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Over the past decade, we could foresee the potential rise 
of the internet economy in India, which has just come out 
of the dotcom bubble. However, this was the time when 
online commerce was in the embryonic stage and yet to 
establish itself as a robust industry, as we see it today.

For us, we knew only one thing and knew it well, and that was helping 
businesses establish a retail presence online. And that is how 
GreenHonchos was conceived as a D2C enabler who could help brands 
scale with operational ease.

Over the next few years, mainstream marketplaces helped set up the pace 
of eCommerce in the Indian subcontinent. Fast forward to March, 2020 
when Covid-19 pandemic hit the world, it became a necessity for brands 
to pivot to online commerce. It was a watershed movement for the Indian 
retail industry that paced the adoption of digital commerce by brands by 
manyfolds.

Today there are more than 700 million actively engaged on online platforms. 
The early movers’ advantage of being in the eCommerce enabling 
ecosystem for more than 10 years, gave us leverage to contribute to this 
pivot in a big way. We had been preparing for the industry to wake up to the 
reality of the future by relentlessly building a truly one-stop-shop offering 
Technology & Digital solutions with service-oriented architecture for 
scaling D2C brands online. 

A decade later, we still believe that the D2C industry is just evolving and 
needs to go a long way to explore its true potential. With that spirit, and 
to further strengthen and establish our stand within the D2C ecosystem, 
we have extended our collaboration with IMAGES Group and this book is 
an imprint of our close association, as we shoulder the responsibility of 
understanding the specifi cations and nodes of change within the D2C 
landscape.

Navin Joshua
Founder / Director
GreenHonchos
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OVERVIEW

 Estimated size of the Indian D2C Market

 $100 Bn+
 Estimated Value Of The Indian Ecommerce Market By 2026

 $200 Bn+
 Growing number of Indian online shoppers

 100 Million+
 Rise in number of brands within the D2C ecosystem

 800+ brands
The COVID19 pandemic has taught many things to retail, but the biggest learning for 
retail, especially traditional retail has been that this sector understood the importance 
of the D2C model. It is now a necessity to stay closer to the customer and realizing the 
importance of this trend, brands have now started to shift towards a digital-fi rst D2C 
model. The pandemic accelerated the growth of many major D2C brands and those 
with their dedicated websites recorded high consumer demand growth of 88% in 2020 
compared to the previous year.
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THE D2C ECOSYSTEM IS A BUZZING SPACE & HERE’S A STEP TOWARDS 
DECODING BRAND STORIES OF KEY PLAYERS

K A N D E E F A C T O R Y
N e w - A g e  H e a l t h  &  E a r t h  M i n d f u l ,  Y u m m y  V e g a n  C o n f e c t i o n s



D2C � NDSCAPE 

OVERVIEW
India is the 5th largest retail market globally, growing at 11% CAGR. The country is set to 
become a US$ 1,757 billion market by 2025. D2C brands, with their digital-fi rst approach, 
have been pushing the growth momentum of the Indian economy.

D2C shines
D2C is the future of digital commerce and this last two years has been the hot bed for acquisitions, funding and the entry of global D2C 
enablers and platforms. This further reinstated the whole aspect of D2C becoming prominent. 

2021 has been a blessing for Indian D2C startups, and the ecosystem raised $783.7 Mn — 251% higher than all of 2020. This infl ux of 
capital has not only resulted in thousands of new brands but also introduced disruptive models and made way for new opportunities 
and innovations too. VC interest in brands have grown and more and more unique ventures are getting a leverage now, as compared to 
earlier.

 Over $1.3 Bn has been pumped in as funding in 2021.

 Over 42 deals and more than 17 acquisitions have been completed this year.

 Indian D2C environment has seen the birth of 33 unicorns in 2021.

Growing opportunity 
 As per reports, the online shopper base of India is projected to reach 350 Mn by FY2025, growing at a CAGR of 

28.5% during FY2020-FY2025.
 With access to more than 95% of India’s pin codes, e-retail has already democratised the shopping landscape.

Licious Becomes India’s First D2C Foodtech Unicorn by raising 
$52 Mn from IIFL AMC.

BoAt entered the unicorn club within just 2 years of operation, 
becoming the fastest growing D2C brand in India

Popular D2C enablers
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 Subscription models & bundled offers are helping win 
customers. 80% of grocery & FMCG brands are winning big 
on this model.

 Data analysis to understand consumer behaviour has been 
a key investment area across all D2C brands.

 As their online presence gets stronger, D2C brands are 
equally invested in expanding to international markets as 
they are in expanding their domestic footprint.

 The accessories market is expected to grow by more than 
200% in the next two years.

Online Beauty Shoppers Poised To Reach 
122 Mn By FY25

 70% customers look for organic, safe products
 80% customers look to shop from niche brands offering 

personalised products

MARKETING SPENDS ON A RISE

Note: 80% D2C brands have hiked up their marketing budgets with the on-set of the pandemic

30% 
Brand Ambassadors

50% 
Infl uencer Marketing

20% 
Other Avenues

TECHNOLOGY INVESTMENTS BY D2C BRANDS

21% 
Tracking & 
Fulfi lment

20% 
Website & App

34% 
Product Development 

& Packaging

25% 
Consumer 

Engagegement

KEY D2C CATEGORIES AND THEIR GROWTH PATTERNS
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 Overall, the chain has 60+ outlets 
across Delhi NCR, Lucknow, Punjab, 
Bhopal, Kolkata, Jaipur, Pune, 
Nagpur, Bhubaneswar, Patna, 
Ranchi, Guwahati and Goa, making 
it a loved and premium biryani and 
kebab delivery chain.

