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The Case Study Committee of K J Somaiya Institute of Management has used external references, publicly available information,
and experiential inputs to compile this Casebook. While reasonable efforts have been made to ensure accuracy, the Committee
has not independently cross-verified all data, figures, and information obtained from external sources. Readers should be
aware that data accuracy and reliability may vary across sources and are advised to interpret and use the information
presented in this Casebook accordingly.

This Casebook is intended solely for academic and preparatory purposes of students of K] Somaiya Institute of Management.
Readers are encouraged to exercise independent judgment and, where necessary, seek additional information or professional
guidance, particularly when relying on critical data points or strategic interpretations.

The Case Study Committee and K J Somaiya Institute of Management shall not be held accountable or liable for any errors,
omissions, misrepresentations, or inaccuracies contained in this publication. Furthermore, despite thorough proofreading and
quality checks, the possibility of inadvertent errors cannot be entirely eliminated.

COPYRIGHT

Copyright
© Case Study Committee, K J Somaiya Institute of Management.

All rights reserved. No part of this Casebook may be reproduced, distributed, transmitted, stored in a retrieval system, or

translated in any form or by any means, electronic, mechanical, photocopying, recording, or otherwise, without prior written
permission from the Case Study Committee of K J Somaiya Institute of Management
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It is my privilege to present this Case Book, developed with the objective of creating a rigorous and practical resource for
students aspiring to strengthen their analytical thinking and structured problem-solving through the case method. The ability
to break down complex business challenges, develop logical approaches, and communicate clear recommendations is central to
effective management and consulting practice. This publication seeks to cultivate these capabilities by providing a platform for
thoughtful analysis and learning.

This case book has been carefully curated to serve as a comprehensive guide for students preparing for case interviews,
participating in case competitions, and engaging with real-world business problems. In addition to case materials, the book
includes essential consulting frameworks, industry primers, interview transcripts, and estimation exercises. Together, these
sections aim to equip readers with both the conceptual understanding and practical tools required to approach business
challenges with clarity, structure, and strategic perspective.

It Is iImportant to recognize that the essence of the case method lies not in arriving at a single “correct” answer, but in the
discipline of structured thinking, sound assumptions, and well-reasoned decision-making. Readers are encouraged to approach
each case with curiosity, question underlying assumptions, and develop their own perspectives on the problems presented.

This first edition has been the result of a collective effort. While | had the privilege of leading and shaping this initiative, its
successful realization would not have been possible without the dedication, insights, and support of the entire team, along
with the guidance of faculty members and industry experts who contributed to this project. Their collaboration and
commitment have been instrumental in bringing this publication to life.

| hope this case book serves as a valuable companion for learners seeking to build confidence in tackling complex business
problems and developing a structured approach to decision-making.

Parth Shahe&

CASEBOOK CURATION HEAD

CASE STUDY COMMITTEE

K] Somalya Institute of Management

Iee— Case Study Committee, KISIM
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The Casebook (1°* ed., 2026) is an academic initiative developed and published by the Case Study Committee of K J] Somaiya
Institute of Management. This Casebook has been created to foster structured problem-solving, analytical rigor, and strategic
thinking among management students while bridging the gap between classroom learning and real-world business problem-
solving.

It is the outcome of collaborative efforts between student contributors, faculty advisors, and the Case Research Committee to
build a reliable and structured resource for case interview preparation, case competitions, and general managerial skill
development. The cases, guesstimates, and solution approaches included herein are designed strictly for academic learning
purposes, encouraging readers to develop clarity in structuring, logical reasoning, assumption-building, and professional
communication

This Casebook establishes the foundation for a long-term knowledge repository that will be refined and expanded in future
editions. The content reflects commonly observed formats of business problem statements encountered in consulting,
corporate strategy, and general management recruitment processes, adapted for educational use without disclosing any
proprietary, confidential, or actual interview material of recruiting organizations.

The Case Study Committee extends its sincere gratitude to the faculty members whose mentorship, guidance, and academic
insights played a pivotal role in shaping this initiative. We would like to express our heartfelt thanks to Prof. Brajesh Bolia, Prof.
Rushi Anand, Prof. Gayatri Sampath, Prof. Anjali Chopra, Prof. Kiran Sharma, Prof. Rashmi Soni, and Prof. Bhargavi Karamcheti for
their invaluable inputs and guidance.

If readers identify any errors, inconsistencies, or areas for improvement, they are encouraged to write to the Case Study
Committee at casestudy.sig.Rjsim@somaiya.edu. Constructive feedback is welcome and will help improve future editions of the
Casebook.

Case Study Committee

K J Somaiya Institute of Management
Casebook Initiative — 2026

Case Study Committee, KJSIM
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The Casebook is structured into four integrated sections. Together, they develop readers’ ability to think systematically, apply

frameworks effectively, and approach ambiguity with confidence — whether in an interview room or a classroom case
discussion.

1.Framework Section - Building Structured Thinking

The Framework Section forms the backbone of structured problem-solving. It introduces widely used business frameworks such
as profitability analysis, market entry, pricing, growth strategy, operations improvement, and M&A. These frameworks serve as
analytical lenses that help break complex and ambiguous problems into clear, manageable components.

How to Use This Section
e Focus on understanding the logic behind each framework instead of memorizing it.
Practice converting frameworks into issue trees and Mutually Exclusive and Collectively Exhaustive (MECE) structures.
Apply frameworks flexibly depending on the case context.
After solving a case, revisit this section to evaluate the robustness of your structure.
Use this section to strengthen clarity and sequencing in your thinking.

2.Industry Primer

The Industry Primer section builds commercial awareness and contextual depth. It provides an overview of industry structures,
value chains, revenue & cost drivers, key KPIs, and emerging trends. Strong case solvers distinguish themselves not only by
structure but by their ability to bring relevant industry insights into their analysis.

How to Use This Section
e Study the economics of each industry to build intuition.
e Review relevant primers before solving sector-specific cases.
e Focus on understanding key revenue drivers and cost structures.
e Integrate industry insights while structuring and analyzing cases.
e Use industry knowledge to make sharper and more practical recommendations.

Iee— Case Study Committee, KISIM
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3.Interview Transcripts — Real Experiences
This section contains actual interview transcripts of guesstimates and case questions shared by students who have undergone
real recruitment processes. We sincerely thank all the students who contributed their experiences and insights, making this
section authentic and highly practical.
These transcripts capture real-time thinking, interviewer probing, and the dynamic nature of case discussions. Unlike polished
model solutions, they reflect genuine responses under pressure — making them invaluable learning tools.

How to Use This Section
e Attempt the case yourself before reading the transcript.
e Simulate interview conditions by timing your practice.
Observe how candidates structure ambiguity and refine hypotheses.
Pay attention to how interviewers probe and guide the discussion.
Reflect on communication clarity, logical flow, and recovery from mistakes.
Use this section to improve both analytical execution and articulation.

4.Reference and Estimation Guide

Business decisions are influenced by broader macroeconomic and external factors. The Macro Factors section enhances your
overall point of view by covering key macro indicators such as GDP, inflation, interest rates, regulatory influences, demographic
shifts, and economic cycles.
In addition, this section includes a curated Guesstimate Cheatsheet, a structured collection of essential base numbers, logical
benchmarks, and commonly used assumptions. This strengthens quantitative confidence and improves the realism of
estimations.
How to Use This Section

e Refer to macro indicators to add depth in strategy and market-entry cases.

e Use macro lenses to assess external risks and opportunities.

e Apply the guesstimate cheatsheet to build logical and structured assumptions.

Iee— Case Study Committee, KISIM i
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The Ansoff Matrix is a strategic planning tool that helps organisations determine their growth strategy by
mapping products and markets.

It answers the question: "Should we grow by introducing new products or entering new market.”

Market Penetration: Focusing on
increasing share in current markets
with current products.

Market Development: Introducing
current products into new
geographical or demographic areas.

Product Development: Introducing
new or improved products for existing
customers

Diversification: Entering a completely

new market with a completely new
product

Existing

Market Penetration
(Existing Product x Existing Market)

Existing

Domino’s boosts sales in India by
offering more combo deals to existing
customers.

Proc

A

uct

New

Product Development
(New Product x Existing Market)

Apple adds new features or
launches a new iPhone model for
Its existing customers.

Markets

Market Development
(Existing Product x New Market)

New

Boat enters the Middle East, selling the
same earphones to new international
customers.

Case Study Committee, KJSIM

Diversification
(New Product x New Market)

Tata Motors enters the luxury segment by
offering Jaguar & Land Rover to a new
customer segment

Source: Ansoff Matrix
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The growth share matrix is a portfolio management framework that helps companies
decide how to prioritize their different businesses.

STAR QUESTION MARK

How to Create a BCG Matrix Analysis?

Low

generating stable and predictable cash
flows.

Companies should milk these “cash
cows” for cash to reinvest.

position; candidates for rationalization or
exit.

Companies should liquidate, divest, or
reposition these “pets.”

Source: BCG

Case Study Committee, KJSIM

Meaning: Market leaders in fast-growing Meaning: High growth potential but weak
- categories; require investment to sustain competitive position; need strategic e Calculate the industry growth rate for each
i o |growth. Investment decisions. product segment.
= T |Companies should significantly invest in Companies should invest in or discard e Use market reports, industry data, or
E these .“stars” as they have high future the§e “question marl<§," depending on government statistics for accuracy.
E potential. their chances of becoming stars. . Compare it against a standard benchmark
2 (e.g., the average industry growth rate).
CHE @000 e mrmane I Ame e B T LT
CASH COWS DOGS ' . |
S ——— I
5,—.‘ Meaning: Mature category leaders Meaning: Limited growth and weak e Determine the market share of each product
=

or business unit.

e Compare it to the market share of the largest
competitor in the same category.

e Relative Market Share = Company’s Market
Share / Largest Competitor's Market Share


https://www.bcg.com/publications/2014/growth-share-matrix-bcg-classics-revisited

STP Framework? & RN

Use STP when you want to decide who to target and how to position your brand in the customer’s mind.

