs
and manufactures armoured tactical vehicles, specialist military vehicles,
and integrated systems for the Indian Army, Navy, and Air Force. Small
today, strategically positioned for India's defence indigenisation wave.




Defence: The Armado Breakthrough

31,056 Crore Contract
(2021)

1,300 Light Strike Vehicles (LSV) / Armado
armoured tactical vehicles for Indian Army
— first major private-sector armoured

vehicle contract in Indian defence history.

Ballistic protection B7, Stanag Level Il. 120+
km/h top speed. 1-tonne payload. Multiple

weapons configurations. Deliveries began
June 2023. Featured prominently in Republic
Day 2024 parade.

Additional 22,700 crore contract secured
for Scorpio Pik-Up vehicles for Armed
Forces in 2025.
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Why Defence Will Grow

(o k | o2
Atmanirbhar Bharat Policy M&M's Competitive Edge
Government mandated increasing procurement from Indian Existing manufacturing infrastructure (Nashik plants), decades

private sector. "Positive indigenisation lists" prohibit imports of of army relationships from utility vehicles, and full IP ownership

specified items. of Armado design.

o3 o4

Budget Tailwind Cross-Platform Synergy

India's defence budget is £6,22,000+ crore in FY26. Private Scorpio platform used in both commercial and military variants,
sector procurement share is mandated to increase. sharing supply chain and reducing unit economics.

The segment is small now but positioned to be a significant revenue contributor by 2030. As India’s defence procurement grows
to $130 billion over the next decade, MDS's early positioning gives it first-mover advantage.
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Vertical 7: Consolidated Group

Snapshot

FY24 B FY25

150

100

) C I

Revenue (% '000 crore) ROE (%) ROCE (%)
Financial Metric

FY25 Highlights

Consolidated revenue: Z1,59,211 crore (+14%)
Q4 FY25 PAT: 23,295 crore (+20%)

Cash generated: ~210,000 crore

Dividend (FY25): 225.3/share (506%)

Dividend (FY26 final): 233/share (660%, +30%)

FY26 acceleration: Q4 revenue +29% YoY, profit +48.5%. The
Born Electric ramp, SUV dominance, and operational leverage
are all visible.



CASE STUDY

The Scorpio Story:
How a600 Crore Bet
Rebuilt a Brand

In the late 1990s, Mahindra & Mahindra was a manufacturer of utility
vehicles — sturdy, reliable, but unglamorous. The Bolero sold to government
departments. The Jeep derivatives sold to rural areas. Urban India did not
buy Mahindra. The company needed a product that could change how India

thought of it.




The Decision to Build Indigenous

Pawan Goenka, who had joined M&M from General Motors'
R&D division in Detroit in 1992, pushed for something unusual:
build a new vehicle entirely from scratch. No Willys. No Renault
engines. No foreign platform. India's own SUV.

The risk was enormous. M&M had never designed a ground-up
vehicle. If the Scorpio failed, the company's financials would
be severely damaged. If it succeeded, it would change M&M's

identity permanently.

The Numbers

Project began: 1997

Team: 120 engineers; average age 27
Development cost: 2550-600 crore
Timeline: 5 years from concept to production
Launch: 20th June 2002 at 5.99 lakh

One-fifth of what a global OEM would spend. Maximum
leverage from system suppliers.
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The System Supplier Innovation

High System Ownership

&

OEM-Centric Design:
OEM defines every

Scorpio Model:
Suppliers design full

High OEM part subsystems Low OEM
Design Design
Control Control

% &

High Internal Load: Low Internal Load:
Large engineering OEM coordinates
teams integration

Low System Ownership

The Breakthrough
Approach

The development used a "system supplier”
model — each major system (powertrain,
interiors, suspension) was designed and
engineered by a single supplier end-to-
end, not to Mahindra's drawings but to
Mahindra's performance specifications.

This dramatically reduced M&M's internal
engineering requirement while
maintaining accountability. Suppliers
competed on complete systems, not
components.
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The Marketing Transformation

Positioning Shift

Before Scorpio, SUVs were marketed
as rough, practical vehicles for bad
roads. Mahindra positioned Scorpio
against sedans — the premium

choice of urban, aspirational India.

Campaign Excellence

Taglines: "Walk into, not crawl into."
"Upwardly mobile life of the rich and
famous.” Scorpio was a lifestyle
statement, not a utility product.

Market Validation

Won Car of the Year (Autocar India,
2003). First SUV to sell to urban
professionals, not just rural buyers or
government agencies.



potT

The Long-Term Impact

"The Scorpio proved that M&M could design world-class products indigenously. It gave the company confidence for every
subsequent product: Bolero (updated), Thar (2020 relaunch), XUV700, and ultimately the Born Electric SUVs."

— Anand Mahindra, describing Scorpio as "the beginning of an entirely new generation of vehicles from Mahindra.”

