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Report description:

India direct-to-consumer market was valued at USD 42.59 billion in FY2024, expected to reach USD 185.21 billion in FY2032, with
a CAGR of 20.17% for the forecast period between FY2025 and FY2032. With increased internet usage and smartphone sales,
India has achieved the position of the third-largest D2C market globally, with over 600 direct-to-consumer (D2C) brands. In
addition, the emergence of digital payment systems has led to easier transactions and fostered consumer trust. Moreover, social
media platforms, such as Facebook and Instagram, play a crucial role in market growth. For example, Instagram's Checkout
Feature enables D2C brands to sell products directly on their profiles while running ads on Facebook. The personalized ad feature
puts product suggestions before users based on their behaviors, which makes the path to finding and reaching intended
audiences much easier for the brands. Notably, around 70% of direct-to-consumer companies leverage social media for their
campaigns. Some D2C brands, such as Neeman's, Bluestone, and Wow Skin Science, have established their strong social media
presence and increased their audience base.

With consumers searching for more specific and niche merchandise, direct-to-consumer brands are well-positioned to meet that
demand with curated products. For instance, with Nike By You on Nike, one can design their own footwear as a unique product
reflecting individual tastes. These factors of consumer preference for customized merchandise and cost effectiveness through the
removal of intermediaries contribute to this growth. Changing lifestyles, especially in health, wellness, and sustainability, drive
demand for products that align with these values, allowing D2C brands to cater to these shifting tastes.

Government support towards digital payments for e-commerce and enhancement in logistics for good delivery created an



enriching environment for these businesses. Data-driven insights help D2C brands refine their offerings and marketing strategy
for better targeting and retention of customers. The D2C market in India is fully geared on a strong growth trajectory, both with
technological advancements, shifting consumer expectations, and a business-friendly ecosystem.

Digital Revolution to Act as a Growth Catalyst

The growth of India D2C market has been phenomenal, driven by rapid growth in digital infrastructure and enhanced internet
connectivity. In 2023, India had around 900 million active users online, with 56% of these new users expected to emerge from
rural areas. This surge in digital connectivity is facilitating broader access to D2C platforms and accelerating growth in
e-commerce. Increased digital penetration enables the shopper to easily bypass traditional retail intermediaries and go directly to
the brand so that they can achieve seamless and personal experiences.

In addition, the growth of social media and social commerce is proving to be a significant trend for the D2C market. Social
commerce has experienced phenomenal growth, showing how fast social media platforms are becoming preferred e-commerce
destinations. There is a huge social media user base with these platforms, such as Instagram, Facebook, and YouTube. These
platforms build direct contact with consumers via relevant content and with the help of collaborations with popular bloggers. As
e-commerce continues to expand, driven by a young, tech-savvy population and increasing trust in online transactions, India D2C
market is set for strong growth, paving the way for innovation and entrepreneurial ventures.

Technological Adoption to Accelerate Market Growth

The adoption of advanced technology acts as a significant driver of market growth, transforming how brands interact with
customers and optimize their operations. Advanced technologies include artificial intelligence (Al), machine learning (ML), and
data analytics, which have been highly integrated and are emerging as a strategic necessity. Al and analytics empower
companies to make informed decisions that are data-driven and thus create a better customer experience and smooth operations.
Data analytics lead to an increase of up to 10% in revenue growth with enhanced customer loyalty, wherein brands provide
personalized recommendations with targeted marketing.

Innovations such as augmented reality (AR) make shopping more exciting, particularly with the introduction of virtual try-ons and
other interactives. For instance, Licious, an Indian D2C startup dealing in meat and seafood deliveries, relies on data analytics to
ensure a smooth supply chain and customer recommendations. Also, Mamaearth, the leading Indian personal care brand, uses Al
and ML to analyze customer feedback and purchase patterns. This enables the brand to personalize marketing campaigns and
product offerings, with remarkable growth and market leadership for the company. With the adoption of such technological
advancements, D2C companies in India are experiencing more effective ways of customer engagement and, hence, assurance of
an increase in sales, along with operational efficiency, contributing to market growth.