S - Segmentation T - Targeting P - Positioning

This step breaks a large market into From all the segments, the company Positioning defines the space a brand
smaller, meaningful groups based on: selects the most profitable and suitable occuples in the customer’'s mind. It
. Demograph|cs (age, income, group to serve. Factors Include: answers:
occupation) « Market size e What problem do we solve?
« Geography (city, region) e Growth potential « Why should customers choose us over
« Psychographics (lifestyle, personality) « Competition competitors?
« Behavior (usage, loyalty, buying » Brand capability
habits)

How to create STP marketing stratergy?

Step 4.

Evaluate the commercial attractiveness of each
segment (Identifiable, Reachable, Responsive,
Profitable, Substantial)

Step 1. Define the market (Use TAM, SAM, SOM) Step 6. Develop a positioning strategy

Step 2&3. Create audience segments

g‘:‘ sly)tilrxnc(:gs':gpmhlec:t gfgﬁg:ur etc) & Step 5. Select target audience (Cluster Analysis) Step 7. Choose your marketing mix (4Ps)

(Create multiple customer personas)

e— Case Study Committee, KISIM 4
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S-Segmentation

Example -

P-Positioning

Case Study Committee, KJSIM

STEP 1: STEP 4: Béﬁuty&Persnnal Care Marketusui.ze. STEP 6: 7 ‘100% Authentic’ Products
Universe of internet users _ Guaranteed
TAM, SAM, SOM — ATTRACTIVENESS o [ — STRATERGY
ﬁ?{ﬂggelznvestor Presentation i Online 27% CAGR " : ; ; . 7 Fear Of Fa ke PrOdUCtS
(sept 23) a2 - Red u CEd
e 7 Curated Beauty Expertise
. and Trusted Guidance
overall BPC: 8-10% CAGR —
STEP 2: il STEP 5: ( Target ] STEP 7:
AUDIENCE = SELECTION MARKETING MIX (4Ps)
SEGEMENTS ‘L"":: W [ Primary }/\[Secondary]
=i D 7 N Wide, authentic . —__ Premium with
. beaut regular offers
g ( Urban Woman J(Men's Groomng cautyrange N &
Product Price
/ \\
STEP 3: Age: 18-50 years II Nvkaa |
PERSONAS Location: Metro cities (Tier 1&2) \ y |
Occupation: Student/ Working \ //
Income Level: Middle class Promotion Place Omnichannel
Llfestylg: Beauty-conscious, Influencer-led ‘\\ _—// w_eggil?c'e
follows influencers digital —_— S
Needs: Authentic products, wide marketing
variety
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Business Example: Food Delivery App

/This focuses on the specific cities where the app\
can actually launch, such as major metro areas
with high delivery activity. It narrows the
opportunity to regions where operations,

delivery partners, and customer demand

\already exist. /

/This is the share of the metro-area market the\
app can realistically capture, such as 5-10% of
online orders. It reflects real-world limits like
competition, marketing budget, and

\operational capacity. /

Source: The StartUp Owner's Manual

Iee— Case Study Committee, KISIM 6

/This includes the entire national food\
delivery industry, everyone who orders
meals online. It represents the full
revenue potential if the app were
available to all customers across the

\cou ntry. /

TAM - Total Addressable Market
SAM - Serviceable Addressable Market
SOM - Serviceable Obtainable Market
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Use 3C-P when you want to decide what product/strategy to offer by balancing company strength, customer need, and competitor pressure.

e What customers truly

1 1
i« What do we do well? -+ value ,
What are we capable | « \What are our core skills? Who are we solving i * What problems remain
of? i What constraints do we the problem for? | unsolved
| face? I ¢« What are customer needs,
1 ° 1
! !

pain points, expectations,
and behaviour

e Solves real customer

What exactly are we i problems
putting into the | * Matches company

e Direct and indirect
competitors

e Their pricing, offers,
branding, and
weaknesses

Who else is fighting

for attention? market? strengths

e Stands distinct from
competitors

_ Source: Creately
D —— Case Study Committee, KISIM 7
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The 3C-P Framework < Rondh

Example - \9 SWIGGY

Customer

|
|
|
|
I
{ Capabilities } i + hee 2.4 - years. -
I Location: Metro Cities (Tier 1 & Tier 2)
|
f / ] ’ \ ! Occupation: Young working professional
o V[ 1\, 1 i Income Level: Middle class
I;-fiflg;\ Der'acleSte Strong BHighd ! Lifestyle & Behaviour: Little no time to cook
iev o ran
Platform Networ1¥ Logistics || pecall i Needs & Preferences: Fast delivery and food variety.
: e Pain Point: Wants good food quickly.
I
|
4
I
Competitor i Product
|
|
) COMPETE N '
y[ Zomato 0 i [ Products ]
Direct I g ( o ) | \
it r ) rice
‘ Competition '3 MagicPin | \_________ i i
[Competition].. : : W|der Chmce- ] Dineout Inssvtvallﬁlggrt ] Genie
Indirect |..,| Offline | === l """""" i
Competition ; Takeaways ) [ DSepIZee(liy j i Swiggy is able to differentiate by diversifying more.
|

e— case Study Committee, KISIM 3
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4P Framework
Additional 3Ps (Service Focus) (|

People
e Employees and frontline staff PRODUCT PRICE
« Skills, training, and attitude
e Customer interaction and service

quality e Features and quality e Pricing strategy and discounts
e Design, packaging, and branding e Payment terms and affordability
Process e Product range and lifecycle » Perceived value vs competitors

e Service delivery flow
e Speed, consistency, and reliability
e Use of technology and automation

Physical Evidence PLACE PROMOTION
e Tangible cues of service quality
« Store layout, ambience, and « Distribution channels « Advertising and sales promotion
branding e Market coverage and accessibility . Digital and social media
e Website, packaging, and * Logistics and supply chain e Public relations and
documentation communication

Source: Lovelock, C., & Wirtz, J. (2016). Services Marketing: People,

_ Technology, Strategy, Harvard Business School
T Case Study Committee, KISIM 9
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PESTEL / PESTLE Analysis is a strategic tool for assessing external macro- GLIDESTEP Global Cross-border trends,

environmental factors. It covers six areas: Political, Economic, Social, An expansion of the international trade,

Technological, Environmental, and Legal. The framework helps origin.al.PESTEL, NOW geopolitical dynamics,
containing newer areas to global crises

organizations spot opportunities, manage risks, and adapt strategies. consider.

. .o .

What is a PESTEL analysis? - Oxford College of Marketing Blog Legal Laws & regula tions Innovation Novel ideas &
POLITICAL FACTORS including compliance, labor, business models that create
Responsible for evaluating how legal issues affect a taxation & intellectual value through creativity and
company's ability to be profitable and successful. property change
ECONOMIC FACTORS _ .

It consists of examining the external economic problems that Demographic Population Economic Inflation, GDP,

can affect a company's success. size, age structure, interest rates, currency

SOCIAL FACTORS migration patterns, stability, income levels

ﬁqoanplfea}cnies can assess the socioeconomic environment of the urbanization trends

TECHNOLOGICAL FACTORS . Sociocultural Cultural Technological Emerging

Technology introduces new products, new technologies, and . .

services. values, lifestyle changes, technologies like Al,
education, health, and automation, cloud

ENVIRO!\IMENTAL FACTORS , , consumer behavior computing, and digital tools

Companies must evaluate environmental impact as

consumers increasingly want eco-friendly products.

LEGAL FACTORS Environmental Political Government

Companies need to stay informed about changes in labor Sustainability, climate stability, policy changes,

laws and regulations. change, resource usage, trade barriers, political risk
pollution, and natural risks

Iee— Case Study Committee, KISIM 10
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Understanding how market expectations around new
technologies evolve

Innovation Trigger

Early idea emerges; curiosity is high but evidence A Peak of Inflated Expectations
Is limited.

Trough of Disillusionment

Peak of Inflated Expectations

Hype drives unrealistic promises and premature

Investments. Innovation
Trigger

Slope of Enlightenment

Plateau of Productivity

Trough of Disillusionment

==

Reality hits; failures and cost overruns reduce
confidence.

Why Managers should do at Each stage

Sl f Enlight t :

Avoid hype-driven

Practical use cases emerge through learning and Pilot & experiment scaling
refinement.
.. Trough: Plateau :
Plateau of Proguctivity Refine and selectively Scale and optimise

Technology delivers stable ROl and becomes invest

business-as-usual.

Source: Gartner

Case Study Committee, KJSIM 11
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Gartner Magic Quadrant®

When you need to compare multiple companies in the same industry based on their current performance
and future potential to make a strategic decision.