By 2024, Scorpio-N crossed 100,000 production units since its 2022 relaunch. The original Scorpio — now Scorpio Classic — still
sells. A vehicle built in 2002 has a production line in 2026. That is brand durability.
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The SsangYong
Disaster: A Decade-
Long Mistake

In 2010, M&M announced the acquisition of SsangYong Motor Company for
$463.6 million. SsangYong was South Korea's fifth-largest automaker,
focused on SUVs, and had been through bankruptcy once already. M&M
bought 70% at a price that seemed fair — given SsangYong's distressed

status — but which proved catastrophically optimistic.
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Why M&M Bought SsangYong

Technology Access

SsangYong had SUV platform
engineering that M&M wanted. The
XUV300, launched in 2019, was built
on SsangYong's Tivoli platform.

Global Market Access

SsangYong sold in Europe, Australia,
South America — geographies where
M&M had no brand presence.

Volume Ambition

M&M aspired to become a top-10
global automaker by volume.
SsangYong was the entry ticket.
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The Fundamental Mistakes

1

SsangYong Was Already Broken

It had been through one bankruptcy. Labour relations
were so severe that workers staged a 77-day strike in
2009, burning parts of their own factory. M&M reversed
layoffs and rehired workers — humane, but expensive.

Cultural DNA Didn't Transfer

M&M's frugal engineering, supplier development,
distribution discipline — none translated to a Korean
industrial context with union work practices and
different cost structures.

2

Products Weren't Competitive

Alturas G4 and Rexton failed in India. Globally, SsangYong
competed against Hyundai, Kia, Toyota, VW — with less
technology, smaller scale, weaker brand. Only Tivoli sold
well in South Korea.

Exit Timing Was Too Late

By 2017-18, analysts were saying exit. SsangYong
reported losses in 2017, 2018, and 2341 billion won loss in
2019. M&M continued supporting it. COVID forced
bankruptcy in December 2020.



THE COST

o 2
SsangYong: Capital Destruction at Scale T

2007: 2018 2018:
Financial Increased  Critical
Decline Deficit  Struggle

The Final Exit

@ ° SsangYong was sold to KG Group (South Korean consortium) in January 2022. M&M received effectively nothing meaningful
from the sale.

Total capital destroyed: estimated $600 million—-$1 billion across 12 years, including acquisition cost, capital infusions, and

impairment charges.
—_ﬂ M&M took a 530 crore impairment charge in 2020 — its biggest quarterly loss in 19 years.

%030 CRORE IMPRIRMENT ﬁaléﬂwup

Minimal Recovery

CUMULATIVE CAPITAL DESTRUCTION: $600M-$1B (EST.)
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The Lesson That Changed Everything

"A lot of people tracking the company did not actually believe we would exit this business. We had literally 15 exits in about 18

months. That really set us up for a very different path.”
— Anish Shah, Group CEO & MD

The SsangYong experience directly shaped M&M's ROE-based capital allocation framework that now governs every business unit.
No more tolerance for businesses that cannot earn their cost of capital. The price of admission is 18% ROE with a credible path —

or exit.



potT

STRATEGIC FRAMEWORK

Capital Allocation 2.0:
The Anish Shah
Revolution

When Anish Shah took the role of Group CEO & MD in April 2021, he
inherited a conglomerate that had been the best performer on the NIFTY 50
from 2002 to August 2018 (31% CAGR) — and then significantly
underperformed from 2018 to 2021. The reasons were clear: capital

deployed in businesses that couldn't earn their cost of capital.
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The Framework: One Simple Question

Can you earn

18% ROE?

If yes within a clear timeline - receive capital

If no > exit the business

This framework was made public — a rare commitment in
Indian corporate governance. Targets were announced: 18%
ROE and 15-20% EPS growth annually.

The discipline was ruthless. In 18 months (2021-2022), M&M
exited 15 businesses: SsangYong, Mahindra Genze (US electric
bikes), Sampo (European farm brand), Mitsubishi Mahindra
Agriculture Machinery, and multiple smaller underperforming

entities.
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The Results: Exceeded Targets
20.8% 15.4% 10K

ROE Achieved ROCE Cash Generated (crore)

By FY26. Target was 18%. Exceeded by Return on Capital Employed improved FY25 cash generation. Strong free cash

280 bps. Proof that capital discipline significantly. Operating efficiency visible flow funding both dividends and growth
works. across segments. capex.

Dividend payout increased 55% in one year (FY24->FY25), then another 30% (FY25->FY26). M&M stock returned significantly above
benchmark indices from 2021-2026. The market rewarded the discipline.
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External Capital for EVs: De-Risking the
=1-1.

Capital Allocation 2.0 introduced external
capital for M&M's EV arm — rather than M&M
funding MEAL (Mahindra Electric Automobile
Limited) entirely from internal accruals, it
brought in Temasek (Singapore's sovereign
wealth fund) and British International
Investment (UK's development finance
institution).

