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> Struttura della distribuzione
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> Struttura della produzione
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: China 2004
India 2004-05
‘ Size group Employment Relative labour
] ] distribution (%a) roductivity
Size group Employment  Relative labour z
: - - SN =<0 1.8 59
2 dﬁ&{:?burﬁﬂ n  productivity 2 23 i
ff?fa') 2049 13.4 41
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_ - _
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> Sviluppo del digitale
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" | - Internet penetration rate in India from 2007 to 2021
$2 5 $]6 338 $64 ‘ Internet penetration rate in India 2007-2021
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;l:sr:r+w::|:slg1re;:1:;dp&lnércauunol?yrzéﬁ;r;'fjngi?h\:e::érﬁ L:lr;ﬁ:Isyoaftao;f\c;ﬂ:igfr:gﬁr:.r_s:‘:slul‘l, from just about four paercent in 2007, Although these figures seam ralatively low, it meant that nearly half of the population of 1.37 billion peopls had aCcess to internet that Sta ti St a r-

Note{s): India; 2007 to 2021; not sourced from social media platforms.
Source{sk DataReportal HootSuite: We Are Social

® China ® Japan @ South Korea @ Australia @ India

‘Source: Forrester Data: Oniine Retai Forecast, 2016-2021 (Asia Pacifc Market size of business-to business (828) e.commerce in India in 2021, with

Market size of B2B e-commerce in India 2021-2025
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Number of internet users in India from 2017 to 2021, by region (in millions)

MNMumber of internet users in India 2017-2021, by region

m Urban = Rural

vy
f—
i)
I =]
=]
N ‘ U‘E
g 2
&
D“ = k=]
£ =
- = =
© <
d 3 )
3 =0
ks ™
| S =
—— ar
N =1
-
l >
I | =

2017 2018 2019 2020 2021 2021 2022%* 2023* 2024% 2025+
-
6 Description: India’s digital adoption has been driven by the rural heartland of the country, registering a high growth of internet users compared to their urban counterparts. In 2021, there were 352 million internet users in rural India compared to 294 millklon urban r- L R R . N . . N N N -
internet users. _‘ Description: In 2021, the market size of business-to-business (B2B) e-commerce was warth 5.6 billion LS. dollars in India. The market size of BZB e-commerce is likely to increase to about 60 billion U.S. dollars in the year 2025, B2B ecommerce is the online selling of
Note(s) India; September to December 2021; 110,100 respondents; abowve 2 years products or services between businesses.

r Source{sk Business Standard; IMRE; Interneat an d Mobile Assaciation of India; Kantar: Livemint: Website (ICUBE Z018) Mote(s): India; 2021; *F orncas[sw
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> Sviluppo dell’@commerce

Market size of business
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usiness (B2B) e-com

merce in India in 2021, WEh .

forecasts from 2022 until 2025 (in billion U.S. dollars)

Market size of B2B e-commerce in India 2021-2025

Yalue in billion U.S. dollars

2021

Description: In 2021, the market size of businessto-business [B2EB) ecommerce was worth 5.6 billion U.S. dollars in India, The market stze of B2B e-¢ommarce i¢ likely to increase to about 60 billion U.5. dollars in the year 2025, B2B e-commerce i5 the online selling of

products or Services betwesn businesses. Baad mora
Notefs): India; 2021; *Forecasts ead more
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Indian E-commerce Market (US$ billion)
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Total retail 550-600

BIL in 2022
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| Online retail vs total retail in India

3500

2030F

Online retail out of total retail in India (2019)

-=)

= Offline Retaill = Online Retail

= Offline Retail = QOnline Retail

IBEF ~
DA BRAND EQLITY FOUN
www ibef.org

Online retail out of total retail in India (2024F)

= There are lot of opportunities for E-retailers in India to capitalize upon with the gradually growing internet penetration in India.

= (Online penetration of retall is expected to reach 10.7% by 2024 compared with 4.7% in 2019. Moreover, online shoppers in India are expected to

reach 220 million by 2025.
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> Struttura del @ mercato
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Visitors per month on Indian marketplace web5|tes as of July 2021 (in
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Ecommerce Startups: The Funding Pyramid

.
Monthly visits on leading marketplace platforms India 2021 S~ Flipkart g |CARS /:4} Uf@usmess meeShO @ Spinny:
QO lenskart @ udaan
s
Visitors per month in millions
0 50 100 150 200 250 300 350 Growth Stage A
197 Ecommerce Startups @GlobalBees Mensa DQA,J; @FRAAZO UDSCOHO
' ' ' ' ' ! ! In Indi
Amazon India 295.8 ; : S mamaearth WQB!V captaln
! ! : J
Flipkart i fl’Qv 433 Seed Stage Ecommerce Startups %
R In India A e ;
Myntra — flistar 2% [EEIRLLYY (D) crodiewise
ARRIVAE petSutra
Snapdeal . MADE OF You e Y,
A,
Shopclues At = 0 al
‘ Meesho 5' 1 27 Active Ecommerce Startups In India I a m a
. Pepperfry
I" Note: This is on the basis of number of startups funded during 2014- Q1 2022
‘* Paytm Mall Source: Inc42
] Inc
N Limeroad ] . | B E F
ey players in e-tailing market
India’'s Ecommerce Startup Landscape

!EI Description: Amazon India outnumbered all other Indian marketplaces with more than 295 million visitors per month by July 2021. Second was Flipkart with more than 167 million visitors per manth. All ather Indian marketplaces did not cross the hundred million
mark.