/%fé_:;\< 8

+[ 1
Ability to Execute Completeness of Vision The Four Quadrants
This measures how well a This measures how clear and » Leaders: Strong today and

company currently performs strong for the future

Innovative a company’s

longterm strategy is, including: e Challengers: Strong today,

By looking at:
weaker future vision

: e Innovation
e Product qualit :
o Custome? SatiSS:Caction e Market understanding e Visionaries: Innovative but
. |  Growth plans still building execution
Market presence e Technology roadma
e Sales and delivery gy P

e Niche Players: Focused on

Helpful for Investors, businesses and decession makers as it shows shows who is winning now,
who is preparing for tomorrow, and who is playing a focused game. Source: Gartner (2025)

Iee— Case Study Committee, KISIM 12
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Example - Cloud Infrastructure Industry

CHALLENGERS LEADERS
/Strong enterprise\ Oracle Cloud @ AWS / Dominate the \\
clients but are more ® . global cloud market
focused on existing @ 'BM Cloud @ Microsoft Azure ~with scale,
customer SAP Cloud Goosle Cloud Innovation, and
ecosystems. ® y @ Goog enterprise
\ / adoption.
. AN /
@ Tencent Cloud
/ \ '-',SJ @ Alibaba Cloud / \
o .
Mainly serve < Rapid growth and
developers, L . advanced cloud
startups, or S o Digital Ocean @ Huawei Cloud capabilities,
regional markets. >~ | @ Linode especially in Asian
\ / — markeats.
o \ /
< NICHE PLAYERS VISIONARIES

COMPLETNESS OF VISION >

Iee— Case Study Committee, KISIM 13
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Porter’s Five Forces helps assess an industry’s competitiveness
by analysing five external forces that shape strategic decisions

Threat of New Entrants ...............................................................................................................................................
.............................................................................................................................................. Example Indian FMCG Snacks |ndustry
i Ease with which new players can enter the market; | I ————————————— ettt e
depends on capital needs, regulation, and brand loyalty.
L, Bargaining Power of Buyers
. FMCG - As distribution investment is high but product C ..... t ..................... bltt ............. hf ....... [ ............................... hh ................ lt .....
: differentiation is low, Threat of New Entrants is Moderate. : : ustomers’ ability to push for lower prices, higher quali y,
T . Or better Ser\’lce
------- *> FMCG As there are many brand choice, Bargaining Power
Bargaining Power of Suppliers is high
Ability of suppliers to influence input prices, quality,and | R NI
: availability :
-::::'.:'.:'.'.'.:'.:'.:'.:'.'.'.:'.'.'.:'.:'.:'.:'.'.'.:'.:'.:'.:'.'.'.:'.'.'.:'.:'.:'.:'.'.'.:'.:'.:'.:'.'.'.:'.'.'.'.:'.'.'.:'.:'.:'.:'.'.'.:'.:'.:'.:'.'.'.:'.'.'.:'.:'.:'.:'.'.'.:'.:'.:'.:'.'.'.:'.'.'.:'.:'.:'.:'.'.'.:'.:'.:'.:. ‘- ------- Ind ustry Rlvalry
FMCG _ AS there are multiple Supp[iers for raW materials ................... . ............................... '. ............................... . ..... . ..............................................
like flour, oil, and spices, Bargaining Power is Low. i . Intensity of competition among existing players based
______________________________________________________________________________________________________________________________________________ on market share, number of firms, and growth rate.
_______ .’ .:.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.‘::
i FMCG - As there many players that compete on pricing
................................ Threat of Substitutes and stock keeping unit, Industry Rivalry is Intense.
| Ease with which new players can enter the market: Y~ e
depends on capital needs, regulation, and brand loyalty. ¢———————

...............................................................................................................................................
............................................................................................................................................

-----------------------------------------------------------------------------------------------------------------------------------------------

Insights: Brands must differentiate through flavour

FMCG - Due to the presence of homemade snacks, bakery
: : innovation and stronger retail penetration.

products, and healthier alternatives, Threat is High.

..............................................................................................................................................

.............................................................................................................................................

Source: Harvard Business Review
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ROGER’S DIFFUSION CURVE!Y 7D soMaia

Rogers’ Diffusion Curve explains how new products, technologies, or ideas spread through a population over time.
It divides adopters into five segments based on how quickly they embrace innovation.

e Innovators are first movers with a high risk appetite who
adopt strategies to stay ahead, even if failure is possible.

e Early Adopters are visionaries who adopt new a\\ \mlll:////
technologies early on to gain a competitive advantage. fcunsnu MAJORITY MAJORITY
 Early Majority are pragmatic users who adopt only after 7 gl \ _________________________ |
proof, reliability, and references.
e Late Majority are sceptical where adoption is motivated AE&.’:’%E..;
by social pressure and widespread acceptance. i W—
e Laggards are the last to adopt and they are resistant to INNOVATORS Es
change and will only adopt if it is absolutely necessary. ~, _________ v,
Crossing the Chasm - The critical gap between Early o §
2,5% 13,5% 34% 34% 16%

Adopters and Early Majority, where many innovations fail
unless positioned as a complete, low-risk solution.

Source: B-Plan | _Roger's Diffusion Model

Iee— Case Study Committee, KISIM 16



https://b-plannow.com/en/the-rogers-curve-a-guide-to-the-diffusion-of-innovation-in-the-marketplace/
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ROGERS MODEL 5 STAGES
OF DECISION MAKING

ROGERS 5 FACTORS THAT CAN
INFLUENCE DECISION MAKING

POSSIBILITY OF

EXPERIMENTATION: OBSERVABILITY:
The ability to test the When the results or
product/service reduces the benefits of using the
DECISION degree of uncertainty for product/service are visible
@ --. those who are still and tangible.

CONFIRM considering purchasing it.

KNOWLEDGE : E
@ 5 : @ | |
I ! ' : '
NP R | | |
PERSUASION IMPLEMENTATION RELATIVE ADVANTAGE COMPLEXITY: COMPATIBILITY:
When a product/service When a When a product/service is
Is considered more product/service is perceived to be compatible
advantageous than the considered difficult to with consumers’ prior
one previously used. understand and use. experiences and needs.

Source: B-Plan |_Roger's Diffusion Model
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Value Chain & Process Mapping® 755, SOMAIYA

Support Activities
» Technology Development: Process automation, systems, and ( Firm Infrastructure \
Innovation support
 Procurement: Sourcing inputs at optimal cost, quality, and Support Human Resource Management '%,
reliability Activities Technology Development \%
e Firm Infrastructure: Finance, legal, planning, governance, and
control systems L Procurement
e Human Resource Management: Hiring, training, performance
& cost optimization
Inbound | Operations | Outbound | Marketing
Logistics Logistics And Sales
Primary Activities
e Inbound Logistics: Receiving, storing, and managing inputs
efficiently \ ~ J
e Operations: Converting inputs into finished products/services Primary Activities
e Qutbound Logistics: Storage, distribution, and delivery to
customers e e e e e ~
: : . \
e Marketing & Sales: Demand generation, pricing, and channel 1 o o . . !
management i Support activities enable efficiency, while primary 1
|
 Service: After-sales support, maintenance, and customer | activities directly create customer value and margin. i
satisfaction 1 |
M S

Source - HBS

Iee— Case Study Committee, KISIM 17



https://online.hbs.edu/blog/post/what-is-value-chain-analysis

7S McKinsey Framework 795 SOMAIYA
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STRATEGY

Shift to digital-first retail Reorganize teams to
with improved in-store align online and offline
experience. operations.
SKILLS ' ‘ STRUCTURE

SHARED VALUE

Update inventory, POS, Promote a customer-first
and customer feedback culture across all stores.
SYSTEMS systems

Source: Business Horizons Book o , .
Leaders move to a more Add digital sales roles Train gmployees In

data-driven, hands-on and strengthen store dlgltal.t(.)ols,
approach. management teams. merchandising, and

service quality.

Iee— Case Study Committee, KISIM 18



https://www.amazon.in/Business-Horizons-Navigating-situations-worldwide-ebook/dp/B0C8BKHL9H

SWOT-TOWS Analysis*

SWOT is a strategic analysis tool used to assess a firm’s internal
strengths and weaknesses and external opportunities and threats.
It helps in structuring the strategic situation faced by a firm

Role of TOWS
« TOWS extends SWOT by linking internal and external factors
« It converts analysis into actionable strategic alternatives

« Strategies are developed through systematic matching
(SO, WO, ST, WT)

Perspective for Analysis
 Firm-level analysis - Strengths & Weaknesses
e Industry / environment analysis - Opportunities & Threats

 Strategy emerges from the interaction between the firm and its
environment

Why the Framework is Useful

« Ensures structured and comprehensive strategy formulation
 Prevents intuitive or ad-hoc decision making

« Widely used in strategy consulting, academia, and case analysis

& e ('25@
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SWOT

Strengths - S

Weaknesses - W

Internal Internal

TOWS _‘ -|| N =

’ (X @@

Opportunities - O SO wO

External

How to use strengths to
leverage opportunities

How to overcome
weaknesses by exploiting
opportunities

- <V \ L)
- - _ ) - - _'@ .‘ -
W [ el &2 -
Threats - T ST WT
l How to use strengths to HIOW to mlnlrdnlze i
Externa defend against threats weaknesses and avoi
threats
[]
oY \" 3
: o
7, A I 2 @ /

Source: Andrews, K. R. (1971). The Concept of Corporate Strategy.
Harvard Business School Press

Case Study Committee, KJSIM
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COST REDUCTION - VALUE CHAIN ANALYSIS Q) monh

This framework analyses cost drivers across the entire value chain
to identity inefficiencies and opportunities for cost reduction.

Revenue

!

Processing LogiStiCS & Fu lﬁlment

Distrbution m Inbound Warehousing

Logistics

ost per Inventory
— structure —> —D -
—D

Employees

[ weeo:
=
-
D

shipment holding cost

m Ly Technology

Shipment
md frequency

ma Technology

Last mile
efficiency

Storage
utilisation

—)

Capacity

Utilization

Cost per

No & Location

delivery

ma Packaging

of warehouses

S ILETe

utilization
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Profitability Framework 735, SOMALYA
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PROFIT = REVENUE - COST

Diagnostic Flow

1. Is profit declining due to
REVENUE or COST?

COST = FIXED COST + VARIABLE
COST

REVENUE = PRICE x VOLUME »

Price Volume
e Pricing strategy « Customer base Fixed Cost Variable Cost
e Discounting e Frequency/usage o Salaries ° Ravy materia.ls.
» Competitive « Market 3. If Cost - Fixed or Variable? * Rent * Dellve.ry/.loglstlcs
pressure expansion e Infrastructure e« Commissions

Key trade-offs managers must consider:

: : Profitability improv nly when revenue quality and cost structure are addressed together.
e Lower prices may boost volume but hurt margins ofitability improves only G y g

e High fixed costs require utilisation, not just cuts

e Scaling volume helps only if unit economics work

Case Study Committee, KJSIM 2
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Applying the Framework - Food Delivery Platform o R
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PROFIT = REVENUE - COST

_ DIAGNOSTIC FLOW
REVENUE = PRICE x VOLUME COST = FIXED COST + VARIABLE COST
« Orders 1

o Active users 1 Food delivery platforms do not : :
- tabl struggle due to lack of demand, ~ Fixed Cost. Variable Cost
° rrequency slable or but due to unfavourable unit  Fixed costs are high e Cost per order is high

improving economics driven by high variable but predictable
costs per order.