This strategic move de-risked M&M's balance
sheet while funding the $1.5 billion EV
buildout. The EV business could access
dedicated capital without straining the
parent's cash flows.
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EV STRATEGY

The EV Bet: INGLO,
Born Electric, and the
Race t0 2030

M&M's previous EV attempts were ICE conversions — taking existing

petrol/diesel platforms and adapting them for electric drivetrains. The
XUV400 was competitive in price but technically compromised. INGLO
changed everything. Announced in 2022, INGLO is a ground-up electric

skateboard architecture optimised specifically for EVs.




The EV Bet

INGLO, Born Electric, and the Race to 2030 — how Mahindra placed a 216,000+ crore wager on India's electric future and what it looks like today.

o1 02 03
INGLO Architecture ProductLaunch Market Share
Ground-up EV skateboard platform BE 6 and XEV 9e lead the charge 37.2% eSUV share in Q4 FY25
o4 05

Platform Pivot Roadmap to 2030

NU_IQ multi-energy strategy Six future EVs in the pipeline



INGLO Architecture -
Built With No
Compromises

INGLO is not an ICE platform adapted for electrification — it is a purpose-built electric
skateboard conceived entirely around battery geometry. The flat battery floor
eliminates the transmission tunnel and driveshaft intrusion that constrain repurposed

platforms, maximising cabin space and lowering the centre of gravity.




INGLO: Key Technical Specifications

Battery Packs Fast Charging

59 kWh or 79 kWh — both fit the same physical footprint, enabling 175 kW peak charging rate. 80% charge in under 30 minutes —
flexible trim variants without platform changes. competitive with global benchmarks from BYD and Hyundai.
Claimed Range Drive Configurations

542 km to 683 km depending on variant and battery configuration — Both RWD and AWD options available. AWD via dual-motor setup —
among the highest claimed ranges in the Indian eSUV segment. targeting performance-oriented buyers alongside family purchasers.

® Powered by MAIA — M&M's proprietary automotive computing platform — enabling over-the-air software updates, remote diagnostics, and
feature unlocks post-purchase.
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The Born Electric Products: BE 6 and XEV

BE 6 — The Sports Coupe SUV XEV 9¢e = The Family Flagship

Performance-oriented design with a fastback roofline. Introductory Larger body, coupe-SUV profile with a practical 663-litre boot.

launch price: 218.90 lakh. Targets younger, urban, design-conscious Introductory launch price: €21.90 lakh. Outsells the BE 6 by a 2:1 ratio —
buyers who want an EV with emotional appeal rather than purely confirming that Indian family buyers prioritise space and practicality over
utilitarian value. pure style.

The XEV 9S was added subsequently as a further variant in the XEV family, broadening the lineup's appeal across price points.
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Market Response: 55,000 EVs and India's #1

eSUV Brand
S5 K

EVs Sold
INGLO lineup units sold between March 2025 and April 2026

9.6%

EV Penetration

Of total M&M auto volumes by Q4 FY26 — rapidly approaching double-digit

mix

37.2%

eSUV Market Share

India's #1 EV SUV brand in Q4 FY25 — ahead of Tata Motors in the SUV
segment

-

EV Rank India

M&M became India's second-largest EV maker by volume, behind only Tata

Motors

© MEAL (M&M's Born Electric arm) reached EBITDA-positive status by Q4 FY25 — a milestone typically not achieved until 100,000+ unit scale in most

EV ventures globally.
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The Capital Commitment:

$1.5 Billion and Strategic
Partners

Equity Partnersin
MEAL

Two sovereign/development finance
institutions have taken equity stakes
in M&M's EV subsidiary:

* Temasek — Singapore's sovereign
wealth fund

e British International Investment
(BII) — UK's development finance
institution

These partnerships de-risk M&M's
balance sheet while lending
international credibility to the INGLO
venture.



The Platform Pivot: NU_IQ and the Multi-
Energy Strategy

In Q4 FY26, M&M announced a significant strategic shift: future models will be built on the NU_IQ multi-energy platform rather than exclusively on
INGLO. NU_IQ is capable of supporting both ICE and EV powertrains from a shared architecture.

"We've found a way to do a born EV on the NU_IQ platform while still doing ICE on the same platform." — M&M Management

Why This Matters What It Doesn't Mlean Capital Efficiency

Shared platform tooling and engineering M&M is not retreating from EVs. INGLO Under Capital Allocation 2.0, every platform
amortised across ICE and EV volumes — vehicles in market continue unchanged. decision is evaluated against ROE
significantly lower R&D cost per platform NU_IQ is an additive strategy that future- thresholds. NU_IQ's dual-capability

versus maintaining two separate proofs the portfolio against slower-than- reduces stranded asset risk if the EV

architectures. expected EV adoption curves. transition timeline shifts.