Note(s): India; as of July 29, 2021
Source(sk Web Retailer
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HBR / Dig-ital Article / How Amazon Adapted Its Business Model to India
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> Modelli di @ business -1
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Only marketplace operations

— ‘
' - company A operates Convenience fee
i, platform owns and operates Website and Mobile
‘ a 1 @ application ("Platform™) :
o |
l | l £ i
: ' = i
r— Company B - NBFC R i
' }[ = Registered NBFC, provide credit i
’ ¥ facilitation to users of the i
] .‘ platform anmnd charges to HTP !
"' “' — Company C- Logistics, i
f'. t“ o Supply Chain, Payment e o
228 -J, Services Provide Logistics and Supply
' rf s Chain Services and payment
v ' ' Serwvices to Users of the Platform
~J Wl '_ Marketplace + other business operations
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> Modelli di @ business -2
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US-based e-commerce giant ~
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?\b  Accessto Possible value creators |
platform | - i -.
Marketing * Technological platform Y Y Y
Management fee/ support . : :
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Advertisers (Global) royalty /brand/ services 3 &
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other fee Cost plus . ; J
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Sellin rice selling price
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> Modelli di @ business -3
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Social networking entities

E-commerce digital store: B2B

Sells user data to
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> Panorama regolamentare
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Tae Economic TivEs | tech i win offer i e T

English Edition« | Today's P . - ~
nalEnEaten | Todaysbeper Festive sales: Ecommerce platforms clock $3.5 bn in first 4 days

Redseer has projected a GMV of $5.92 billion for this year's festive sale.
Home  ETPrime Markets News Industry RISE Politics Wealth Mutual Funds Tech Jobs Opinion NRI Panache ET NOW Maore «

By FORTUNEINDIA.COM, Sep 27,2022

TES Tech &Intermnet Funding Startups Tech Bytes Newsletters » Blogs & Opinion  Events & Projects « ;
- 3 -tare : ol J 3 min read

Business News » Tech » Tech Bytes + 2021 Year in Beview: The chaos and confusion around India's ecomimerce rules

2021 Year 1n Review: The chaos and confusion
around India’s ecommerce rules

ETtech  Last Updated: Dec 31, 2021, 04:47 PM |5T

Home [ India / Amid criticism, Government relook at draft rules for e-commerce

Premium

Amid criticism, Government relook at
draft rules for e-commerce

E-commerce marketplaces usually hold up to three sales leading to the festival of Diwali.

Image: Fortune India
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> Incentivi statali -1

i 84620/
empowers the less empowered. / /

If there is a strong force that bring a
change in the lives of those on the margins

it is technology. It serves as a leveler and a springboard.

Shri Narendra Modi
Hon'ble Prime Minister of india
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Incentivi statali -2

@ SEPTEMBER 20, 2022

vinoe2es INTERNATIONAL MONETARY FUND

Unified Payments Interface (UPI) Product

Overview e R e s National LogiStiCS POliCY in India

FD FINANCE & DEVELOPMENT

)
%%I% By: Strategic Investment Research Unit (SIRU)  Share:

STACKING UP FINANCIAL INCLUSION GAINS IN INDIA

UPI Unified Payments Interface (UPI)
1& BY YAN CARRIERE-SWALLOW, VIKRAM HAKSAR, AND MANASA PATNAM
8

Unified Payments Interface (UPI) is a system that powers multiple bank

e S S L | S T S To boost the ease of doing business and enhance the liveability quotient,
TR s i st il B — /| o , , o

! ! Lo Members s St N o A T Prime Minister Narendra Modi launched the National Logistics Policy (NLP)
?; p— 3rd Party Apps Tembfr banks. The pilot launch was on Tith April 2016 by Dr. Raghuram G ' ‘ ‘ ' '

B gmmociiin | goaied fopaon Gron s o 2 At G OERS, on 17 September 2022 in Vigvan Bhawan, New Delhi. The policy aims to

Dispute Redressal

S lower the cost of logistics from the existing 13-14% and lead it to par with
Wg ‘ - A digital infrastructure known as the India
Stack is revolutionizing access to finance

Product Statistics Single Click 2 Factor Authentication — Aligned with the Regulatory guidelines, yet provides for a Other dEVEIO].JEd C{Juntries' This ‘NiH increase the CU]]]]JEtitiV611ESS Of Indian

o VE‘I"_‘,’ strorg :‘eaturc— Df Seamless Slng[é‘ C|1Ck payment -:"-"-.‘v;;’: L PRl BTl =y 5 PR o ié:i‘.ii.'. ;- S '3 _; ¥ oaslaadm tarhniss :.._ ‘!6. ‘-i_.&' o
UP| Ecosystem Statistics 2

I

How is it unique?