Incentives rise to

e Marginal impact per ensure supply
: : - . Fixed costs alone rarely volatility
o Dgllvery fees are prlcejsensmve explain losses. e This is the main
e Discounts used to retain customers profitability killer.

« Platform has limited pricing power

In food delivery platforms, profitability is a unit economics problem, not a demand

: . e . problem.
Revenue Is growing, but revenue quality Is fragile. -]

Case Study Committee, KJSIM 27
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Key &y

Partnerships

Who are the key
suppliers and partners
that make the business
model work?

Key Partnerships
describe the network
of external
organizations,
suppliers, and
collaborators that a
business relies on to
operate efficiently and
scale its value
proposition.

Key

Activities

What are the most
important things the
company must do to
make its business
model work?

Resources

What are the most
Important assets
required to make the
business model
work?

<&
Value ~7
Propositions

What unique bundle
of products/services
creates value for a
specific customer
segment?

Value Propositions
such as cost
efficiency,
convenience,
performance,
customization
ensuring clear and
relevant value for
every target group.

Customer

Relationships

What type of
relationship does the
company establish
with specific
customer segments?

o

Channels

How does the
company
communicate with and
reach its customer
segments to deliver
the value proposition?

Customer u@
Segments

Who are the specific
groups of people or

firms the business

aims to serve?

Each segment has
specific needs,
behaviors, problems,
and willingness to pay.

Segments may include
individual consumers,
businesses,
institutions, or
intermediaries.

Revenue Streams

Revenue streams define how the business generates income from
each customer segment, representing the value customers are
willing to pay through mechanisms such as sales, subscriptions,
licensing, or usage-based fees.

Cost Structure

The cost structure represents all major costs incurred in operating
the business model, including fixed and variable costs related to
key activities, resources, and partnerships, and reflects whether
the model is cost-driven or value-driven.

Source: Business Model Generation Book

Case Study Committee, KJSIM 23



https://www.amazon.in/Business-Model-Generation-Visionaries-Challengers/dp/0470876417

Key
Partnerships

&

Drivers: Ride supply,
service delivery,
revenue sharing
Payment Partners:
Secure transactions,
cashless payments,
settlements

Map & Tech Partners:
GPS services, route
optimization, real-time
tracking

Fleet & Vehicle

Partners: Vehicle access,
maintenance support,
scalability

Investors: Capital
support, growth funding

Cost Structure

e R&D / Platform Maintenance

Business Example - Uber Cab Services

Key
Activities

e Platform Development

& Maintenance

e Marketing & Customer

Acquisition
e Driver Longevity &
Operations

<&

Value ~7

Propositions

Customer
Relationships

e Automated Self-Service
Rating & Review System
In-app Customer
Support

Community based Trust
Insurance & Safety

Riders: On-demand
convenience, cashless
payment, safety
features, transparent
pricing.

Travelers: Ease of

Key Resources

App Interface
Network Systems
Driver Network
Financial Resources
Engineering
Product Teams
Customer Support

e Marketing & Driver Incentives
e Legal, Regulatory & Lobbying

e Insurance & Payouts

access, GPS navigation,
multiple payment
options.

Daily Commuters: It
offers cost savings,
efficient mobility and
stree-free-comfort.
Drivers: Flexible
schedule, income
generation, no
marketing required.

Channels

e Mobile App (Primary
interface)

e Social Media & Digital
Marketing

e Referral Programs (Word
of Mouth)

Revenue Streams

 Transaction Fees/Commissions (approx. 20-25%)
 Surge Pricing (Peak demand)
 Cross-selling (Uber Eats, Freights

Case Study Committee, KJSIM
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7a%

Customer TS

Segments

Riders: Urban users
seeking convenient,
on-demand &
affordable
transportation.

Daily Commuters:
Regular office-goers
valuing time efficiency
and ride availability.
Travelers & Tourists:
Prefering easy
mobility and
navigations.

Drivers: Independent
service providers
looking for flexible
income opportunities.

24
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Customer Journey Mapping Framework*

Customer Journey Mapping is a visual framework that shows a customer’s end-to-end experience across stages. It is used to improve customer
experience, identify service gaps, and redesign processes especially during new launches, declining satisfaction, or digital transformation.

B B o B o

-
Loyalty
Awareness Consideration Onboarding Usage Support &
Advocacy
4 )|
Customer Customers discovers Evaluates and Transaction and Repeat and use Help, troubleshooting Retention, referrals
Actions the offering corporates options decision making experiences and feedback and repeat
\ A
4 )|
Customer What is this? Seems Is this right for me ? Is this the best choice Is this what i expected | need help. | am happy with this
Emotions Interesting How does it compare? ? ? How do i fix it? and I'll recommend it
\ A
4 D
. . : . : Online check-outs, Usability, Process | am stuck?
Touch points |Website, Social Media Review Ads Sales Isslies How to solve this? Loyalty Program
\ A
r )|
Pain pOi nts Limited Knowledge Isa|;c ia}(citsu%lleyn:cc?snséa:jrge Checkout issues Setup iﬂ?vfammg Difficult to find help Few incentives to stay
\ A
4 )|
pr Clearer Value Streamlined Purchase Easy to follow s Proactive support
Opportunities Proposition Process instruction Usability Challenges resources Rewards for referrals
\. \ L\ L\ L\ L\ L\ /

e— Case Study Committee, KISIM Soutce Haruard usiness school 25
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Service Blueprint Framework*
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A Service Blueprint is a structured visual framework that maps end-to-end service delivery by linking customer actions with frontstage, backstage, and
support processes. In case studies, it helps reveal operational gaps and improvement opportunities by showing how strategy translates into execution,
illustrated through a hotel booking journey example.

é Y
Customer Journey | Search Hotels » Book a room » Check-In » Request support
\. J
.............................................................................................. LINE OF |NTOIQCTION =nssnssnnsnssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssnssnssnnsnnnnnnnns
4 )
Frontstage Action Browse Hotels ‘ Confirm Booking ‘ Provide key card ‘ Assist Guest
\. J
Line of Visibility
[ )
Backstage Action Update Availability Reservation Setup Prepare a Room Manage all Issues
\, )
........................................................................................ Line of Internal Interaction
([ Y
Support process
and CRM System Payment Processing IT & Operations
Systems )
( N
Physical Evidence Website/App ‘ Booking Confirmation Key Card Phone Info Card
\. J
D E— Case Study Committee, KISIN 26
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E-Commerce 73 SOMAIYA

Qé >
Ya \icy K J Somaiya Institute of Management
Inbound Logistics Inventory Management Operational Exexution Marketing and Sales Last-Mile Delivery

« Seller onboarding & e Demand forecasting algorithms « Order processing systems « Digital performance marketing « Hyperlocal delivery networks

»

marketplace aggregation

e Procurement (inventory-led
models only)

e Supplier quality control

e Warehouse intake & sorting

Payment gateways & fraud
detection

Fulfillment automation

Platform scalability & uptime

Fulfillment center optimization
Inventory turnover management

Personalization algorithms heavy industry)
Working capital efficiency

Seller advertising monetization . Delivery cost per order
e Third-party logistics
integration

Customer acquisition cost (CAC) ' e Reverse logistics (returns

»

Industry Forces

Key Growth Drivers Key Market Trends & Future Outlook

Competitive rivalry-Extremely high (rivalry due to low differentiation, price wars, heav e Risin internet &  smartphone| | KEY MARKET TRENDS L
. P . y y. .g ( y P y S . P e Shift from growth-at-all-costs to profitability
discounting, and scale competition) penetration Rise of quick commerce (10-20 minute delivery)
Threat of new entrants-Moderate threat (entry possible digitally, but scale and logistics « Digital payment adoption (UPI, wallets) Private (l]abel expansion y
create significant barriers) e Tier 2/3 city expansion . g .
. : : L : o Al-driven personalization
Bargaining power of buyers -High (due to price transparency and low switching costs) e Quick commerce growth : [ :
. : . : . : e Omnichannel retail integration
Bargaining power of suppliers -Low-Moderate (fragmented seller base; large brands  Increasing trust in online transactions , : .
: . : : e BNPL and fintech integrations
negotiate selectively) e Expansion of product categories
Threat of substitutes- Moderate (offline retail and D2C brand websites compete) FUTURE OU_TLOPK .
e Consolidation among major players
e Margin improvement via ads & subscriptions

Higher logistics automation
Greater regulatory scrutiny (FDI, data, competition law)

Major Players Important Links Major Challenges

- o e Path to EBITDA breakeven over hypergrowth
 High customer acquisition cost (CAC)
BEF Renort « Thin operating margins Indian E-commerce Market (US$ billion)
o epor .
P o Logistics cost pressure
_ e Returns & reverse logistics losses
* Rapid Growth of E- e Regulatory compliance uncertainty 345
commerce o Profitability vs growth trade-off . 102 125 145 163 I
2021 2022 2023 2024 2025F 2026F 2030F 2035F