EV Roadmap to 2030: Six Models in the
Pipeline

2027 - Electric Thar 1

Off-road EV for adventure enthusiasts. Proves EVs can be as
capable as ICE in extreme terrain. Thar brand carries enormous

aspirational equity. o
i i 2 June 2027 - BE.O9 Flagship
Positioned above XEV 9e as M&M's halo EV product. Expected to
push the technology and design ceiling of the INGLO lineup.
Post-2027 - XEV 4e 3

Based on the XUV 3XO platform — a more affordable entry-level EV
targeting the volume segment and first-time EV buyers.

4 Post-2027 - BE.O7 & Vision T SUV

BE.O7 variant expands the BE coupe-SUV family. The Vision T-
derived SUV enters a premium lifestyle positioning above
mainstream.

[JJ The Electric Thar is strategically critical — it reframes the EV narrative from "urban commuter appliance” to "adventure-capable machine,”
addressing the single biggest psychological barrier to EV adoption among Mahindra's core rural and semi-urban customers.



The Anand Mahindra Factor

How a chairman's personal brand became a zero-cost marketing engine — and how he engineered his own succession to ensure continuity without
dependency.



The Chairman as Brand:
Anand Mahindra

The Strategic Stepping Back

Anand Mahindra's November 2021 transition to
Non-Executive Chairman was not retirement — it
was a deliberate governance move. By stepping
back from operational decisions, he freed Anish
Shah to build his own leadership identity without
the shadow of the founding family hovering over
day-to-day choices.

The move also demonstrated a rare quality in
family-controlled businesses: the ability to put
institutional longevity above personal control.




Twitter/X as a Zero-Cost Brand Engine

11 Million+ Followers

Anand Mahindra's X account reaches a larger audience than most Indian
automotive advertising campaigns — at zero media cost to M&M.

Public Complaint Response

Anand publicly responds to customer criticism and product feedback on
X. This is deliberate brand strategy — not personality. It signals
accountability at the top, which travels down the organisation.

User-Generated Content Amplified

Thar river-fording videos, XUV700 crash-survivor stories, off-road
adventures — Anand shares these as authentic proof-points that no PR
agency could manufacture.

Viral Credibility

A single Thar waterfall video reaching 11 million people carries more
purchase intent than a 22 crore TV spot — because the audience
perceives it as unscripted and real.
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The Succession - Done Deliberately Right

The transition from Anand Mahindra to Anish Shah is a case study in how to transfer leadership in a family-controlled conglomerate without destroying
institutional momentum.

1 2
December 2020 Progressive Elevation
Transition publicly announced — five months of preparation before Shah's Group Strategy Head - President & CEO New Businesses - Deputy MD >
April 2021 start date MD & CEO. Shah built credibility at each rung

3 4
First Test Result
Shah disagreed publicly with a board proposal in month one. Anand Seamless transition: investors saw cultural continuity p/us improvement in
encouraged him to present to the full board. Board sided with Shah capital discipline — the ideal succession outcome

"He has constantly empowered the leaders and is continuously available for guidance." — On Anand Mahindra's post-transition role



International Footprint

Where M&M wins globally, where it struggles, and the consistent pattern that separates success from failure across geographies.



Where M&NM Wins Internationally

USA Tractors = #1 Sub-
50 HP Brand

M&M is the #1selling sub-50 HP tractor
brand in America, targeting hobbyist
farmers, landscapers, and small-acreage
operators — a segment large OEMs like
John Deere and AGCO find structurally
unattractive. The OJA platform was
launched in the USA in 2024, refreshing the

lineup.

Africa 8 Australia

Growing presence in both markets. M&M's
rugged vehicle design and competitive
price points are genuine advantages where
terrain is demanding and total cost of
ownership matters more than premium
badge appeal.

Tech Mahindra - 90+
Countries

IT services are M&M's most globally
diversified business. Strong in UK (BT
legacy relationship), North America (BFSI
and healthcare verticals), and Europe
(manufacturing and automotive clients). A

genuinely multinational revenue base.



Where M&M Has Struggled Internationally

US Pickup Truck Plan
(2010-2012)

Ended in dealer lawsuits. M&M attempted
to circumvent the US Chicken Tax via CKD
imports, but underestimated US dealer
relationship complexity and found the
product needed fundamental redesign for

American preferences.

Roxor, Detroit Plant
(2018)

A niche off-road vehicle built in the US.
Never achieved meaningful scale. A
curiosity, not a business — eventually
subject to IP dispute with FCA (Fiat

Chrysler) over Jeep design similarity.

SsangYong - The Costly
Lesson

Acquired in bankruptcy, filed again in
2020, sold in 2022 at a significant loss.
The SsangYong experience directly
reshaped M&M's exit discipline and gave
Capital Allocation 2.0 its teeth.

