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> Struttura della distribuzione
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> Struttura della produzione
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> Sviluppo del digitale
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INnternet penetration rate in India from 2007 to 2021
$2 5 $]6 538 $64 1 Internet penetration rate in India 2007-2021
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;l:sr:r+w::|:slg1re;:1:;dp&lnércauunol?yrzéﬁ;rll'fjngi?h\:e::érﬁ L:‘r;ﬁ:Isycaftao;f\c;{::igfr:fir:.r_sg:slurl, from just about four percent in 2007, Although these figures seem raelatively low, it Mmeant that nearly half of the population of 1.37 billion peopls had a0Cess to internet that Sta t i 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: Onine Retail Forecast, 2016-2021 (Asia Pacific Market size of business-to business (B28) 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

L_ ': s
Value in billion U.S. dollars

Number of users in millions
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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 1o their urban counterparts. In 2021, there were 352 million internet users in rural India compared to 294 million urban r- L R R . N . . N N N -
internat usars. _‘ 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; above 2 years products or services between businesses.

4 Source(sk Business Standard; IMRE; Internet an d Mobile Association 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

-to-business (B2B) e-co

L

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

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

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 between businasses. Baad mara
Notefs): India; 2021; *Forecasts ead more
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Indian E-commerce Market (US$ billion)
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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 Indlan 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 ~ Flipkart g [CARS /;g; Uf@usmess meeShO @ Spinny:
QO lenskart @ udaan
s
Visitors per month in millions
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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

Social
Commerce

Ecommerce

Myntra

Recommerce B2B
Enabler Ecommerce

Marketplace

HBR / Digﬁital Article / How Amazon Adapted Its Business Model to India

s
-

mamaearth NKAA-

meesho pr——— pewerhouse® Quikr moglix
(\..blgr"l‘stkurt = em\ﬂm(’ : @pican  [iF] C o now 'y S
Y  lowa ar@rade... id -
o i o= o e amazon
] ravLAMAA LIMEROAD voonk bf, ;:';T;urt @) Jumbotail
How Amazon Adapted Its g g prHe dumr GO ) ¥ 8.coM
— ulbul ; . "
al - % €I Fynd € copeine A (@peam _6 udaan Your Beauty. Our Passion.
Business Model to India v  SWIRL drcom W S & sriny b
e : VELVETCASE upscalio R R @
£ caratian PING B ene refabd “ 2
j_- . ' supertails . h
icious amazon ©) dukaan € casnFy.in s .!n (@)
by Vijay Govindarajan and Anita Warren Bewakoof trell Evenflow by 0 @ ) ZETWERK .0
plem HYPD Fliplart & roclub GENIE@@E Pagtm
Published on HBR.org / July 20, 2016 / Reprint HO3OMP @ noise - - M [Bshiprocket '3 BeepKart of@usiness f\
— & snapdeal :
e ¢ DealShare DELHIVErY
i Jjo @ ek . .
==

PROMOS
N\ ITALIA

GLOBAL

Inc~

SaCe




> Modelli di @ business -1
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> Modelli di @ business -2
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> Modelli di @ business -3
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Social networking entities

E-commerce digital store: B2B
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> Panorama regolamentare
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Tur EcoNoyic Tives | tech s winoffer e ENTERPRISE
Englsh Edition~ | “Taday's Paper 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 &Internet Funding Startups Tech Bytes Newsletters » Blogs & Opinion  Events & Projects « ;
8 39 -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 1in Review: The chaos and confusion
around India’s ecommerce rules

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

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

7 81620/
empowers the less empowered. / /

If there is a strong force that bring a
chanee 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
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Unified Payments Interface (UPI) Product R TN

Overview e R e e s National LogiStiCS POliCY in India

FD FINANCE & DEVELOPMENT

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

STACKING UP FINANCIAL INCLUSION GAINS IN INDIA

BY YAN CARRIERE-SWALLOW, VIKRAM HAKSAR, AND MANASA PATNAM

‘. -‘E UPI Unified Payments Interface (UPI)

u :.' '_dmﬁed l?aymen:.: Irlterfac;(_l.lplj- llsra s_v::e'n: thit pw..'rer:. rj*ultlgle :.ank Juls 2001 . . \ . \
e i g Rt S PR To boost the ease of doing business and enhance the [iveability quotient,
Bl cococncin | S e e e e LIPp L ' - STIIRRY

r% - T I v Prime Minister Narendra Modi launched the National Logistics Policy (NLP)
.‘-‘ - . 3rd Party ApRs Tembfr banks. The pilot launch was on 1ith April 2016 by Dr. Raghuram G \ , , , ,