Source: IBEF
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FMCG Industry 735, SOMATYA
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Consumer Engagement &
Inbound Logistics Operations Outbound Logistics Sales & Marketing e e

Raw Material Procurement : e Warehousing & distribution e Brand Building and mass e Product awareness & usage
e Large scale manufacturing
. Suppller Quality Evaluation . centers advertising education
. e Product formulation and . o : : - . .
and Compliance . e Retail & distributor dispatch e Trade promotions & pricing e Complaint handling and
. . standardization : i
e Quality Inspection at source e Omnichannel fulfillment strategy feedback loops

e Quality assurance, packaging,

o Materi housi '
aterial  warehousing & labelling & batch control

inventory planning

(modern  trade & e- e Consumer insights and e Product upgrades & after
commerce) demand analytics sales coordination

Industry Forces Key Growth Drivers

Key Market Trends & Future Outlook

o Threat of New Entrants: Moderate (low entry barriers, high
branding & distribution cost)

« Bargaining Power of Suppliers: Low (fragmented supplier base,
multiple sourcing options)

e Bargaining Power of Buyers: High (price sensitivity, low
switching costs)

Growth of e-commerce & quick-commerce channels
Premium & health-conscious product segments
Sustainability-driven packaging changes

Regional & D2C challenger brands rising

Margin pressure from rising input costs

 Rising disposable income & urbanization

e Shift from unbranded to branded products

e Expansion of modern retail & e-commerce

e Rural demand supported by government

o Threat of Substitutes: High (regional brands, private labels, scher.nes. , .
e Premiumization across food & personal care FMCG Market Size
unbranded products)
« Competitive Rivalry: Very High (intense competition, heavy /'I:I 17.33% CAGR 5
promotions, thin margins) EID (2024-2030) a7

Colgate Palmolive

3.6%

Major Players Important Links Major Challenges 34

. . . . . 15
Vae e McKinsey Consumer Goods e Intense competition leading to thin 21
Trend Report margins o
| s e Rising logistics&input costs rju
e MARC | Industry Outlook o Infrastructure gaps in rural & remote N
CONSUMER i, % markets
PRODUCTS

2024(A) 2025(A) 2026(P) 2027 2028(P) 2023(P) 2030(P)
Source: MARC

on s e Strong competition from regional &
private labels
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Supply and Cloud Kitchens

« Partner performance analytics

wallet systems

Fraud detection & refund management

Digital Demand Capture Operational Exexution Last-Mile Delivery

« Restaurant onboarding & o App-based customer acquisition o Order routing & real-time dispatch . Gig-based delivery fleet « Commission from restaurants
commission agreements « Search & recommendation systems « Route optimization & batching « Platform advertising & sponsored

« Cloud kitchen incubation & » algorithms |» « Inventory-light, ~ commission-based ’ « Delivery-time SLAs » listings
private-label brands « Targeted promotions & loyalty marketplace e Variable cost-heavy logistics « Subscription programs

« Menu digitization & dynamic programs » Platform-managed quality & service model « Convenience & surge pricing
pricing support e Integrated payment gateways & standards « Cross-selling grocery & quick

commerce

Industry Forces

network density create barriers)
gig workforce supply impacts costs)
comparison ease)

ready-to-eat options)

expansion into adjacent verticals)

Threat of New Entrants: Moderate (technology entry is easy; scale, brand trust, and
Bargaining Power of Suppliers: Moderate-High (large chains negotiate lower take rates;
Bargaining Power of Buyers: High (low switching costs, discount-driven behavior, app
Threat of Substitutes: High (home cooking, dine-in, tiffin services, quick commerce,

Competitive Rivalry: Very High (duopoly-led price competition, heavy discounting,

Key Growth Drivers

Rising urbanization & dual-income
households
Smartphone &
penetration
Increasing consumer preference for
convenience

Expansion into Tier 2/3 cities

Growth in cloud kitchen ecosystem
Quick commerce adjacency driving
cross-category traffic

digital payment

4

9‘\1"

Swiggy.

Eternal - Investor Relations

PwC's Voice of the Consumer
2025

Orkla IndustryReport

The Indian Forum

Major Players Important Links Major Challenges

Thin margins & high CAC

Commission caps & regulatory risk
Delivery partner cost volatility
Restaurant resistance to high take
rates

Profitability vs growth trade-off
Intense competitive pricing pressure

Key Market Trends & Future Outlook

KEY MARKET TRENDS
e Consolidation toward duopoly structure

Expansion into grocery & instant delivery
Increased ad-based monetization
Subscription-based loyalty programs
Data-driven personalization

FUTURE OUTLOOK
e Path to profitability via higher take rates & ad revenue
e Margin expansion dependent on delivery cost optimization
e Regulatory scrutiny on gig worker classification
e Competitive spillover from quick commerce players
e Long-term scale benefits from ecosystem bundling

Indian Packaged Food Market (in INR billion) (Fiscal); CAGR (%)

ﬂlﬂ
’*-

2019

*-

209p

Source: Orkla Report
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https://www.swiggy.com/corporate/wp-content/uploads/2025/07/Swiggy-Annual-Report-FY-2024-25.pdf
https://www.eternal.com/investor-relations/results/
https://www.pwc.in/assets/pdfs/pwcs-voice-consumer-2025-india-perspective.pdf
https://www.pwc.in/assets/pdfs/pwcs-voice-consumer-2025-india-perspective.pdf
https://www.orklaindia.com/wp-content/uploads/sites/3/2025/10/Tkc_Orkla_IndustryReport_09102025.pdf
https://www.theindiaforum.in/sites/default/files/article_pdf/2025/04/16/1769-1744775597.pdf
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Strategy & Solutioning Design & Architecture Development & Testing Deployment &_Integration anaged Services & Innovatio
e Client consulting & advisory « Cloud-native architecture e Application development e Cloud & legacy system Application & infrastructure
o Digital transformation strategy design _ o Agile & DevOps delivery integration management (ADM/IMS)
e Industry-specific solution * gatg & analytics platform « Al-assisted engineering  Platform & API integration Support & optimization services
design esign . . e Performance & securit Platform / SaaS / IP-led solutions
§ o Enterprise system architecture Automated testing & QA . y cvb ity & .
e Technology roadmap . . validation ybersecurity & operations
.. o Cybersecurity & infrastructure .
definition desian e Infrastructure deployment services

Industry Forces Key Growth Drivers

Key Market Trends & Future Outlook

e« Threat of New Entrants: Moderate (technology lowers entry barriers, but « Enterprise Al & GenAl adoption KEY MARKET TRENDS
scale, credibility, and talent access remain constraints) « Cloud migration & modernization demand « Shift from labor-led to Al & cloud-led services
» Bargaining Power of Suppliers: High (skilled talent scarcity, wage « Rising cybersecurity spending e GCCs evolving into innovation hubs
|nflat|.or.1, and dependence on W'Che capab|l|t|es). , . « Expansion of Global Capability Centers (GCCs) e BPM transitioning toward analytics & automation
» Bargaining Power of Buyers: High (large enterprise C“e.nFS exert pricing  Digital engineering & platform development e Tier 2/3 cities gaining delivery importance
pressure, outcome-based contracts, and vendor competition)
 Threat of Substitutes: Moderate to High (automation platforms, Al- * 5aa5 & IP-led revenue growth FUTURE OUTLOOK
driven tools, and expansion of Global Capability Centers — GCCs)  Increasing digital & platform revenue mix
o Competitive Rivalry: Very High (numerous global & niche players, service e Margin pressure from Al investments
commoditization, intense price competition) « Growth driven by Al, cloud & cybersecurity

MajOr PlayeFS lmporta nt LlnkS MaJOF Cha”enges Indian IT & Business Service Industry (US$ billion)

. e NASSCOM IT INDUSTRY e Dependence on US & global demand
SWA Inf()S)/S REPORT cycles

e IBEF » Skilled talent shortages & wage

C nie@ ’accen?ure |nfl§t|on

« Rapid technology disruption (Al/cloud) FY18 FY19 FY20 FY21 FY22 FY23 FY24

B Export m Domestic

6 e Margin pressure from automation shift

HCLTQCh  Data privacy & regulatory compliance

risks
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https://nasscom.in/knowledge-center/publications/technology-sector-india-strategic-review-2025
https://nasscom.in/knowledge-center/publications/technology-sector-india-strategic-review-2025
https://www.ibef.org/industry/information-technology-india
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Retail Industry <y

) S
Yavie¥  KJ Somaiya Institute of Management

Inbound Logistics Inventory Management Sales & Marketing Outbound &_Fulfilment

e Vendor selection & e Supplier-to-warehouse e Warehousing & storage e Promotions & discounting e Last-mile delivery
procurement transportation e Assortment planning e Omnichannel engagement e Returns & reverse logistics

e Private label sourcing » « Network optimisation » e Inventory turnover » e Loyalty & cross-selling » e After-sales service

« Category & assortment planning e Receiving & quality checks optimization o Brands: Reliance Retail, e Order fulfillment (store &

e Brands: ITC, HUL, Tata e Brands: Blue Dart, Delhivery, e Demand forecasting & Avenue Supermarts (DMart), online)
Consumer Products Ecom Express replenishment Trent Ltd., Nykaa e Brands: Amazon India, Flipkart

Key Growth Drivers Key Market Trends & Future Outlook

Industry Forces

e Threat of New Entrants: Moderate. Easy to enter, hard to scale KEY MARKET TRENDS
profitably at national level e Rising disposable incomes & urbanization « Omnichannel retail integration

e Bargaining Power of Suppliers: Low-Moderate. Fragmented * Expansion of modern retail & malls e Quick-commerce & hyperlocal delivery growth
suppliers; higher for niche brands with differentiation * Growth of e-commerce & quick commerce e Private label expansion