/A The Pattern: M&M succeeds internationally when taking an existing Indian-built capability into global markets (tractors, IT). It struggles

when attempting to build a global automotive brand from scratch or through acquisition in unfamiliar consumer markets.



Failed Ventures Audit

A structured post-mortem of six significant failures — and what each one taught M&M about entry discipline, exit timing, and strategic fit.



Failed Ventures: The Full Audit

Venture

SsangYong Motor

Mahindra Renault JV / Logan

US Pickup Truck (Global Vehicles

USA)

Two-Wheeler Business

Mahindra Reva / EVs

Sampo / Mitsubishi Agri
Machinery

Period

2011-2023

2005-2010

2008-2012

2008-2020

2010-2016

Exited 2021

Rationale at Entry

Global SUV brand access +
technology transfer

Renault passenger car platform
access at low capital entry

Circumvent US Chicken Tax via
CKD imports

Complete mobility portfolio —
cars, trucks, and two-wheelers

First-mover advantage in Indian
electric vehicles

Agricultural machinery
diversification

Post-Mortem

Underestimated product weakness and Korean labour costs; exited
too late after second bankruptcy in 2020; sold 2022 at loss

Indian consumers rejected the boxy European design; Renault's
pricing model misaligned with Indian mass-market expectations

Underestimated US dealer relationship complexity; product required
fundamental redesign; ended in dealer litigation

Never achieved scale against Hero, Bajaj, and TVS; zero brand equity in
urban two-wheelers; multiple restarts all failed

Technology and charging infrastructure not ready for consumer
adoption; market 10 years ahead of its time

Failed to meet 18% ROE threshold under Capital Allocation 2.0; clean
exit under portfolio discipline review

[J) The SsangYong Effect: Holding a loss-making international asset 4-5 years past the rational exit point became the defining lesson. The subsequent 15-exit sprint in 18 months

shows what institutionalised exit discipline looks like in practice.



Key Risks

Six material risks that every M&M investor and analyst must stress-test — from weather dependency to Al disruption and the EV execution challenge.



Risk 1-"The Monsoon
Problem

The Structural The Partial Mitigant
Dependency

International tractor diversification (USA,
70% of India's tractor market is Africa, Australia) provides some buffer,
monsoon-sensitive. A failed or but these markets combined represent
deficient monsoon directly less than 30% of M&M's tractor revenue
compresses farm income, delays today. Building sufficient international
equipment purchase decisions, and volume to meaningfully offset an Indian
can trigger a 10-15% volume decline monsoon failure is a decade-long

in a single quarter — with limited project, not a near-term hedge.

ability to hedge through pricing or R

. Government irrigation infrastructure and
marketing spend. i
crop insurance schemes reduce (but do

not eliminate) the binary weather risk.




Risk 2 - The Conglomerate Discount

M&M's market capitalisation persistently trades at a 15-25% discount to its sum-of-parts (SOTP) valuation — a structural penalty the market

applies to diversified conglomerates where cross-subsidisation risk is perceived.

Why the Discount Exists

Investors price in the risk that the parent
company will allocate capital from
profitable businesses (Auto, Tech
Mahindra) to support a struggling
subsidiary, destroying value for
shareholders of the stronger business.

What Capital Allocation
2.0Does

The 18% ROE hurdle and the public
portfolio review process are designed
specifically to close this discount. The 15-

exit sprint demonstrated willingness to act.

The gap has narrowed — but not closed.

Why It Remains
Structural

As long as M&M holds businesses in
adjacent sectors (financial services, real
estate, hospitality, aerospace), the market
will apply a holding company penalty. Full
discount elimination would require either
pure-play separation or sustained multi-
year ROE delivery across all arms

simultaneously.



Risk 3 = EV Execution Risk

A 216,000+ crore commitment to an evolving technology in a market that is simultaneously immature and contested. Three distinct failure scenarios
must be stress-tested independently.

{h o
Battery Cost Risk Infrastructure Risk Chinese EV Entry Risk
The business case assumes battery pack India’s public charging network remains thin BYD, SAIC, and Geely are waiting at India's
costs continue declining on the BEV outside metro corridors. If government border. If policy shifts (post-trade
learning curve. If cell chemistry shifts (e.g., capex on fast-charging infrastructure agreements or PLI scheme adjustments)
solid-state delays) or lithium supply doesn't scale in line with EV adoption, range allow Chinese EVs in at disruptive price
tightens, the cost advantage versus ICE anxiety will cap the addressable market at points, M&M's 218—-22 lakh positioning
narrows — compressing MEAL margins urban early-adopters — not the mass- faces structural competitive pressure.
before breakeven is sustainable. market that justifies 144,000 units of annual

capacity.



Risk 4 - Tech Mahindra and the AXI
Disruption

The Structural Threat

Al coding tools — GitHub Copilot, Claude, Cursor — are reducing the need for
large software development teams. Tech Mahindra's business model is built on
billable headcount. As Al handles 20—40% of routine coding tasks, the revenue-

per-engineer ratio faces structural compression.