Online Dominance Meets Growing Offline Presence

The direct-to-consumer (D2C) market in India has remained largely dominated by the online channel, owing to its benefits of
better accessibility and flexibility. Brands, such as Mamaearth, Nykaa, and Bombay Shaving Company, have rightly capitalized on
this advantage, building robust infrastructures to gain share and drive customer loyalty. Brands are increasingly moving into
offline retail. For instance, Nykaa expanded its physical footprint from 72 stores at the end of FY2021 to 150 by the end of FY2023,
marking the increasing weightage of a brick-and-mortar footprint.

Similarly, Mamaearth fetches around 35-36% of revenues offline, an indication of a strategic shift to physical retail. This trend
drives the forward momentum of how D2C brands blend online success with retail to improve customer experiences and increase
market reach. While online channels remain predominantly popular in D2C, an upward trend in establishing physical stores
represents a strategic balance between digital strength and physical retail, reaching out to a greater section of consumers.
Regional Variations in India D2C Market

In India, the adoption of Direct-to-Consumer (D2C) models varies significantly across geographic regions, reflecting differences in
digital infrastructure and consumer behavior. Metropolitan cities, such as Mumbai, Delhi, and Bengaluru, are at the forefront of
D2C adoption, owing to better internet penetration, disposable income, and tech-savvy consumers. These regions benefit from
robust logistics networks and a mature e-commerce ecosystem, enabling seamless online transactions and deliveries.

In contrast, Tier-2 and Tier-3 cities, especially Jaipur, Ahmedabad, and Lucknow, remain the key growth pockets for D2C brands.
There is a rise in digital engagement in these areas, with increased disposable incomes, though challenges include infrastructure
and relatively lower digital literacy. Rural areas, with poor digital penetration and low e-commerce readiness, have seen gradual



penetration of D2C businesses, facilitated by improving mobile connectivity and the latest government initiatives on digital
inclusion.

Notably, Maharashtra, Karnataka, Delhi, Uttar Pradesh, and Gujarat are the top five states for women-led startups in the D2C
market. It indicates that improved digital infrastructure in these states has allowed more women to emerge as founders of D2C
startups. Impressively, 1,700+ startups, representing 47% of all women-led startups in these sectors, originate from Tier-2 and
Tier-3 cities. It highlights the rising participation of women entrepreneurs in the D2C space across the country, supported by
improving digital access and infrastructure.

Future Market Scenario (FY2025 - FY2032F)

-JAdvancements in data analytics and Al will enable brands to offer highly targeted and personalized shopping experiences. This
hyper-personalization will help D2C brands to cater to individual preferences, enhancing customer satisfaction and loyalty.
-0The growth of D2C brands will increasingly extend to tier Il and tier lll cities. Consumers in these areas are eager to experiment
with new brands and products, presenting a lucrative market opportunity for D2C businesses.

-[JAs disposable incomes rise, consumers are willing to spend more on premium and niche products. The increase in per capita
earnings will fuel the growth of the D2C market as consumers seek out high-quality and unique products.

-JWhile D2C brands thrive online, there is a growing emphasis on integrating online and offline channels. Many brands are adopting
omnichannel strategies, including pop-up stores, experiential retail, and collaborations with physical retailers to enhance their
reach and customer engagement.

Key Players Landscape and Outlook

The key players leverage several strategies to sustain and thrive in a competitive market. They focus on building strong brand
identities through personalized customer experiences and targeted marketing, utilizing data analytics to understand and predict
consumer preferences. Many D2C brands invest in high-quality digital infrastructure to enhance their online presence and
streamline customer interactions. They emphasize customer loyalty programs and offer exclusive products to build a dedicated
customer base. Additionally, these brands often explore multi-channel approaches, integrating social media, influencer
partnerships, and offline experiences to reach broader audiences.

Moreover, celebrity endorsements are a popular strategy among Indian D2C brands to build credibility, enhance brand visibility,
and drive consumer trust. By partnering with well-known personalities, these brands tap into the celebrities' large followings and
leverage their influence to endorse products or services. For instance, in February 2024, an actor moved from being a brand
ambassador for boAt to acquiring a stake in the company, aligning his passion for music with business growth. Similarly, an
actress launched her sustainable skincare brand, 82[E, emphasizing natural ingredients and eco-friendly practices. Her
investments and active role reflect her commitment to sustainability and ethical practices. These strategic moves enhance brand
authenticity and appeal to a more conscientious consumer base.
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