« Bargaining Power of Buyers: High. Price sensitivity, low  Digital payments enabling frictionless checkout o Data-driven personalization
switching costs across retail formats » Rising middle-class consumption FUTURE OUTLOOK

e Threat of Substitutes: Moderate. Online vs offline, D2C, local » Store network expansion in Tier 2/3 cities
kiranas coexist across markets e Warehousing & mall capacity growth

o Competitive Rivalry: High. Thin margins, discount-led « Increasing organized retail penetration
competition in most categories Retail Industry Size (US $ Billion)

Major Players Important Links Major Challenges 1407

6 ADITYA BIRLA e Intense price competition & thin 252
l f -I-H E NT Sources: margins ¢
€llance ° IBEE e High real estate & store rental costs 06

RETAIL| | ° . o ) i
TATA Emtoron KPMG | Retall.Sector o Competition from unorganized retail
e Infosys | retail Industry « Fragmented supply chains

A TATA Enterprise
{’ * R outlook ] e Demand sensitivity to inflation
TITAN = N . Cus.hman &'Wakefleld | 2 8 %
o Indlan REtaIl Sector m Food & Grocery m Lifestyle lElectronEs m Others - Source: IBEF

SHOPPERS STOP
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https://www.ibef.org/industry/retail-india
https://assets.kpmg.com/content/dam/kpmgsites/in/pdf/2025/07/the-indian-retail-sector-q4fy25.pdf
https://www.infosys.com/iki/documents/retail-industry-outlook2025.pdf
https://assets.cushmanwakefield.com/-/media/cw/apac/india/insights/research/retail-white-paper.pdf?rev=bca18be9dc56464eb1d08e6ef8823bcd

Telecom Industry 735, SOMATXA
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e Network equipment & e Government spectrum e Radio & fiber network e Voice & data connectivity e Retail subscriber acquisition

infrastructure auctions deployment e Mobile & broadband services e Billing & payment systems
o Towers & fiber assets » e License & regulatory fees » e Coverage & capacity » o Digital & enterprise solutions » e Customer experience &
e Technology platforms & e Usage rights & renewals expansion e Value-added services retention

software e Compliance obligations e Maintenance & upgrades e Enterprise account
e Capital investments e Network optimization management

Industry Forces

Key Growth Drivers Key Market Trends & Future Outlook

e Threat of New Entrants: Low (extremely high spectrum costs, capital « Rapid growth in mobile data consumption KEY MARKET TRENDS
intensity, regulatory barriers). . o . « Expansion of 4G / 5G networks « Surge in mobile data traffic
e Bargaining Power of Su;.)pllers.: H.|gh (limited equipment vendors,  Enterprise & digital service demand « Nationwide 5G rollout
techn.ol.ogy dependency, high swfcchmg C,OStS) . ] * Increasing smartphqne penetration o e Increasing adoption of enterprise digital solutions
. Barga|r1|ng Power .of Buyers.:.ngh (price-sensitive subscribers, low o Government-led digital infrastructure initiatives + Infrastructure investments & fiber expansion
switching costs, tariff competition)
 Threat of Substitutes: Moderate (OTT platforms substitute voice/SMS, FUTURE OUTLOOK
but data connectivity remains indispensable)  Revenue growth driven by tariff rationalization
« Competitive Rivalry: Very High (price wars, high fixed costs, market « Enterprise & 5G-led monetization
consolidation pressures) e Continued CAPEX intensity

e Margin recovery dependent on pricing discipline
Major Players Important Links Major Challenges Trend of internet penetration (data subscribers as a share

of overall wireless subscribers)

" Ozggs e High spectrum & capital costs
13.4% 92 airtel * Mordor Intelligence e Pricing pressure & ARPU challenges ”
e CRISIL e Heavy CAPEX for 5G rollout " - 62 N
o MatrixBCG » Regulatory & compliance burdens - i
Jio « Margin sustainability pressures - =
51% V% "
. Bs N L “ I Dec-20 Dec-21 Dec-22 Dec-23 Dec-24
All'tel Rural  s—lrban
31% Source: CRISIL Ratings, TRAI
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https://www.mordorintelligence.com/industry-reports/india-telecom-market
https://www.crisilratings.com/en/home/newsroom/press-releases/2025/05/telecom-arpu-to-rise-10-12percent-this-fiscal-as-rural-data-usage-surges.html
https://matrixbcg.com/products/airtel-five-forces-analysis
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Portfolio & Fund Distribution & Investor

Investor Acquisition & Onboarding & Investor Servicing &
Capital Inflows Transaction Processing Reporting

Management Engagement
 Capital sourced from retail  Digital KYC and compliance  Portfolio construction acros e Distributor-led and digital- « NAV declaration and reporting
and institutional investors processing asset classes led distribution models « Investor servicing and grievance
e SIPs as a recurring inflows » e Fund allocation across asset » e Risk management  Strong role of AMFI, IFAs, and » handling
e Distributor-led acquisition classes e Fund performance tracking banks « Redemption processing and
through banks, RIAs, and e Coordination with custodians e Liquidity, Risk & redemption| e Brand credibility and long- payout timelines
digital platforms and clearing corporations management term performance are critical .

Industry Forces Key Growth Drivers

Key Market Trends & Future Outlook

« Threat of New Entrants: High barriers (regulation, trust, scale) e Rising household shift from physical to financial * Fee compression and margin pressure
o Supplier Power: Moderate (distribution platforms & data savings » Shift toward passive & ETF products
vendors) o SIP inflows providing stable long-term capital ° Digital-firs’f distribution and direct plans
« Buyer Power: High (fee sensitivity, direct plans, performance e Expanding retail investor participation (Tier 2/3 » Consolidation among AMCs
chasing) penetration) e Greater focus on risk-managed & outcome-based funds

e Regulatory push for transparency and governance

Growing HNI & affluent wealth management demand
Policy support and investor protection reforms

Digital onboarding reducing acquisition costs Trend of Market Share of top 10 AMC basis QAAUM

Market

e I
10 AMCs

Major Players Important Links Major Challenges 0. (s vaons)

o Threat of Substitutes: High (FDs, insurance, PMS, ETFs,
alternatives)

« Competitive Rivalry: Intense (fee compression, performance
pressure)

« RBI-Household Financial ’ Sys'tained fe? compression s - 0
—— 3 n‘.‘:f.:’:f’;_.fﬁ Savings- . R|S|ng compllanc.e and technology costs g -
R « Industry Outlook | CRISIL . V(')lat'lle market-llnk'ed AUM o : -
Intelligence e Distributor economics under pressure 100 H 10,0
 Retaining investor trust during downturns C Mar20 M2t Mar22  Mar23  Mar2d Mar25  HIFY2S
0 e Increasing  complexity of  produc wTop 10 AMCs  mOther AMCs excluding top 10
“P portfolios, raising risks of mis-selling Source: Crisil Intelligence, AFMI
S investor confusion, and regulatory scrutiny
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https://www.rbi.org.in/Scripts/Publications.aspx
https://www.rbi.org.in/Scripts/Publications.aspx
https://www.icicipruamc.com/blob/investor-relations/IR_Documents/ICICI_Prudential_Industry_Report.pdf
https://www.icicipruamc.com/blob/investor-relations/IR_Documents/ICICI_Prudential_Industry_Report.pdf

Banking & Payments
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Funding & Logistics

Deposit mobilization (CASA & « Credit underwriting & risk
term deposits) assessment

« Wholesale borrowing & interbank » . Loan disbursement & servicing

mar.kets « Payments clearing & settlement
- Capital adequacy management « Fraud monitoring & compliance

(Tier 1/11 capital) controls
 Asset-liability management (ALM

=

Infrastructure & Systems

Core banking systems & cloud
mlgratlon

o Digital payment rails (UPI, RTGS,
NEFT, card networks)

o API-based open banking ecosystems

o Cybersecurity & data governance
frameworks

»

Distribution

e Physical branch networks
o Mobile & internet banking

platforms

networks

e UPI & QR-based merchant

« Agent banking & fintech
partnerships

Insurance

Customer acquisition &
onboardmg (KYC-driven)

» o Cross-selling of loans, cards,

o Personalized digital engagement
« Loyalty & retention programs

Customer Engagement

Industry Forces

e Threat of New Entrants: Moderate (fintech lowers entry barriers in payments;
banking licenses and capital norms restrict full-scale entry)

« Bargaining Power of Suppliers: Moderate (deposit competition impacts cost of
funds, but diversified base reduces concentration risk)

« Bargaining Power of Buyers: High (rate-sensitive borrowers, zero-fee payment
expectations, digital comparison transparency)

o Threat of Substitutes: Moderate-High (fintech platforms, capital markets, and
digital wallets disintermediate traditional banking services)

o Competitive Rivalry: Very High (PSU vs private banks vs fintechs; margin
compression in retail lending; aggressive digital expansion)

Key Growth Drivers

Rapid digital payments adoption (UPI-
led ecosystem)

Retail credit expansion (consumer &
MSME lending)

Financial inclusion initiatives
Smartphone & internet penetration
API-based open banking & fintech
partnerships

Increasing formalization of the economy

Key Market Trends & Future Outlook

KEY MARKET TRENDS
Surge in UPI transaction volumes

Embedded finance & BNPL growth
Increasing cybersecurity investments
Consolidation among smaller fintechs

FUTURE OUTLOOK

e Al-driven credit underwriting expansion
 Digital share of total payments approaching structural

dominance

Digital-first customer acquisition models

Major Players Important Links Major Challenges Key Performance Indicators (KPIs)

Sources:

¢?1cici Bank | |° e
AAX|S BANK e RBI Annual Report

e McKinsey

o EY
L} HDFC BANK - beloitie

kotak * Capgemini

Kotak Mahindra Bank

JPMorganChase

IcCBC (&)