Tech Mahindra has 35% promoter holding from M&M — the conglomerate
cannot treat this as an arms-length problem. If TechM headcount revenue
shrinks, M&M's stake value shrinks with it.




,
Risk 5 - Telecom Concentration at Tech

Mahindra

25% 18% 35%

Telecom Revenue Share 5G Capex Decline M&M Promoter Stake in
25-30% of Tech Mahindra's total revenue comes Approximate global telecom capex contraction as TechM
from telecommunications clients — structurally 5G rollouts mature across major markets — M&M's ownership stake — meaning telecom-
the highest segment concentration in TechM's reducing IT services spend from the sector's driven TechM revenue risk directly impacts M&M's
portfolio largest buyers consolidated portfolio value

As global carriers complete their 5G infrastructure builds, IT services spend tied to network transformation declines. Tech Mahindra's legacy anchor in the BT
relationship — which built the business — is simultaneously its greatest concentration risk. Diversification into BFSI and healthcare is progressing, but telecom
remains the revenue fulcrum.



ot

Risk 6 = The Rural Credit Cycle at Mahindra Finance

P /AN

Lower . Lower
Poor Higher - e
Farm Profitabili
NMonsoon NPAs
Income ty

Mahindra Finance (MMFSL) is structurally exposed to the rural credit cycle through a three-variable chain reaction. A deficient monsoon triggers farm income compression,
which elevates non-performing assets in the loan book, which reduces profitability — and potentially requires provisioning that impacts the consolidated M&M balance
sheet. The monsoon risk in tractors and the NPA risk in financial services are not independent events — they are the same macro shock arriving through two different P&L
lines simultaneously.



Strategic Lessons

Five durable principles extracted from 75 years of Mahindra's evolution — applicable far beyond the automotive industry.



Lessonl-The Anchor Client Mlodel Beats
Cold-Start

The Lesson for Other Businesses

Cold-start market entry — entering a new geography or category
without a committed anchor buyer — requires significantly more capital
and carries higher failure probability. The MEAL sovereign equity
partnerships (Temasek, Bll) are the modern expression of this same
principle: secure institutional validation before you need the credibility.

Businesses that try to build market share purely through advertising
before establishing anchor relationships typically underestimate
customer acquisition costs by a factor of 3—5x.




Lesson 2= Brand Names
Carry More Equity Than
Products

When M&M acquired Swaraj Tractors in 1994, the corporate instinct would have been
to rebrand under the Mahindra name — leveraging the parent's equity across the
merged entity. M&M did the opposite: the Swaraj name was retained in Punjab
markets because local brand data showed Swaraj commanded deeper loyalty than
Mahindra among Punjabi farmers who associated the brand with regional pride and

agricultural heritage.

© Market data overrode corporate ego. This is rare — and valuable. The Swaraj
brand remains in active use today, contributing meaningfully to M&M's tractor
volume in North India. The lesson: brand equity is local, emotional, and often

more durable than the product beneath it.
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Lesson 3 - Federation Works, But Only With
Governance

The Federation Model's
Strength

Giving subsidiaries operational autonomy
creates entrepreneurial energy that a
purely centralised conglomerate cannot
replicate. Each M&M business unit acts
with the urgency of an independent
company while benefiting from the
parent's capital access, brand, and shared

services.

The Governance
Requirement

Federation without a capital allocation
framework becomes an excuse for cross-
subsidisation. The 18% ROE hurdle is not a
financial metric — it is the governance
mechanism that prevents the federation
from becoming a structure that protects

underperformers from accountability.

The Test

Without Capital Allocation 2.0, the 15-exit
sprint never happens. SsangYong lingers
for another three years. The conglomerate
discount widens. Good governance turned
a structural weakness (complexity) into a
strength (portfolio discipline).
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Lesson 4 — Define Exit Triggers at Entry, Not

at Deterioration

"The exit is as important as the entry. Define exit triggers before you invest — when your judgment is unimpaired by sunk cost.”

SsangYong: The Anti-Model

Acquired 20T11. First warning signs by 2014. Filed for court receivership
2020. Fully exited 2022. 4-5 years too late by any rational analysis.
The emotional investment in a global automotive brand story delayed
the disciplined exit that should have occurred when the second

restructuring became inevitable.

Post-2021: The New Model

15 businesses exited in 18 months. Each exit was clean, swift, and
accompanied by clear public communication about the capital
allocation rationale. The pace was only possible because exit criteria
had been pre-defined — the decision had already been made in
principle before the specific exit moment arrived.