 During the pandemic, BBK has 
taken extra hygiene measures like 
sanitising its kitchen every hour, 
taking employees’ temperatures 
every day, sanitising delivery bags 
after every order and delivering 
fresh dum-cooked biryani handis 
in tamper-proof sealed bags with 
contactless delivery.

 Biryani by Kilo also did its bit during 
these diffi  cult times by giving 
out daily complimentary meals to 
Covid-19 warriors and others in 
need.

 Until date they have served more 
than 2 million satisfi ed guests.

 BBK plans to grow to 150+ outlets 
pan India in next 3-4 years and 
expand to some international 
destinations. BBK plans to achieve 
Rs 500crs+ annual revenues & 
healthy bottom line in next 4 years.

Vishal Jindal
Co-Founder, Biryani By Kilo

MILESTONE
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Cooking with perfection
BBK is committed to making the brand a pan 
India premium Biryani Chain and making the 
Biryani category popular worldwide. Biryani 
by Kilo was started in May 2015 with an idea 
to preserve the khansama style of cooking 
wherein every meal is cooked fresh every 
time. Today the brand has outlets in Delhi 
NCR, Mumbai, Pune, Ludhiana, Jalandhar, 
Chandigarh, Mohali, Jaipur, Patna, 
Bhubaneswar and Kolkata.

“Biryani by Kilo being a primarily India 
leading Biryani & kebab delivery chain was 
in a better position as food delivery seems 
to be less affected & bounced back fastest 
from the crisis. Customers are preferring 
food delivery currently with big brands that 
they can trust for safety & hygiene, Biryani 
by Kilo is taking all necessary steps to 
ensure hygiene & safety. BBK is positioned 
to give the best product in Biryani & kebabs 
delivery under the authentic nizami cuisine 
category & will continue to focus on the 
strengths. We will keep on adding the 
regional fl avors in our menus as new & fresh 
offerings to our customers. Also, BBK will 
always retain its USP to make fresh handi 
Biryani for every individual order and deliver 
the same handi to customers in which the 
Biryani is dum cooked,” Vishal Jindal, Co-
Founder, Biryani By Kilo notes. 

SPECIAL TOUCH

Consumer sentiment
“The Indian consumer evolved much over the 
last couple of years. Earlier people preferred 
to go out & dine but now people prefer to 
get the food delivered at home, especially 
during this pandemic when people are not 
going out much, but are trusting big brands 
to get their food delivered. Customers would 
demand absolute safety & hygiene and even 
better value & service from restaurants 
& food delivery even post-COVID times. 
Companies who are able to innovate & align 
faster to new realities should do better. 
Restaurant companies will need to emerge 
with strong USP going forward. BBK’s USP 
is to make fresh Handi Biryani for every 
individual order, and deliver the same Handi 
to customers in which the Biryani is Dum 
cooked. We aim to give the best product 
in the Biryani & kebabs delivery category 
to customers. Create strong middle 
management, standardization and strong 
focus on technology, safety and hygiene & 
customer service. Also, by keeping costs 
low & organization lean & agile. BBK will 
continue to expand aggressively keeping 
these values & ethos intact,” Vishal adds.

Biryani by kilo primarily sells biryani that 
is acceptable all across, as per online data 
biryani is the most ordered product before & 
during COVID, which is accepted by people 

of all ages, Biryani by kilo has taken Biryani & 
kebabs to the next level by cooking fresh on 
every order.

Tech support
“Technology actually plays a vital role in 
building a brand value in the market & for 
BBK, we have our own app that helps our 
consumer order food in a simplest way, 
similarly with our website making consumer 
friendly process to order food, we are 
running our loyalty program online, which 
help our consumers track their loyalty points 
& redeeming it as per their convenience. 
We at Biryani by Kilo have been using digital 
marketing at a very large scale starting from 
choosing the menu till the mode of payment, 
each & everything can be chosen by the 
guest digitally. We have installed QR codes 
for the consumer to place an order & pay on 
their phone only. BBK is positioned to give 
the best product in Biryani & kebabs delivery 
under authentic Nizami cuisine category & 
will continue to focus on the strengths. We 
will Keep on adding more regional fl avours 
to our menus as new & fresh offerings to 
our customers. Also, BBK will always retain 
its USP to make fresh Handi Biryani for 
every individual order, and deliver the same 
Handi to customers in which Biryani is Dum 
cooked,” Vishal highlights.

Biryani By Kilo (BBK) believes that Biryani will be the biggest Food Services & Delivery category from India. 
BBK uses the best ingredients including one of the most expensive branded rice specially-aged for 2 
years, spices handpicked from Kerala, and most stringently selected meats & vegetables for its Biryanis & 
Kebabs. Apart from this, BBK uses world class technologies, processes & systems to give the best quality, 
standardization, hygiene & convenience to customers and the ability to order online or through call centres. 



 Aanam Sutras products are manufactured 
after thorough R&D. The brand intends 
to occupy a unique market position by 
offering a specialty line that includes 
skincare, cosmetics and before and after-
party products.

 It claims to have a pricing that is 40% 
lower than market leaders, yet able to 
generate robust gross profi t margins.

 The unique Calmsutra line of products 
by Aanam Sutras has been prepared to 
provide a soothing effect to customers 
from their hectic lifestyle through face 
mists, vitamin-rich face gels and the 
uniquely-positioned Hangover Balm, 
among others.

 Presently, Team Aanam Sutras is working 
with a D2C and multi-level marketing 
model to send the right message across 
to customers and take the brand to 
exponential growth levels.