BANK OF AMERICA %7
{X) Hsec paytm

Rising cybersecurity threats
Compliance & regulatory costs

NPA management & credit quality risks
Margin compression from deposit
competition

High technology investment
requirements

Data privacy & governance scrutiny

e Return on Equity (ROE)

o Net Interest Margin (NIM)

e Gross & Net NPA ratios

e Cost-to-Income Ratio

o Capital Adequacy Ratio (CAR)
« Digital transaction share
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https://www.ibef.org/uploads/industry/Infrographics/large/banking-infographic-november-2024.pdf
https://rbi.org.in/Scripts/AnnualPublications.aspx?head=Trend+and+Progress+of+Banking+in+India
https://www.mckinsey.com/industries/financial-services/our-insights/global-banking-annual-review
https://www.ey.com/content/dam/ey-unified-site/ey-com/en-cn/insights/financial-services/documents/ey-global-banking-outlook-2025-en.pdf
https://www.deloitte.com/us/en/Industries/financial-services/articles/infocus-payments-trends.html
https://www.capgemini.com/wp-content/uploads/2025/09/WPR_2025.pdf
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Product Development Underwriting & Risk Assessment Distribution & Sales Policy Administration / Servicing Claims management

e Product design & pricing e Risk evaluation & profiling e Agent & broker networks e Policy issuance & renewals o Claims evaluation &

« Risk pooling structures » e Premium pricing decisions » « Bancassurance partnerships » « Customer servicing & » settlement .

e Regulatory compliance e Fraud & adverse selection « Digital & direct channels engagement » Fraud dgtectlon & control
alignment control o Customer acquisition « Billing & documentation e Loss ratio management

« Customer segment targeting e Portfolio risk management strategies  Retention management ° eiupsggemnecretrUSt &

Industry Forces

Key Growth Drivers Key Market Trends & Future Outlook

e Bargaining Power of Suppliers: Moderate (reinsurers, actuarial KEY MARKET TRENDS
expertise, technology providers) Revenue Cost Growth » Digital & insurtech adoption
e Threat of New Entrants: Moderate (high regulatory & capital e Shift toward protection & health products
barriers, but insurtech lowers entry friction) Claims paid Insurtech e Data-driven underwriting models
 Bargaining Power of Buyers: High (price transparency, low Premiums partnerships e« Embedded insurance ecosystems
switching costs, product commoditization) collected  Increased regulatory oversight
e Threat of Substitutes: Low to Moderate (self-insurance & savings Product New mod.els, FUTURE OUTLOOK
alternatives, but risk transfer remains essential) development, personalized Penetration-dri th funit
L. : - . e Penetration-driven growth opportuni
» Competitive Rivalry: High (pricing competition, low Investment Operating & IT Al & automation ) Srowth opp Y
differentiation, aggressive customer acquisition) income (interest  support for faster claims * Margin pressure from pricing competition
e Technology-led efficiency gains
. :  Greater role of digital distribution
U Dyne lmportant Links /\/\aJOl‘ Cha”enges e Claims discipline critical for profitability
Life Insurance Premiums {USS billion) Gross premiums written of non-life insurers
Segment Share (%) o RBI Analysis of Insurance o Low insurance penetration levels " evas s ition
: Risks « Pricing & margin pressures 300
Life Insurance 72% : :
° e ET BFSI - Insurance News e Fraud & claims leakage risks s
Health Insurance 11%  Regulatory compliance burden l i
 Customer trust & mis-selling ; ; 32 3 v 23 o
Motor Insurance 8% concerns «flow Bugnecs Promum  wRanowai Pramium 0.00
orsawial prei i clato nof avillable Jor FY2S, FY26 F¥20 FY21 FY22 FY23 Fy2a FY25
Other Insurance 9%
Source: IBEF
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https://www.mckinsey.com/~/media/mckinsey/dotcom/client_service/consumer%20packaged%20goods/pdfs/trends%20that%20will%20shape%20the%20consumer%20goods%20industry.ashx
https://www.mckinsey.com/~/media/mckinsey/dotcom/client_service/consumer%20packaged%20goods/pdfs/trends%20that%20will%20shape%20the%20consumer%20goods%20industry.ashx
https://www.icra.in/Rating/DownloadResearchSpecialCommentReport?id=6780
https://m.economictimes.com/industry/banking/finance/insure/rbi-expresses-concern-over-high-cost-distribution-strategies-of-insurers/articleshow/126288413.cms
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\>>

Mineral Circularity System Integration Market Bifurcation Grid Synchronization Battery-as-a-Service$

« Vertical integration strategies e Dual technology pathways EV  charging infrastructure o Battery leasing & swapping

(ICE vs EV) expansion models
» * Renewable energy integration » « Lower upfront EV ownership cost
* Grid load &  storage « Fleet & last-mile adoption driver

e Critical mineral dependency

« Software-defined vehicles (SDVs)|
Geopolitical supply risk  Platform-based vehicle
Battery recycling & recovery architectures

e Urban vs rural adoption dynamics
e Commercial vs passenger vehicle

« ESG &  sustainability . Localization of battery sPit management _— « Emerging profitability model
pressures ) e Premium VS mass EV e Policy-driven electrification
manufacturing segmentation support

Industry Forces Key Growth Drivers Key Market Trends & Future Outlook
e Threat of New Entrants: high due to massive R&D]||  Global EV adoption & regulatory mandates KEY MARKET TRENDS
requirements, localization mandates, and capital » Software-defined vehicle transition o Accelerating EV adoption
o Bargaining Power of Suppliers: High (concentrated mineral|| ¢ Consumer willingness & sustainability shift « Software-defined vehicle (SDV) evolution
jurisdictions, localized midstream processing)  Charging infrastructure expansion e Charging & battery ecosystem expansion
« Bargaining Power of Buyers: Moderate to High in price-|| « Government incentives & localization policies » Cost parity progress (EVvs ICE) ,
sensitive urban markets e Battery cost reduction & recycling » Hydrogen & alternative fuel experimentation
e Threat of Substitutes: Moderate due to shift to EV shift FUTURE OUTLOOK
mobility alternative e Continued EV penetration growth
« Competitive Rivalry: Very High  (Intense EV transition o Margin pressure from technology investments
mpetition. Pricing pr re Innovation r e Supply chain localization race
e Emergence of new mobility models
@ ~rang| | Fncdeustr(;teermg the US Autol |, High EV transition investment costs saq 305 10310 250263
Mahindra « Electrek (Battery Swap Network) « Battery supply & cost volatility 204 227230259 o0 186 17.6
ATHER s @ o S&P Global (Battery Production o Charging infrastructure gaps . III I I I I
India) e Semiconductor & tech dependency I I
» NITI Aayog (Charging Infrastructure | | ', pasylatory & policy uncertainty i
& Grid Integration) FY18 FY10 FY20 FY21 EY22 FY23 FY24 EY25 Fyze* | FYA8 FY19 FY20 FY2l FY22 FY23 FY24 FY25 FY26°
OL A (@) e MDPI (Future of Electric & Note: * - April-Seplember 2025 '
IASHOK LEYLANLC ﬂyd_ro ge_n)
e IBEF Source: IBEF
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https://www.bcg.com/publications/2025/steering-us-auto-dealers-toward-profitable-future
https://www.bcg.com/publications/2025/steering-us-auto-dealers-toward-profitable-future
https://electrek.co/2025/03/18/nio-and-catl-form-new-partnership-to-build-the-worlds-largest-battery-swap-network/
https://www.spglobal.com/mobility/en/research-analysis/electric-vehicles-battery-production-india.html
https://www.spglobal.com/mobility/en/research-analysis/electric-vehicles-battery-production-india.html
https://www.niti.gov.in/sites/default/files/2023-05/Final-smaller_Electric-Vehicles-Charging-Infrastructure.pdf
https://www.niti.gov.in/sites/default/files/2023-05/Final-smaller_Electric-Vehicles-Charging-Infrastructure.pdf
https://www.mdpi.com/1996-1073/16/7/3230
https://www.mdpi.com/1996-1073/16/7/3230
https://www.ibef.org/industry/india-automobiles/infographic

Energy & Power 79 SOMAYA
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Upstream (Inputs) League & Events Distribution Consumption
» Coal, natural gas & hydro resource « Thermal power generation « High-voltage grid infrastructure « Last-mile electricity distribution » Residential demand (price-
extraction o Renewable generation . Interstate & intrastate power (DISCOMSs) sensitive)
o Renewable energy resource |» o Baseload vs intermittent energy corridors » e Smart metering & billing »  Industrial & commercial demand
development (solar, wind) balancing . Grid stability & frequency systems « Agricultural subsidized
o Fuel procurement contracts & PPAs « Plant load factor optimization & management o Subsidy-linked pricing consumption
« Heavy capital allocation & efficiency « Regulated return-based tariff mechanisms o Electrification & EV-led incremental
regulatory approvals model o AT&C loss management demand
: Key Market Trends & Future Outlook
A — Key Growth Drivers
: — KEY MARKET TRENDS
* Threz.:\t Of. New Ent.rants: Moderate (ren.ewaples casier entry; transmission & | . Aggressive renewable capacity expansion targets o Accelerated renewable penetration in generation mix
d|str|l?ujc|on remain regula’Fed anq capltal—ln.tenswe). o « Government policy support (RPOs, PLI schemes) « Declining solar & wind levelized cost of energy (LCOE)
* Bargaining Power. of Suppliers: ngh.(fuel price volatility, import o Electrification of transport & industrial processes e Smart grid and digital monitoring integration
depen.de.zncy, equipment concentration) . . « Rising power demand aligned with GDP growth « Private sector investment increasing in clean energy
* Barga.lnlng P.ower of Buyers: Mgder.at.e (la.rg.e mdus.tr.la.\l consumers « Energy storage ecosystem development « Growing focus on storage and hybrid projects
negotiate tarlff§; regulated retail pricing lll’.nItS fleX|b|l.|ty) « Grid modernization & smart metering rollout FUTURE OUTLOOK
o Threat of Substitutes: Low-Moderate (captive generation & rooftop solar . : :
: : e Capacity expansion toward large-scale renewable dominance
are partial substitutes) . . .
.. : : .. : : e Margin pressure in thermal assets; renewables scaling
« Competitive Rivalry: Moderate (reverse auctions driving tariff compression : o : .. :
in renewables) e Continued capital intensity across transmission corridors