Lesson 5 - Indigenous Beats Licensed, If
You Invest in Capability

Scorpio: The Indigenous Proof INGLO: The Next Chapter

M&M did not license the INGLO EV platform from a
foreign partner. It was engineered indigenously —

Built by a small internal team with constrained
resources. No licensed platform, no foreign technology

transfer. The Scorpio's diesel engine descended giving M&M full IP ownership, no royalty burden, and

directly from M&M's tractor powertrains — rural | the internal capability to iterate. Licensing provides
mechanics could service it without specialist tools. speed at entry but permanently embeds a cost
This created a distribution and serviceability structure (royalties) and caps capability development

advantage that no licensed vehicle could replicate. at the licensor's ceiling.



Lesser-Known Facts

Ten facts about Mahindra & Mahindra that rarely appear in analyst reports — each one revealing something important about the company's origins,
culture, or competitive position.



Factl- A Founding
Partner Who Became a
Nation

Malik Ghulam Mohammed — one of M&M's two founding partners alongside J.C.
Mahindra — went on to become Pakistan's first Finance Minister after Partition in
1947, and subsequently its Governor-General from 1951 to 1955. The company was
founded in 1945 by men who would go on to shape two nations. This founding
partnership across what became the India-Pakistan border is one of the more

remarkable origin stories in South Asian business history.
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Fact 2 - The Brand That
Was Born From a Budget
Constraint

® The Mahindra name endured after Partition for a reason that has nothing to
do with brand strategy: the brothers couldn't afford to reprint the
letterheads.

After Partition, when Malik Ghulam Mohammed departed for Pakistan, J.C. Mahindra
and his brother K.C. Mahindra continued the business. The practical cost of reprinting
all company stationery under a new name was prohibitive for the young company. The
"Mahindra & Mahindra” name — today worth tens of billions of dollars in brand equity
— survived its founding crisis not through strategic intent, but through financial
pragmatism. It is a reminder that many of the world's most valuable brands were not
designed; they were preserved.




Fact 3 - The Scorpio
Engine a Rural Mechanic
Could Fix

The Scorpio's diesel engine was a direct descendant of M&M's tractor powertrain.
This was not accidental — it was a deliberate engineering choice that gave the Scorpio
a distribution and serviceability advantage that no competitor could manufacture. A
rural mechanic who had spent years servicing Mahindra tractors already understood
the engine architecture. No specialist tools, no dealer service network required. In a
country where 60-70% of vehicle breakdowns occur more than 20 km from a service
centre, the ability to be repaired by a local mechanic was not a nice-to-have — it was
a product feature. It made the Scorpio wildly popular in exactly the markets where
M&M's distribution was deepest.




Fact4 - A Guinness World Record for
Tractors

4 M F1 75+

Cumulative Tractors Sold Global Tractor Brand Years in Tractors
By 2024 — the basis for the Guinness World By volume — ahead of John Deere, CNH, and M&M has manufactured tractors since the
Record for highest number of tractors sold by a AGCO on a cumulative unit basis, driven by 1960s — a half-century of accumulated
single brand in history India's enormous small-farm tractor market engineering knowledge, dealer network, and

farmer trust

The record is a function of India’'s unique agricultural structure: hundreds of millions of small-acreage farms, each requiring a sub-50 HP machine,
creating a sustained volume market that no other country replicates at comparable scale. M&M was positioned in exactly the right product category

for exactly the right market structure — and held the position for five decades.



Fact5 - Three Generations of Harvard

Why It Matters Beyond Prestige

The Harvard connection is not merely social capital. It gave M&M's leadership
successive generations of exposure to global management thinking, case study
methodology, and the institutional networks that facilitated early relationships

with American business partners and investors.

When Anand Mahindra speaks at Davos or in global forums about Indian
capitalism, the HBS pedigree provides a credibility shortcut that accelerates
trust-building with Western institutional investors — a soft advantage that is
genuinely difficult to replicate.




Fact 6 —-75 Years of
Lineage in the Thar

The Thar's body style traces directly to the 1949 Willys CJ-5 Jeep — the first vehicle
Mahindra ever assembled and sold. M&M began as an assembler of Willys Jeeps for
post-independence India, and the DNA of that original utility vehicle has been carried
forward, evolved, and refined through every generation of the Thar to the present day.
The current Thar 4-door is simultaneously a thoroughly modern, globally benchmarked
off-road SUV and a direct bloodline descendant of a 75-year-old American working
vehicle. Few automotive lineages in the world can claim uninterrupted continuity
across three-quarters of a century.



Fact 7 - Sovereign Capital Backing an EV
Startup

Temasek - Singapore British International Investment
Singapore's sovereign wealth fund, with over $380 billion in The UK's development finance institution — the successor to
assets under management, has taken an equity stake in MEAL — CDC Group — focuses on sustainable economic growth in

M&M's Born Electric arm. Temasek's participation signals emerging markets. Bll's equity participation in MEAL carries a
confidence in the INGLO platform’'s long-term viability and development finance mandate, reflecting the UK's strategic
validates the EV strategy at the highest institutional level. interest in backing the clean energy transition in the world's most

populous country.