Pankaj Chaturvedi
Founder, Aanam Sutras

MILESTONE
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Identifying a gap
The Indian market is rife with products that 
are either affordable or premium, but none 
that offer both at the same time, believes 
Pankaj Chaturvedi, Founder, Aanam Sutras. 
“This is what Indian customers are looking 
for and we are here to fi ll that gap. Today’s 
consumer is looking for more holistic and 
healing benefi ts from skincare products. 
They’re seeking relief from the effects of 
a hectic 24x7 lifestyle. No existing brand, 
except us, is offering a specialty line that 
includes skincare, cosmetics and before and 
after-party cosmetic products,” he adds. 
Aanam Sutras products are made from 
natural ingredients that are home-grown. 
The brand’s founder is passionate about 
creating products that not only enhance a 
person’s outer beauty but also strengthen 
their inner glow. ‘Your originality is our 
inspiration’, is the brand’s ethos and they 
have built products that are suitable for 
different skin types. 

The global cosmetics market size was 
valued at US$380.2 billion in 2019, and 
it is being forecasted that it will reach 
US$463.5 billion by 2027, which makes it a 
wonderful market to dip one’s toes in. “The 
cosmetics market has also undergone rapid 
premiumisation in the last fi ve years which 
opens the door to new avenues. But, this 
isn’t some uncharted territory for us. We, at 
Aanam Sutras, have substantial experience 
of the products and market, and we’re 

CELEBRATING 

GOD’S GIFT

well aware of the challenges and potential 
solutions. We also have an experienced and 
well-known advisory board that makes sure 
that we make the right business decisions,” 
adds Chaturvedi.

Aanam Sutras’ products provide top-
notch quality developed and manufactured 
indigenously. As a consequence of this 
innovative strategy, its pricing is 40 per 
cent less than market leaders. And despite 
this, it is able to generate robust gross 
profi t margins. The brand also has strategic 
tie-ups to deploy products faster to the 
market. For online sales it has tied up with 
Amazon, Nykaa, Flipkart, etc., and also 
offers the entire range on its own website. 
For offl  ine sales in general trade it has tied 
up with major skincare stores in Delhi-NCR 
and for modern trade, works with Reliance, 
Shoppers Stop, Lifestyle, etc. “Apart from 
this, we also sell our products through kitty 
crush parties, kiosks and reputed clubs,” 
adds Chaturvedi. The founder also believes 
that what makes them stand out from 
the crowd is their offering of affordable 
luxury - developing and manufacturing 
world-class quality products indigenously 
at far less the cost. “We’re also focused on 
ensuring that only medicated chemicals are 
used in production and we’re 100% against 
animal testing. Furthermore, our products 
are unique and innovative, and meet the 
customer’s demand to a T,” he says. 

Attention to detail
The Indian skincare products market is 
expected to grow at a robust CAGR of 8.22 
per cent during 2021-2025 and may reach 
a value of `191.09 billion by the end of 
2025. Chaturvedi adds, “That is the market 
that we have in our crosshairs and we’re 
deploying the best products and strategies 
to thrive in it.” Aanam Sutras’ target 
market is the upper-middle and affl  uent 
class in the age group of 16-50 years, and 
also offers unisex products to cater to 
everyone’s needs. 

In the future, the brand is dedicated 
to offering beauty and lifestyle products 
created with meticulous attention to detail, 
keeping in mind the vitality of effi  cacy 
and sensory pleasure. Its objective has 
always been to formulate products of 
the fi nest quality by investigating a wide 
range of laboratory-made ingredients 
and use only those with a proven record 
of safety and effi  cacy. “While there is 
nothing that can beat the beauty of your 
soul and mind, wearing make-up can surely 
elevate your confi dence. Charging you 
up from within prepares you to face any 
challenge as you feel good when you look 
good. Make-up is a catalyst that enhances 
your personality, creates an aura, and can 
help you in altering yourself into someone 
you have always desired to be,” concludes 
Chaturvedi.

Aanam Sutras is dedicated to serving the skincare and beauty industry in the country by offering the 
highest quality skincare and make-up products that are affordable and accessible. ‘Aanam’, which means 
‘god’s gift’, represents beauty that uplifts the mood and adds confi dence to your stride. The cruelty-free 
products have been formulated using beauty tips passed down by mothers to their daughters, with the 
latest and most advanced technology for ensuring fl awless skin.



 In the late 1980’s, Deepa’s father brought 
these cane products to Pune. He made 
little value-adds to adapt these products 
to city people’s needs and sold them in the 
wholesale market at Mumbai. That’s where 
he got the channel to the tourist locations 
and the potential for tourist shopping. 
Mahabaleshwar became the brand’s home 
market.

  DaisyLife has always predominantly been 
a B2B business, however they started 
exploring the B2C segment in 2017.

 In early 2017, the brand team started a 
concept Café store called Café Daisy in 
Pune. The idea was to use their brand 
products and display them as being really 
functional and show how beautifully they fi t 
in with the modern products.

 They test-marketed on Amazon in 2018 and 
the response was very encouraging. End of 
2019, they went live with their own website. 
This was the time the brand went all out D2C 
on varied channels and platforms too.

