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Consumer 
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Technology (CDIT) 

Fashion 
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penetration 
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Factors driving category penetration 

Accessibility Assortment Returns and reviews 

FY19= 22% 
FY22E= 27% 

FY19= 7% 
FY22E= 12% 

FY19= 0.3% 
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Overall retail market (INR Tr) 42.5 59.8 83.6 

Organized retail market (INR Bn) 3,825 6,578 10,868 

Share of e-commerce in 
organized retail market 

17% 21% 28% 





Share Share Share 
.>90% 12% 40% 

Retail format Key category Number of private labels (as of 2019) Private labels launch 

Departmental Store Fashion & accessories 20-30 2004 

Departmental Store Fashion & accessories 10-15 2009 

Specialty CDIT 1 2009 

Specialty CDIT 1 2008 

Pharmacy Healthcare & wellness 3-5 2009 

Pharmacy Healthcare & wellness 2-5 2009 

Hypermarket Food & grocery 20-30 2004 

Supermarket Food & grocery 5-10 2008 
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Apparel CDIT Grocery Wellness Furniture 

Platform Private label 



Category Apparel and 
Multi-Category Grocery Wellness Furniture 

focus accessories 

Dominant 
category and Apparel: 60% CDIT & Apparel : 35% Grocery: 90% Wellness: 100% Furniture: 100% 
share of sales 

Share of 
online private 
label in overall 50% 55% 

sales mix (%) 
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PL Branded Sales 



Branded sales margin Private label margin 

35-40% Apparel 60-65% 

7-10% Grocery 10-14% 

18-20% Furniture 45-50% 

25-30% Cosmetics 70-75% 

15-18% Wellness 22-25% 

18-20% CDIT 50-55% 

NA Fine Jewellery 30-35% 



Key strategies Rationale 

Identify and invest in white spaces- customer segments, 
Targeted product development to match demand 

needs and existing gaps 

Identify emerging opportunities such as the need for superfoods, 
Identify and track merging market trends 

workplace jewellery, fast fashion etc. 

Introduce innovative & differentiated products, following trends in 
Ability to identify trends based on global precedents 

mature markets 

Using a ‘test-to-build’ approach to identify what can work with Incorporate consumer feedback to align the product with consumer 
scale needs and preferences 

Leverage the celebrity appeal of brand ambassadors to drive faster 
Focused marketing campaigns including celebrity alliances 

adoption of products and brands 

Building private label brands around platform’s existing brand Leverage marketplace’s credibility to launch private labels which will 
since extendibility of private label brand is very high have higher acceptance & quality assurance 

Key drivers of product differentiation 

Category Design and assortment Plug price-point gaps Quality assurance New category creation 

Apparel 

CDIT 

Grocery 

Wellness 

Jewellery 

Cosmetics 

Furniture 
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Share of Repeat Purchase 



Categories 

Key factors Apparel CDIT Grocery Cosmetics Furniture Wellness Jewellery 

Private label margins 

Strength of supplier base 

Impact of regulations within the category 

Ease of sourcing & manufacturing 

Current opportunity size 

Projected growth 

Influence of product functionality 

Category trends 

Importance of brand 

Consumer price sensitivity 

Private Label Opportunity High Low High High High Low Low 

Highly favorable Moderately favorable Unfavorable 







Cosmetics (7.5x) 

Apparel (6.2x) 

Electronics (5.0x) 

Apparel (3.5x) 
Furniture (3.2x) 

Cosmetics (3.0x) 

Wellness (2.2x) 

Furniture (2.0x) Electronics (2.0x) 

Wellness (1.5x) 

Grocery (1.2x) 

Grocery (1.0x) 

0 Low 3 Medium 7 High 10 

Influence/ importance of ‘Brands’ in driving sales 

Marketplace Marketplace with private labels 

Category () – Indicates relative gross margin 
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• Companies should analyze and focus on private label 
contribution to sales mix, while maintaining an 
appropriate share of branded labels to address 
consumer needs. 

• Companies could test-and-build private 
labels through the online channel and grow 

Map 
category wise 
whitespaces 

Today s outliers 
can be 

tomorrows 
trend setters 

Take a long term 
view of building 
brands for the 

Develop an 
omni channel 

strategy 

future 

Track share of 
private labels in 
the overall sales 

mix 
1 

2 

3 

4 

5 

• Examine and interpret whitespaces in each 

• SKU-wise profitability should be mapped 

them into channel agnostic brands 

• Offline retailers have a mature portfolio of 
private labels across categories and the shift 
to an online platform would augment new 
customer acquisition and push presence 
across both channels 

category. Adopt category specific strategies 
to drive revenues and improve profitability 

• Focus on achieving the optimum range to 
micro-target the right customer. Incorporate 
customer feedback to drive innovation 

• Private labels can start defining category trends, drive 

brands that can be grown beyond the captive 
• Develop private labels into self-sustaining 

market creation and enable category adoption 

platform and onto external distribution channels • Marketplaces can start influencing the value chain and 
such as other marketplaces, alliances etc. terms of trade on categories with notable influence of 

private labels 

customer base and brand equity which could 
• Unique positioning will help develop a loyal 

• Going forward, some of the smaller brands are likely to 
help command a premium pricing and improve enter into platform-exclusive partnerships with 
margins. marketplaces with high user base 
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Apparel Cosmetics CDIT Online - first retailers 
Jewellery Furniture Grocery Offline - first retailers 
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