Having two government-backed investors as equity partners in what is effectively a conglomerate's internal EV startup is structurally unusual — and
strategically valuable. It provides balance sheet de-risking, international credibility, and governance accountability simultaneously.



Fact 8 - India's Only
Entry in TIME's Global
Top 100

M&M was ranked #44 globally in TIME Magazine's World's Best Companies — the
only Indian company in the global Top 100 at the time of ranking.

TIME's ranking methodology weights employee satisfaction, revenue growth,
sustainability, and overall reputation across global surveys. M&M's inclusion — and its
placement ahead of hundreds of larger Western multinationals — reflects the
compound effect of brand strength, governance improvement under Anish Shah, the
INGLO EV momentum, and the Thar's cultural resonance with a generation of
aspirational Indian consumers. For a company headquartered in Mumbai serving
primarily Indian and emerging markets, a Top 50 global ranking is a significant
reputational milestone that carries weight with international institutional investors and

potential global talent.

WORLD'S

BEST

COMPANIES
statistas 2024



Fact 9 - India's First
Privately Owned
Armoured Vehicle

The Armado light strike vehicle is the first armoured tactical vehicle designed by
India's private sector with full IP ownership. Every previous Indian Army vehicle was
either licensed from a foreign OEM or built on a foreign-designed platform — meaning
India paid royalties and held no intellectual property over the vehicles equipping its
own defence forces. The Armado breaks this dependency entirely. M&M owns the
design, the IP, and the manufacturing capability — and can export without licensor
approval. It is both a commercial opportunity and a national capability milestone, and
it represents the military application of the same indigenisation philosophy that
produced the Scorpio and INGLO.
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Fact 10 - Controlled by Institutions, Not a
Family

18% 38.5% 43.5%

FPI Ownership Domestic Institutions

Domestic mutual funds, LIC, and other Indian
institutional investors hold the remainder — a
shareholder base that demands capital discipline
and governance accountability

Promoter Stake

M&M's founding family holds approximately 18% —
among the lowest of any major founding-family
Indian conglomerate

Foreign Portfolio Investors hold 38.5% — meaning
global institutional capital effectively controls
M&M's strategic direction more than the founding
family

This ownership structure creates a powerful accountability mechanism: the Mahindra family cannot ignore institutional shareholder pressure the way a 60—
70% promoter-held conglomerate can. Capital Allocation 2.0 was not purely philosophical — it was a response to a shareholder base with the voting power to

demand it.



Sources & References

All research compiled exclusively from publicly available sources. No confidential or non-public information has been used.



Sources & References

Primary Company Sources Editorial & Media Sources

¢ M&M Integrated Annual Report FY2024-25 — e Autocar India — Scorpio Origin Story (2022): autocarindia.com
mahindra.com/annual-report-FY2025 e Business Today — Anish Shah 5-Year Analysis (April 2026):

* M&M Q4 FY25 & FY26 Results Press Releases — businesstoday.in

mahindra.com/investor-relations e Business Standard — SsangYong Bankruptcy (December 2020):

e M&M Shareholding Pattern March 2025 — SEBI Filing (BSE/NSE) business-standard.com
e Tech Mahindra Q3 FY26 Results — techmahindra.com

Reference Sources
e Mahindra Finance Q4 FY25 Results — mahindra.com

* Wikipedia — Mahindra & Mahindra, Mahindra Scorpio, Mahindra
Industry & Analyst Sources Finance (background reference only)

* Mordor Intelligence — India Tractor Market 2025

e CARE Ratings — Mahindra Finance Credit Report 2024 [J All data points have been cross-referenced against at least

« Electrive.com — Mahindra EV Plans, May 2026 two independent sources where possible. Figures are as

reported at the time of compilation: May 2026.



‘?f

Legal Disclaimer

/\ For Editorial, Research & Educational Use Only — Not Financial or Investment Advice

This document is prepared solely for editorial research, content development, and educational purposes. It does not constitute financial, investment,
or legal advice. All information about Mahindra & Mahindra Limited and its subsidiaries has been compiled exclusively from publicly available sources,
including the companies’ own official annual reports, investor presentations, press releases, and stock exchange filings. No confidential or non-public
information has been used.

This document has no affiliation with and has not been reviewed, approved, or endorsed by Mahindra & Mahindra Limited or any entity within the
Mahindra Group. The Mahindra name, logo, and related trademarks are the property of their respective owners and are referenced purely for
identification purposes in factual reporting.

Nothing in this document constitutes a recommendation to buy, sell, or hold any security. Past performance referenced in this document is not
indicative of future results. Forward-looking statements about M&M's EV roadmap, financial targets, or market projections are drawn from publicly

available company guidance and may differ materially from actual outcomes.





