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Il contesto del digitale in India
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Struttura della distribuzione 

Dolcera.com
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Struttura della produzione 

Sandip Sarkar
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Sviluppo del digitale 

Dolcera.com
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Sviluppo dell’@commerce

Total retail 550-600 

BIL in 2022
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Struttura del @ mercato  
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Modelli di @ business -1  
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Modelli di @ business -2  
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Modelli di @ business -3  
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Panorama regolamentare 

Dolcera.com
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Incentivi statali -1 
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Incentivi statali -2 
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Dos & Don’ts -1

SUGGERIMENTI

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 

100% fai da te

Vai ad intuito

Spara a grappolo

Intrattieni tutti al 100%

Rispondi a tutto

Confida sul modello attuale

Diffida dei player istituzionali 
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Dos & Don’ts - 2

SUGGERIMENTI

Descrivi chiaramente per

una chiara percezione della 

qualità. Usa audiovisual

Value selling e pricing – prepara

il terreno con un survey

sul campo per capire le 

Aspettative

Esprimiti in inglese con 

un jargon semlpice e

Inlinea con le abitutini. Non 

Dare per scontato la fluency

in inglese.

Dare per scontato 

una maturità tecnica

con quel tipo di prodotto

Narrativa «italiana» molto

dettagliata. No audiovisual

Pricing e selling

«su basi oggettive»
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Un approccio

OBJECTIVE

A leading FMCG company wanted to expand their presence in the e-

commerce space, and hence wanted to

•establish the business models of successful e-tailers

•and the role played by each player in the supply chain

METHODOLOGY

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

e-commerce players in the industry, and FMCG companies were 

conducted to understand the cost structures and business models 

prevalent in the industry

•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

OUTPUT

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)

-Margin structures

-Cash & Carry industry in India
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