Committee Single mobile application for accessing different bank accounts

funas anvnhene -:':::.'::'. st few sorean2ps, (VD33 ﬂ:::::::r.:::'..::c'::-::;.-::;:':- _:::;-:-é-';-;-:.:-:-;:;::'; :::.:;:-." ! : ! !
UP| uptime \-’lr.tu?l adcfrefs r?f trje.cu_stom-erfor Dull.&fDush ?row.des for mcrer_‘nent’al s-e:cun-:y with the customer 0 Crona= tremmeses ars the '.;L":z - :-::;:Z,: e ,',:;.::(_,:;_:.:.,_.: 2 2ol e ?.-_--w-. 73 dva rarazanae :_’_..‘:..,,:. " pr[}ducts ln both the ]:nd]an hon]_e Illarket and the ]nternat]{:]nal ]]]arketl
not required to enter the details such as Card no, Account number; IFSC etc olla SDAL 13 fen oo aTiens - Saaiow. Habiar and Dtears M
Circulars
QR Code The Inck Seact 5 wicertng 92003 10 rancial 52r4ces In &n ecoromy whe'e ress | Tanaczices e hasvty ozt bases. 4 2wl 1D card orarvatcely oners the . . . .
Qicbﬁlﬁgi com Coat of confun MNGiisiniG OLaL-300668 500NN Slarderns st ings Sl LRI W el e e a2 .;.;! NG Qi M tl d d 't 11 l fﬁ ff ‘I: tt
= Best answer to Cash on Delivery hassle, running to an ATM or rendering exact amount Pocfimi SR0ra Sala OO0 THIUY L T e e o O S0 Ga e T R TR R I e Se et O]-.e{:]ver! ]-e ]-.e U-{:e CUS m a 50 ]]]-C[Iea-se e C]e:l][:y e 0].. S Cu. ]]].g
Chargeback 1 incis 820 tas e waod 1o moores 1 rural erees v S0y 1eles F i o tre eformal sarizr Patram ang tac 20201 Oher emergrg et 870
Merchant Payment with Single Application or In-App Payments SRR e H f l h| l 1 dd' | d
Utility Bill Payments, Over the Counter Payments, QR Code {(Scan and Pay) based payments Layer & )qml identfication across a‘ SECTO]'.S U t ]E ECOHUH]'V! W ]'C 1 encourages Ua‘ ue a lt]Un a']]'
Donations, Collections, Disbursements Scalable —'-’::“-‘"“w "‘"“ '-' r:' ';r.* ::d'—a_l : .:',;4_.-\~ .
Raising Complint from Mobile App directly enterprise.
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> Dos & Don’ts -1

Usa service providers locali
Analizza bene le opzioni

Usa un approccio mirato

Non disperderti

Crea processi di risposta/filtro
Prepara la logistica

Us gli hub istituzionali
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100% fal da te

Val ad intuito

Spara a grappolo

Intrattieni tutti al 100%
Rispondi a tutto

Confida sul modello attuale

Diffida del player istituzionali
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> Dos & Don’ts -2

SUGGERIMENTI <

Descrivi chiaramente per
una chiara percezione della

gualita. Usa audiovisual Dare per scontato

una maturita tecnica

Value selling e pricing — prepara con quel tipo di prodotto

Il terreno con un survey
sul campo per capire le
Aspettative

Narrativa «italilana» molto
dettagliata. No audiovisual

Esprimiti in inglese con

un jargon semlipice e
Inlinea con le abitutini. Non
Dare per scontato la fluency
In inglese.

Pricing e selling
«SU basi oggettive»
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> Un approccio
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OBJECTIVE
e moneY ) how do you A leading FMCG company wanted to expand their presence in the

start?

You have Trouble is

e-commerce space, and hence wanted to
@COMMERCE eestablish the business models of successful e-tailers
g?_ggg%'éiﬂm «and the role played by each player in the supply chain

IN INDIA

METHODOLOGY

Close to 50 interviews with e-commerce consultants, employees of

e-commerce players in the industry, and FMCG companies were
= ] STRUTTURA DI conducted to understand the cost structures and business models

[eame—ei oy ..f.

MODER, Qz_)

P G
W

@COMMERCE | prevalent in the industry

MINIMA IN INDIA -Data points were validated by various stakeholders in the value
chain
*These numbers were further triangulated with supply-side (FMCG
firms) and buy-side (e-commerce) interviews

o=
_.CONTROLLO

S @COMMERCE <« OUTPUT

BACSN " "
A n - i "DACASA" CON - - L -
; l B e e rers \ Research provided detailed insights into |
/ ‘ -The e-commerce models used by various companies

-Cost structures and TOT between e-commerce and FMCG firms
-Marketing spends (advertising & promotion)

COSTO -Margin structures
-Cash & Carry industry in India
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