Deepa Bhowmick
Founder CEO, DaisyLife

MILESTONE
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Blooming beautifully
A full-fl edged family business that started 
in 1960’s as a B2B business was routed to 
become a complete D2C brand in 2017, 
courtesy efforts by Deepa Bhowmick, 
Founder CEO at DaisyLife. “It started in the 
1960’s for us. My great-grandfather was the 
1st man from India to travel to Japan to bring 
the machines to process bamboo in Tripura. 
These products were a part of the day-to-
day life in every village home in the north-
east. Since then, they have been replaced 
with aluminum, steel, melamine, plastics 
and thus we transformed to promote these 
in different ways. I have personally been a 
part of this industry for almost 4 decades 
now. It’s an unorganized sector and since I 
got involved full time in 2013, it grew 1500 
times till the pandemic,” Deepa notes when 
talking about the industry and the brand’s 
entry into the market.

Customer is key
“It was easy to tell clients what they need 
to do to build brand awareness, to create 
the right communication strategy, to build 
loyalty but while working on building my 
own brand, though I put together all my 
experience with the best brands I have 
worked for, I still felt like I was shooting in 
the dark. There are a lot of natural materials 
used in Swedish and Japanese lifestyles 
and I love the sense of calm they instill. I’m 
inspired by Ikea and Muji. These two brands 

ORGANIC BY NATURE

have been my guidelines in terms of their 
design sense, their approach to everyday 
products, the origins of these businesses 
and how they have evolved. As a company 
culture and a B2B business, we believe in 
building relationships, we believe in meeting 
our customer needs, we strive for customer 
delight and that’s translated in our D2C 
format as well. Our products are our life line, 
it’s like gold for us and we take utmost care 
to give the best, pack it well and ensure the 
best experience for the customer, making 
them feel they have received a treasure,” 
Deepa highlights when talking about 
acquiring customers.

She further says, “We innovate how we 
can use these products and adapt our 
products to fi t into our urban lifestyles. 
Nobody looked at mass handicrafts this way. 
We are making them a part of daily routines 
again. It is enabling people to appreciate 
these products, giving them their unique 
spins and creating their own stuff they are 
proud to showcase. Last couple of years 
has pushed us to explore different channels 
and the potential for these products is 
extremely positive in light of the sustainable 
development goals, single use plastic issues, 
and zero-waste initiatives. Natural materials 
and handmade products are gaining traction 
and the way to go especially for stuff that 
doesn’t need to be complicated. Change 
is not always necessary, there has to be a 

strong valid reason. Ease and convenience 
come at a cost and in the long run, it has to 
be worth it”.

Technology push
“A homegrown business managed on pen 
and paper, we have come a long way. I 
believe in lean teams, automations and 
system driven setups. We have a strong 
inventory management and billing system 
from Canada, the fi rst thing I installed when I 
joined full time. we have an online showroom 
and since 2018, I have been working with 
our clients to make them familiar with using 
an online channel for placing orders. This 
format is diffi  cult to adopt in the B2B sector 
in India for seller as well as buyer however 
the pandemic gave it a push. We have our 
B2B website live as well, now and slowly 
people are adapting. For D2C in the post 
pandemic setup, I have plans for QR based 
shopping. It’s what I had in mind when I had 
started Café Daisy, it’s now a possibility,” 
Deepa Bhowmick, Founder CEO at DaisyLife 
mentions.

Further she says, “Having automated 
systems in place makes all the difference. 
We have a strict policy to dispatch within a 
certain timeframe, we have reliable shipping 
partners and we take the effort to explore 
options to make sure the order is shipped 
while keeping the customer in the loop 
through the process”.

DaisyLife is into ‘everyday use’ handicrafts. DaisyLife products are made from Plant-based materials like 
bamboo, cane, coconut-Shells, jute, wood, and wicker. The brand is all about naturally connecting oneself to 
nature as a part of our daily lifestyle. To get that sense of well-being every day. The brand’s ethos revolve and 
evolve around making simple, functional, beautifully imperfect products.  



 Aks Clothings has developed a 
special unit for women so they can 
get better employment. This also 
involves the presence of more than 
50% of outsourcing fi rms working 
for Aks that are either founded or 
led by women.

 While earlier Aks was only into 
women’s fashion, it has now 
expanded its horizons and launched 
a kids’ collection and a Karwa 
Chauth collection, which includes 
men’s wear as well.

 Its kids’ collection outfi ts are 
made from the reaming fabrics of 
the mother outfi ts, an approach 
that helps the brand in upcycling 
while simultaneously promoting 
sustainability. 

 Since the expansion of its clothing 
range, its revenue has shot up 
vividly. The brand has been 
recording a year-on-year revenue 
growth of 5%. 

Nidhi Yadav
Founder, Aks Clothings and 
Satpal Yadav
Founder, Aks Clothings

MILESTONE
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Humble beginnings
“I was always drawn towards clothing 
brands and their stories. So while pursuing 
a fashion designing course in Italy, I studied 
the business model of many iconic fashion 
brands. Inspired by their success, I decided 
to replicate it in Aks,” says Nidhi Yadav, 
Founder, Aks Clothings, who, along with 
Satpal Yadav, Founder, Aks Clothings, 
established the brand in May 2014 with a 
seed capital of `3.5 lakh. 

But, every business faces some 
diffi  culties and challenges in the initial 
phase, and Aks was no exception. “From 
a small seed capital which funded a small 
warehouse of less than a thousand units to 
managing the responsibility of a 7-month-
old baby and winning the supplier’s and 
resource’s confi dence were some of the 
toughest challenges before me when I 
wore the shoes of an entrepreneur. During 
our initial days, we kept ourselves lean 
in structure and resources, relying a lot 
on multi-tasking. Over time, this trait 
eventually turned into the DNA of our 
organisation and we stuck to it,” adds Nidhi.

