ECOMMERCE IN FMCG
A FAST CHANGING RETAIL LANDSCAPE
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RISING
MIDDLE CLASS

Affluent (>$37K)

Middle
($7.5K - $37K)
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BHARAT IS
SHOPPING ONLINE

90%

New shoppers from Small
Towns

4X

Projected Gr in shoppers
from Tier 2 (2018~2025)

Large opportunity to
Premiumise




ECOMM LEVERS
VERY RELEVANT IN
INDIA
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BEAUTY & PERSONAL CARE
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Rise of “Indie” brands on eCommerce
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DIFFERENT CUSTOMER
OPERATION MODEL

Self Serve
Platforms
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Cartons
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HIGHER COMPLEXITY & \
COSTS OF OPERATIONS

Higher Deployment Costs
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~ CHANNEL
¥ MANAGEMENT

Shoppers Shop across Channels

GENERAL
TRADE

MODERN |
TRADE /

Pack price architecture that
enables

REDUCED INCREMENTAL
CANNIBALIZATION SALES




SUSTAINABLE
PORTFOLIO

MRP 100

INTAKE MARGIN +20%

. OPERATION COST -5%
LOGISTICS COST -20%
REALIZED PROFIT -5%

C.R.A.P. - Can’t Realize Any Profit

)

Re-engineer Portfolio for Value Density

0 Retailer Profitability

Manufacturer Profitability
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MARKET SHARES MARGINS

eCOM > MT > GT



Friction free seller onboarding and
cataloguing

 Low control over what gets shipped from

3P sellers

Counterfeits
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OF INNOVATION

‘_TIL?ADITIONAL MODEL‘
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ekl FEASIBILITY
High cost & high time

‘_’] TESTING

[0 High cost & high time
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LAUNCH

High upfront cost &
low success rate

NEW MODEL
OF INNOVATION
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Improve
comms & mix

LEARN

Ratings and reviews,
consumer feedback




SERVICING NICHE DEMAND SPACES

Facial Hand Foot Face Facial Anti-

creme  creme mist wipes cellulite

oil
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PRECISION MARKETING

A\/
\ \ e More specific targeting basis browse/

purchase history
Target Group

Eg: NCCS A,B; Females; 25+ years
» Demographic

Demographic
Data

e . . Purchase Browse
e ..‘ Behaviour Behaviour




THE MATH EQUATION FOR GROWTH

%i’;"x? = EX ? = SALES

TRAFFIC CONVERSION SHOPPERS AVG
SELLING
PRICE




WINNING
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IN THE FUTURE
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End-to-End Consumer Data led Decision
Lifecycle Management Making
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Agile Innovation Sustainability
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ICHANGING RETAIL ECOSYSTEM IN INDIA
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¥ KIRANA HAS BECOME THE MOST VALUABLE REAL
ESTATE IN URBAN INDIA
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HUL | CREATIN
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G THE CONNECTED STORE

DELIVERY
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Humara = Shop
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HUMARASHOP | ENABLING KIRANAS TO SELL

ONLINE
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Humara Shop

Your local kirana, now online
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SU M MARY | @ eCommerce is an Opportunity

to be leveraged

Winning with shoppers through
innovation & proposition is key

The levers to win in eCommerce
are different

Organizations that build
capabilities to win on these will
win in the future