BINN  olfRowonhiiics | oo A on GoosiePaysore from 5th At 206 o on 17 September 2022 in Vigyan Bhawan, New Delhi. The policy aims to

S8  Disoute Redressal

: How is it unique?
Mechanism

oo ecesiion i Frcusiomedle o monahe i B 2 lower the cost of logistics from the existing 13-14% and lead it to par with

A digital infrastructure known as the India
Stack is ravolutionizing access to finance

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

LUP| & Services Steering
Committes Single mobile application for accessing different bank accounts

oo very strong feature of seamless single click payment - .-a ‘.-;. :.;'4'4:‘:;1.-‘;-.'.:. “. & s :a;.':-.;:._- g rgaeexw weleaey a' r;.- - “ .‘.
P ! Virtual address of the customer for Pull & Push provides for incremental security with the customer n“n:-tv" "L_"“.':cw. ..;-m—r-.‘“ -:*-.:.ﬂ-:,:”.Ah;"-*- d _t ! b th th I d' h k t d _th i t t' l k _t
not required to enter the details such as Card no, Account number; IFSC etc R w5 i m")’_:u't .'3;_"'(_!" T, P R e p]"O Ucts oo € LNd1an Nome Market all € INTEMAtI0Nd! Market.
Circulars
QR Code The Incky Siact 5 wicertng 920ass 10 ranciol s2rACes N &m 6oromy wha'e ress | Tamaczices &2 hasvty cash bases. 4 21wl D carg orarvatcely ioners the . . . .
pichalega.com ot Of COnBIneng Cotpia & i Dot Tis Opae-a22ees S00ars Glaners s inas CHYTE. £aWens DNTAGEN Banks math g a0 gl wal ki Ardantisi o M tl d d 'I.' H l fﬁ y ff t tt g
= Best answer to Cash on Delivery hassle, running to an ATM or rendering exact amount Pecoiet 2onnnal 25ta K COMDLEs ThUYN 0nent The S Lanion of Sl Safrenk Scitaea weinL, i i o ¥ SLONCE SRR pntere OIEUUEI‘! ]-e Ie u{:e CUS ‘N] a 50 lllcrease e C]E‘]]C E OI S Cu ]]].
Chargebacl 1 incem 00g bes reDed weadd 2o moomes n rural Brees 570 2005 18e) o fims ) tre oAl sarigr (Patram ang tag ALdlL Unher emergeg maiet 870
Merchant Payment with Single Application or In-App Payments G21ICON] AZ0A0MES C0UD eam oM e mrenance

i s roseioeie ot oo AT E e e A rendimmest R across all sectors of the economy, which encourages value addition and

o : . 2 TIRS00 1 208 CIRYION G e mask Cegen i 210 winTe RUnch ot 2 Sloment diafal O 5y5am culbes Aschaer-Hncl fof Youedmon. The govemman

Donations, Collections, Disbursements Scalable R Y T T S s R e A ¢ 2 PR
Nleiel s MG WU S InCin L fawTe ART]S QNG & CC o DONNYE SR T 3 YO et o e L | +
FOOISR I el # LT 0 ..:'. 5' Z.":Ir. AT TWI LU I LI T ot e I’.:O :"l.‘ - :V'l"l:.. ::: s e ":(':‘: 200! :f e]lter I]Se

Raising Complaint from Mobile App directly. niy s o st - tigas Lt 2 gy Do e eaan s sasade semr ms mhtnarn b eg <ememan Jmenar nank anno et sar rrar [ _agy e oe o &
MENGYATY LG8 0° Shyes. | D5 NS as Cronstt cecoe 5 mo 10 Bavasy
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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 T |

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 semlpice e
Inlinea con le abitutini. Non
Dare per scontato la fluency
In inglese.

Pricing e selling
«SU basi oggettive»
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2> Un approccio
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o OBJECTIVE

Jg;'f A leading FMCG company wanted to expand their presence in the e-
commerce space, and hence wanted to
@COMMERCE ~establish the business models of successful e-tailers

2?’&’;‘,’;?{&“’*“ -and the role played by each player in the supply chain

IN INDIA

You have
to spend money
to make money.

METHODOLOGY
Close to 50 interviews with e-commerce consultants, employees of
e-commerce players in the industry, and FMCG companies were
= STRUTTURA D conducted.to understand the cost structures and business models
;};?;. DER ;,ag} @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

C\':

44 Y 582
_.CONTROLLO

/ OUTPUT
e ! @COMMERCE  « Research provided detailed insights into
, l BATSE B \ -The e-commerce models used by various companies
E -Cost structures and TOT between e-commerce and FMCG firms
/ -Marketing spends (advertising & promotion)
-Margin structures
COSTO -Cash & Carry industry in India

) TARGETING MIRATO
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