Team Aks works to deliver fashion 
that suits the rapidly changing times and 
ensures both high-quality standards and 
pocket-friendly rates. Though it began as 
a brand catering to the fashion needs of 
college-going girls and working women who 
wanted to look fashionable and in trend, Aks 
soon broadened its target audience with 
the introduction of new lines. It now has 

RIDING ON 
TECHNOLOGY

apparel that caters to mothers. “We offer 
fashionable outfi ts at affordable prices and 
launch a new collection every 15 days so 
our customers can stay up-to-date with the 
trend,” adds Nidhi.

Talking about challenges during the 
pandemic she says that the main challenge 
was the production of goods because 
demand was increasing and production 
was getting slow. It wasn’t easy to increase 
production while maintaining social 
distance in the workplace. To solve this 
problem, Aks expanded its supplier base 
and that helped it tackle this issue.

Surging ahead
Aks began with its primary marketing 
strategy focused on being available on all 
digital platforms. “Retail marketing was not 
my priority. We know how powerful digital 
marketing platforms are and how quickly 
they are growing. Therefore, instead of the 
offl  ine market, we jumped into the digital 
market and that’s how we’ve managed to 
establish a strong footprint. We know what 
our customers want and we always try to 
satisfy their needs with quality, fashionable 
and trendy clothes at affordable prices. 
We’ve broadened our target audience as 
well and that has helped us greatly in terms 
of growth,” the founder states.

Aks adopted the omnichannel approach 
quite early on in the day. Today, most 
organisations are entering digital platforms 

to grow their brand; Aks was established 
on digital platforms. “I believe that in 
today’s fast-growing world, people are 
more into online shopping because it’s 
easy and convenient. Aks has built itself 
completely on the digital platform and we 
have achieved recognition in the market 
in a very short period of time because 
of our availability, styles and affordable 
pricing. We are growing and expanding our 
business day-by-day,” shares Nidhi.

The clothing brand has brought many 
tech-enabled changes in its production 
processes, such as using CAD for pattern 
making and 3D for sampling. Its factories, 
too, are tech-enabled. They also use 
CAD for production, which has reduced 
wastage. Since Aks is only available on 
digital platforms, technology is a key factor 
for the brand. From designing the outfi ts 
to manufacturing them, the company 
uses different kinds of technologies and 
machinery. They also employ tracking 
technology to ensure the safe delivery 
of the product, developing it each day to 
match the modern demands in the market.

Talking about the future they have 
planned for Aks, Nidhi says, “We will go 
deeper with popular e-commerce portals 
in the country. This time, we will be 
focusing on D2C along with the franchise 
model. Apart from this, we are working on 
a special collection by associating with 
celebrities.”

Aks began in a small warehouse of less than a thousand units. The idea behind the venture was to give a new 
lease of life to the ethnic wear market by creating unique fusion themes and infusing comfort in order to 
satisfy the everyday fashion needs of modern Indian women. Under the aegis of Yuvdhi Apparels and a small 
seed capital of `3.5 lakh, Aks was brought to life in May 2014. 



 FAUSTO has one of the largest 
branded footwear catalogs on any 
marketplace with 2000+ SKUs.

 The brand stands for freshness 
in catalog – the brand launches a 
minimum of 50 new styles every 
month.

 FAUSTO has pioneered a back-open 
style of footwear range in almost all 
men’s footwear categories.

 FAUSTO piloted its range on 
Amazon.in in 2016 and today it 
has established itself as a market 
leader in the men’s ethnic footwear 
(fashionable juttis & mojaris) 
category.

 FAUSTO plans to touch the 
`100 crore mark by 2025 and 
the brand is steadily standing at 
`20 crore at present. 

 FAUSTO is present on almost all 
the leading marketplaces where 
it boasts of one of the largest 
footwear catalogs on the likes of 
AMAZON, MYNTRA, FLIPKART, 
LIMEROAD & own brand store 
FAUSTO.IN

Sumit Agarwal
Co-founder, FAUSTO
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Shoes for a change
Journey of FAUSTO started in the year 
2016 - a time when lot of online brands were 
either shutting the shop (e.g., BESTYLISH, 
FREECULTR, YEPME, Yebhi etc.) or moving 
from inventory-based model to marketplace 
model (Flipkart, Myntra, JABONG etc.). 
With the launch of marketplaces and 
improvement in digital infrastructure, 
e-commerce was suddenly in the reach 
of 130+ crore people with 260+ crore feet 
to be covered. This is the opportunity that 
FAUSTO was spawned to address. Right 
from casual sandals to masculine boots, 
from comfy loafers to ergonomic running 
shoes, from convenient slip-ons to stylish 
sneakers, and more – Fausto has it all in 
store for the stylish men. With such a varied 
collection of chic shoes for men, the brand 
is sure that everyone can spot more than 
just a few pairs of footwear that resonate 
with their sense of style! 

“To start with, the biggest challenge we 
faced, was to address a customer’s desire 
to touch & feel the product before making a 
purchase decision – Having a no-questions-
asked easy returns policy supported by 
free returns within the warranty period has 
helped us tide over this challenge. After 
that our task was to give the customer 
confi dence to buy from a new brand – 
Things like easy return policy, a graded 
warranty has helped build that confi dence. 

RIGHT FOOT FORWARD

Higher Cash on Delivery % / Higher RTO 
rates continues to be a challenge impacting 
the entire e-commerce industry, we are 
currently utilizing AI/ML-based technology 
intervention to predict RTO at pin code/ 
customer level and reduce returns,” Sumit 
Agarwal, Co-founder, FAUSTO narrates 
the challenges of setting up the brand and 
building its connect with customers. 

Customer story
FAUSTO as a brand stands for CUSTOMER 
DELIGHT & a FAIR & HONEST PRICE 
POLICY. “We believe in customer delight 
by committing to Quality, Consistency, 
Competency & Reliability. We follow a 
zero-tolerance policy on any customer 
complaints remaining unresolved for 
more than one business day. Due to the 
bootstrapped nature of business, our 
marketing efforts are being spent on social 
media, display & search marketing. There 
is an internal effort towards marketing 
automation and to this end, we are actively 
evaluating leading solution providers/
partners who can work with us on outcome-
based creative models,” Sumit adds. 

Making fulfi lment stronger
Sumit mentions, “In the last few years, a lot 
has happened on the logistics front, with 
new tech-enabled service providers such 

as Delhivery coming in and taking over this 
space but, improvement is still desirable in 
the last mile. We currently rely on AI/ML-
driven interventions to identify incorrect/
incomplete addresses, fraudulent orders, 
and service layers from startups such 
as ShipRocket. In addition, to better the 
customer experience and ride on impulse, 
we target to ship an order within 24 hours 
to put the product in the customer’s hands 
within 3-5 business days”.

Over the past 4.5 years FAUSTO has 
sold close to 700,000+ pairs of footwear. 
Assuming an optimistic repeat purchase 
of 1.5 pairs / year at least 450,000+ 
customers have experienced a FAUSTO 
pair. Fausto.in was launched in April ‘21 and 
has a registered customer base of 70k+ 
customers with a returning base of 22%.

Further talking about technology 
investments, Sumit says, “In 2022 we plan 
to pivot from being a D2C only business to 
a tech-enabled D2C business with some 
signifi cant investments made on this 
front. e.g.: we plan to move to a home-
grown e-commerce platform that will offer 
greater fl exibility and scale. Investment in 
a next-gen ERP and a robust OM platform 
integrated with leading marketplaces. 
And Setting up of virtual experience zones 
leveraging Augmented Reality solutions is 
also on the cards.”

FAUSTO, one of the key footwear players in the D2C footwear category, is focused on creating a niche in the 
aspirational and fashionable yet value-for-money footwear segment for men. FAUSTO is India’s one of its kind online 
personalized store with a group of stylists to recommend you the most stylish footwear as per your needs. We bring 
you a huge collection, created around many themes and styles to bring you cult classic fashion. Today FAUSTO stands 
for value for money, responsibly created fast fashion footwear catering to all age group and customer segments.



 Boldfi t manages warehouses in 
over 12 states in India.

 It has the capacity to make 
products available to customers 
in just over a day in top metros, 
and within two days in most other 
cities.

 The brand has piqued the interest 
of investors and may soon 
announce its fi rst fundraise.

 With business having grown 10x 
since the fi rst wave of COVID, 
Boldfi t projects a revenue of over 
`80 crore in 2021. 

Pallav Bihani
Founder & CEO, Boldfi t
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Learnings of an experience
His struggle with weight gain and being 
constantly body shamed during the 
impressionable years of youth had Boldfi t 
Founder & CEO Pallav Bihani determined to 
get in shape. The breaking point, however, 
came in 2013 when he incurred a slipped 
disc and was bed ridden for several months. 
His resolve was now stronger than ever 
before. But starting one’s fi tness journey 
in India, understanding and purchasing the 
right products, is a wild goose chase. “When 
I started Boldfi t, I wanted to standardise 
fi tness products, make them affordable and 
accessible,” he says.

In the early days, Bihani reminisces, 
manufacturers wouldn’t respond and even 
MOQs would be too large for the brand. 
Reaching out to newer customers was 
always diffi  cult with limited budgets. “But, all 
that’s in the past now and our products have 
done all the talking. We’ve worked hard on 
curating the right products that deliver. The 
word has spread!” he exclaims.  

Boldfi t has been bootstrapped throughout 
in a crowded D2C scene, which was initially 
very challenging. Slowly, through the 
perseverance and iron will of Bihani, Boldfi t 
became a name to reckon with in the fi tness 
community. “At Boldfi t, we have two major 
lines of products – fi tness accessories and 
health supplements – which have been 
strategically decided upon to provide the 
most holistic health and fi tness experience 

AN ACCESSORY TO 
FITNESS

to our customers. We started off with 
fi tness equipment such as Yoga mats, 
bands, shakers, etc., and the response was 
terrifi c. People loved us, they loved our 
products, and we were slowly building a 
community. We are extremely proud of this 
range that is optimised for performance,” 
shares Bihani. 

Boldfi t gradually diversifi ed into health 
supplements, and now has a fabulous 
portfolio in both categories. The health 
supplements are formulated by some of the 
country’s fi nest nutritionists and are made 
at world-class facilities conforming to WHO-
GMP standards. This diversifi cation was 
also driven by the lack of standardisation in 
the market coupled with an already existent 
customer base of its fi tness accessories. 

A weighty category
Boldfi t customers are all part of one big 
family and the brand listens to them intently. 
It regularly engages the customers with 
exercise programmes, work-outs and advice 
on diet. “The customers are our best friends 
and our greatest critics. We get so many 
ideas on how to improve our products from 
our customers. They’re the backbone of this 
company,” says Bihani. 

The brand has also invested heavily in its 
supply chain abilities and delivers within a 
day to major Indian metros, and within two 
days to almost all other cities in India to 

enhance the customer’s buying experience. 
“At Boldfi t, we had major omnichannel plans 
since the beginning and as of now, we have 
two fl agship stores in Bengaluru. But, owing 
to the pandemic, we were forced to keep the 
retail expansion on hold and focus on growing 
our D2C e-commerce channels,” he shares.

Boldfi t does not believe in making false 
promises to customers, and tries to be as 
transparent as possible with them. There 
are no heavy-weight claims or excessively 
fl ashy packaging. It understands what the 
customers want and aims to market its 
products accordingly. It will soon launch its 
Ayurveda range under ‘BoldVeda’ and take it 
international. 

Healthcare and fi tness is one of the 
fastest growing categories in the country. 
In fact, it’s only in the last 5-10 years that 
people here have become so conscious 
about health and fi tness. The pandemic has 
also acted as a catalyst of growth for this 
category and has made people more aware 
about the importance of fi tness. “We believe 
the best is yet to come and the fi tness scene 
in India is only warming up right now. I see 
Boldfi t becoming one of India’s premier 
fi tness brands and expand its reach not 
only in the online domain but in the offl  ine 
segments as well. We want to cater to even 
more people and expand horizons, not only 
for us as a brand but also for fi tness as a 
lifestyle,” concludes Bihani.

The lack of standardisation, affordability and accessibility in the category of fi tness accessories led 
to the founding of Boldfi t. Its winning formula has since led to the establishment of its range of health 
supplements, and the two-year-old bootstrapped business is celebrating its millionth order this month. It 
continues to build a community of health-conscious people in the remotest corners of the country.



 Brand Bluei has been witnessing 
a year-on-year revenue growth 
of 15-20% since the time of 
inception.

 Its customer base has also been 
expanding gradually, growing at 
a rate of 6-10% year-on-year.

 Today, Bluei has a vast network 
of more than 2,000 dealers and 
800+ distributors pan India.

 The brand has also successfully 
expanded its reach beyond 
Haryana, into Maharashtra, 
Delhi-NCR, Punjab, Andhra 
Pradesh, Chhattisgarh, Kerala 
and West Bengal. Soon, it will 
expand further in the eastern 
region.

Rajesh Chopra
Director and MD, Bluei
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A step back in time
Entrepreneurship has been a family 
trait for the Chopras for generations now, 
and Bluei is a product of a third-generation 
zeal for business. The brainchild of 
Rajesh Chopra, Director and MD, Bluei, the 
brand was founded in 2011. But things had 
begun differently for him and the family. 
“It all began with ‘Chopra TV Corner’ back 
in 1988 in Ratia, Haryana. Electronics, in 
a small city, managed to win customers. 
The store quickly earned a good name 
and attracted a lot of attention. It became 
the perfect stepping stone for our second 
venture – Chopra Electronics – which was 
established in 1999. With the learnings from 
having started from scratch, we founded 
Bluei in 2011,” shares Chopra. Today, the 
company serves three major segments of 
electronics - mobile accessories, security 
systems and car accessories. It has a 
network of over 2,000 dealers and more 
than 800 distributors pan India, while the 
team continues to expand its presence 
each and every day. A gadget lover himself, 
the day-to-day innovations in technology 
keep Chopra inspired to develop new 
products to meet the requirements of the 
discerning customers. 

In the initial days, as Bluei began setting 
foot in the D2C space, it was faced by a 
major obstacle – making its presence 
felt and be talked about in the consumer 
community. Its founder has always believed 
that building an audience is always more 

FROM THE GET-GO

valuable than direct sales and so, being a 
favoured brand among consumers was the 
fi rst challenge it needed to face head on. 
And head on it did! “To solve the problem, 
we did co-marketing, following all traditional 
ways of marketing back then. We also hired 
a highly experienced and talented workforce 
in our marketing team to make things easier. 
However, a second challenge that we soon 
faced was generating leads. So, we got in 
touch with experts in the fi eld and abided by 
their advice to create a strategy that would 
help solve the problem. To generate leads 
for our business, we needed to fi rst optimise 
our existing website for conversions. We 
understood that a website was the most 
essential tool for turning prospects to 
consumers,” adds Chopra.

Reaching remote corners
Today, as e-commerce continues to 
reshape the retail ecosystem, the growth 
of online shopping is forcing store owners 
to rethink the way they do business and 
adapt to the changing paradigm of the retail 
landscape. The signifi cant impacts of digital 
transformation in retail are noticed in supply 
chain management as well. Bluei offers a 
seamless omnichannel experience where 
customers can order from anywhere. “From 
a logistics point of view, we have a dynamic 
and agile warehousing strategy that helps 
achieve a quicker and seamless last-mile 
fulfi lment. In my opinion, a distributed 

warehousing can play a critical role in 
streamlining the logistics functioning of 
retailers,” says Chopra.  Its digital marketing 
strategy also includes a variety of plans 
for landing page, lead magnets, content 
marketing and SEO to attract and engage 
visitors. It analyses target customer markets 
and develops strategies that get a business’s 
offerings in front of the right audience. 

The MD believes that it’s also equally 
important for companies to consistently 
monitor current market trends and 
product success to remain relevant and 
profi table. When companies identify the 
opportunity to shift their product lines for 
increased marketability, adds Chopra, they 
often commit to a process called product 
diversifi cation. “We, at Bluei, understand 
the requirement and importance of product 
diversifi cation in helping expand the current 
market of a product and help companies 
grow the presence of a brand. We follow 
a concentric diversifi cation strategy that 
involves adding similar products to the 
existing business. Over the years, Bluei 
has continuously added a new component 
to an existing product line, such as new 
technology, additional sibling products or 
growing the existing product availability to 
reach new markets,” he explains. 

Bluei innovates on mobile accessories 
and security products. The company has a 
manufacturing plant and assembling unit in 
India.

Founded in 2011, Bluei faced many a challenge when it fi rst entered the D2C ecosystem. From building a name for 
itself while valuing relationships with customers over sales, the brand gradually overcame every obstacle that 
came in its way. Ten years later, Bluei has expanded its reach to seven more Indian states through a trustworthy 
network of distributors & dealers and the zeal to continue learning as the world changes and technology evolves 
every single day.



 andMe has over 2.5 lakh 
trusted women customers. 

 In 2019, Matrix Partners 
and Sauce VC teamed up to 
invest $1 million (about 
`7 crore) on andMe.

 andMe today is sold across 
leading online channels like 
Amazon and offl  ine channels 
like Nature’s Basket. The 
products are exclusively 
retailed from the brand’s 
offi  cial website andme.in.

 All andMe products are 
plant-based with no 
preservatives, added sugar, 
or any sort of artifi cial 
chemicals.

Ankur Goyal
Founder, andMe
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Pouring innovation
Merhaki Foods and Nutrition, andMe’s parent 
company, was founded by IIT and Stanford 
graduate Ankur Goyal in September 2017. 
Ankur understood the need gap in the 
market prevailing in nutrition and the 
availability of the right herbal supplements 
for women. His passion for innovation in the 
food and beverage industry took him from 
Nestle to Paper Boat to almost buying a food 
company in Brazil while he was at Stanford 
Graduate School of Business. andMe is 
a culmination of his vision, experience, 
and love. “The response from the market 
has been overwhelming and satisfying. 
We’ve received a lot of warmth from our 
consumers who have experienced instant 
relief after consuming the PMS drink. We are 
determined to solve many such challenges 
for women in the most convenient, healthy, 
and tasty formats. Our journey so far has 
proven our belief that women are looking for 
products created especially for them,” Ankur 
Goyal, Founder, andMe mentions. 

“When we started doing research for the 
brand, we understood that more than 30 
per cent Indian women suffer from nutrition 
defi ciency and most women do not like 
popping pills unless they are prescribed so 
for an ailment or disease. However, nutrition 
defi ciencies affect a woman very differently 
as compared to a man and they end up 
suffering from far-fetched problems over 
time,” informs Ankur.

Creating a difference
With the Wellness category expanding 
across length and breadth, wellness for 
women is a separate cause that brands like 

HEALTH FOCUSED

andMe endorse and look to solve with 100% 
natural drinks. No side effects, no harmful 
products, and a result-oriented approach 
make these drinks an easy, on-the-go 
supplement.

“Initially, fi nding a niche for our product 
line was a concern. Knowing about the 
problems that we could solve using our 
innovation was not easy. When on the one 
hand we had the fi rst-mover advantage in 
the category, on the other hand, we didn’t 
know what problems we were solving. 
It was diffi  cult to gauge the intensity of 
the issue or the actual requirement in full 
detail. Women are much more open to us 
right now and are actually writing in to ask 
for drinks for several other ailments and 
problems, which we do not serve at the 
moment. Defi nitely, women are getting 
conscious about their wellness and are 
starting to understand the need to look after 
themselves and are choosing products like 
andMe, in order to holistically address the 
root cause of common problems like PCOS,” 
Ankur mentions.

He highlights that offl  ine trade, initially 
was not helping them because in the 
absence of another similar product, they did 
not have a reference point for selling andMe. 
“On the other hand, even when we wanted 
to spread awareness about our products 
by stationing a sales representative in 
stores, the women would feel tabooed to 
talk about their personal problems and 
then choose a drink that may help them. 
Quite paradoxically, online trade helped us 
fl ourish as women frequenting social media, 
had the time to discover our products and 

understand them in detail. Social media, 
to a great extent, is helping companies like 
ours touch a broader spectrum of aware 
women,” Ankur explains when talking about 
awareness and carving a niche.

Customer reach
Ankur mentions that more than 50 per cent 
of andMe’s sales come from the online space 
and tier 2 & 3 cities are responding positively 
to the brand. The discovery of newer brands 
mostly happens online today and women 
spend more time navigating through online 
portals and Ads to fi nd their choicest best.

“Women in the age group of 24 to 40 years 
are showing more inclination towards our 
product range. Initially, our understanding 
was that the affl  uent category will show 
more response towards our products. But 
eventually, we realised that women from 
smaller cities are also extremely keen about 
andMe and majorly the products make sense 
to people who are more conscious about 
themselves and their lifestyle. Today, andMe 
is a familiar name for many and with the 
wellness category expanding its horizon, we 
are sure that we will get positive response 
from other pockets of India, too, in the 
coming days,” Ankur adds.

With Indians being sensitive about 
pricing, initially setting the price for 
andMe products was a tricky situation. 
However, the products fi t into the gap 
between medicines and unhealthy 
supplements, so given the vast free space, 
the pricing for andMe products worked 
in the brand’s favour and assured them a 
good following. 

Digital brand aggregator GlobalBees has just acquired Bengaluru-based andMe. As a Femtech brand, andMe 
understands that a woman’s body has different nutritional needs because of her unique hormonal cycles. They 
acknowledge that women are busy and have multiple roles to play, leaving them with little time for themselves.  
The brand blends Ayurveda and modern science to manufacture ‘bio active lifestyle beverages’ for women. 
The company targets solving lifestyle challenges and discomforts associated with menstruation, beauty, fat 

metabolism, and Polycystic Ovarian Syndrome (PCOS), among others.