Storage & green hydrogen emerging as next growth frontier
Policy stability critical for investor confidence

Major Players Important Links Major Challenges

s e Financial stress of DISCOMs
adanl Wamm /3% Sources:  High capital intensity & long payback .
A . CEA Key Performance Indicators (KPlIs)

NTPc cycles . . : -
« Barrels of Oil Equivalent (BOE): Standardizes different energy

Renewables

)\VI\ e IEA . . -
" _[ bersNEF » Fuelimport dependency & price volatility sources into equivalent barrels of oil
‘ | . * Bloomberg « Grid integration challenges for renewables : '
qv Q) '.{u e Ministry of Power, India . Regulato% uncertaint Sg(tariff revisions . Natural Gas f:oeffiuent (CFE): Measures natural gas reserves
TATA O3 “\é « MNRE tory unce y relative to oil reserves.
HPC o IBEF * Execution risks in large-scale e E&P output: Measures the production of oil and gas exploration

infrastructure and production activities.
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https://cea.nic.in/wp-content/uploads/executive/2025/03/Executive_Summary_Feb_2025_Aztual_updated.pdf
https://iea.blob.core.windows.net/assets/dfe5daf4-dbc1-4533-abeb-fafb1faee0f9/WorldEnergyOutlook2025.pdf
https://assets.bbhub.io/professional/sites/24/New-Energy-Outlook-2025-Executive-summary-external-14-04-2025-1.pdf
https://powermin.gov.in/en/content/power-sector-glance-all-india
https://mnre.gov.in/en/physical-progress/
https://www.ibef.org/news/india-generated-record-solar-wind-powerin-h1-2025-report
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Raw-Material Sourcing

o Blast

_d

Iron ore mining & beneficiation
Coking coal procurement
(domestic/imported)

Scrap sourcing (for EAF route)
Logistics-intensive bulk material
movement

processes

Furnace-Basic
Furnace (BF-BOF) route
Electric Arc Furnace (EAF) route
Energy-intensive

Ironmaking &_ steelmaking

Oxygen

conversion| '

o Capacity utilization critical for
margin stability

Rolling & finishing

o Flat & long product rolling

pricing premium

o Coated & specialty steel
production
e Yield optimization & quality
enhancement

o Value-added steel commanding

=

Distribution & fabrication

B2B distribution networks
Project-based infrastructure
supply

Service centers & fabrication
units

Working capital-intensive
inventory management

»

End-use sectors

Construction & infrastructure
Automotive & engineering
Capital goods & machinery
Consumer durables

Industry Forces

Threat of New Entrants: Moderate (large capital requirements and scale barriers; policy
incentives may enable selective entry)
Bargaining Power of Suppliers: High (raw material price volatility, import dependency
for coking coal)
Bargaining Power of Buyers: Moderate-High (auto OEMs & infrastructure majors
negotiate bulk contracts; commoditized pricing limits differentiation)
Threat of Substitutes: Moderate (aluminum & advanced composites substitute in auto
& packaging segments)
Competitive Rivalry: High (global overcapacity, price competition, export dependence,
cyclical demand swings)

e |nfrastructure
expansion

push

e Shift toward
specialty steel

&

Key Growth Drivers

construction

e Government capital expenditure

e Automotive production growth
e Urbanization & housing demand
e Export market opportunities

value-added

KEY MARKET TRENDS

FUTURE OUTLOOK
&

e |TATA STEEL

IBE

P

O |

Major Players Important Links Major Challenges

e Raw material price volatility
e High energy intensity & carbon emissions
e Cyclical demand fluctuations

Rising domestic steel consumption per capita
Government-led infrastructure pipeline
Consolidation among large integrated players
Increasing focus on green steel & decarbonization
Export orientation during domestic demand cycles

e Demand growth aligned with infrastructure build-out
Margin volatility tied to raw material cycles

Green steel investments increasing capital intensity
India emerging as key global supplier

Trade policy & anti-dumping duties shaping exports

Key Market Trends & Future Outlook

1
12004253 143.6

Total Crude Steel Production (million tonnes)

51.1

Consumption of finished steel (million tonnes)

1
119.2135.9
105,

# WeAlsoMakeTomorrow woarjournals.org , S 103.1110.9108.5 10255 06,1 1310947
. » Global overcapacity & dumping risks
McKinsey & Company. o Capital-intensive green transition I I]
JINDAL torld St association | | investments fppryrarrsryal By
e Working  capital pressures  during
wasan| | STEEL & POWER s
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https://www.swiggy.com/corporate/wp-content/uploads/2025/07/Swiggy-Annual-Report-FY-2024-25.pdf
https://www.ibef.org/industry/steel
https://www.pwc.in/assets/pdfs/consulting/technology/the-indian-steel-industry-growth-challenges-and-digital-disruption.pdf
https://www.woarjournals.org/admin/vol_issue1/upload%20Image/IJGAES071203.pdf
https://www.mckinsey.com/industries/metals-and-mining/our-insights/strengthening-the-future-steel-for-growth-and-resilience
https://worldsteel.org/data/world-steel-in-figures/world-steel-in-figures-2024/
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Procurement Operations

Network Planning & Compliance

Route optimization systems
Regulatory approvals &
safety compliance

Fleet licensing & permits
Digital infrastructure setup

|

Fleet acquisition (owned vs
leased model)

Warehouse leasing/acquisition
IT systems procurement
Third-party vendor

partnerships

Fleet management & tracking
. Warehouse management
» systems (WMS)
» Load optimization
e Turnaround time efficiency
o Fuel cost management

=

e Road / Rail / Air / Sea
freight

e Last-mile delivery

e Cold-chain logistics

e Dark store fulfillment (for

=

e Enterprise contract acquisition
E-commerce platform
integration

Reverse logistics management
SLA-based service

differentiation

quick commerce)

o Competitive Rivalry: Very High (fragmented market, price-based
competition, thin margins, limited differentiation)

Industry Forces

Bargaining Power of Suppliers: Moderate to High (fuel price
volatility, dependence on fleet owners, and driver availability)
Threat of New Entrants: Moderate (easy entry for small operators,
but scale, technology, and network integration create barriers at
the national level)

Bargaining Power of Buyers: High (large corporate contracts, price
sensitivity, low switching costs)

Threat of Substitutes: Low to Moderate (modal shifts like rail/air
exist, but physical goods movement remains essential)

Key Industry Terms

PL / 4PL: Third and Fourth-party logistics providers
ULIP: Unified Logistics Interface Platform for digital
integration

MMLP: Multi-Modal Logistics Parks serving as integrated
transport hubs

Last-Mile / Quick Commerce: Final delivery leg, often
involving 10-30 minute delivery windows

Reverse Logistics: Handling the flow of goods back from
the customer to the seller

GROWTH DRIVERS
e Structural Drivers

o Government infrastructure push (DFCs, logistics parks)
o National Logistics Policy
o GST implementation enabling hub consolidation
e Demand Drivers
o E-commerce growth
o Quick commerce expansion
o Manufacturing growth (Make in India)
o Cross-border trade

Freight charges (distance x
load factor)

Warehousing rentals (per sq.
ft)

Value-added services
(packaging, sorting)

Cold chain premium
Tech-enabled tracking
subscriptions

- PIB

e EY
e World Bank

600

500

400

300

200

100

Logistics Industry Report Card

@ 2025 @ 2030

2030

2025
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e Efficiency Drivers
o Digitization & tracking systems
o EV adoption
o Route optimization tech
CRITICAL CHALLENGES
 High logistics cost (~8-9% of GDP target reduction)
Fuel price volatility
Fragmented industry structure
Low technology penetration in unorganized sector
Infrastructure bottlenecks
Thin operating margins

Key Growth Drivers & Critical Challenges

40
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Inputs Operations Delivery Continuum of Care Integration

» Clinical staff & allied e Clinical administration & Preventive & primary care « Rehabilitation & recovery * Public-private healthcare
professionals diagnostics . Secondary & tertiary treatment « Home healthcare & nursing partnerships

. :\:l]c;gt;luiﬂzjrlsment & » o Inpatient & outpatient » . In—person. & virtual » « Chronic disease management » ° In.Sl.Jranhce &r|]:)ayer integration
T % dicital health services consultations e Follow-up & remote » Digital health ecosystem

* [T systems & digital healt « Emergency & specialty care « Day-care & short-stay monitoring connectivity
platforms « Surgical & procedural services procedures e Regulatory & compliance

o Capital & regulatory approvals alisnment

Industry Forces Key Growth Drivers

Key Market Trends & Future Outlook

Rising healthcare expenditure KEY MARKET TRENDS
Growing insurance penetration

Ageing population & chronic disease burden
Expansion of Tier 2 & Tier 3 healthcare demand
Digital health & telemedicine adoption
Increasing private investments

« Bargaining Power of Suppliers: High (shortage of skilled doctors,
specialists, nurses, and rising wage pressures)

 Bargaining Power of Buyers: Moderate (limited patient price sensitivity,
but insurance companies & corporate buyers exert cost pressure)

« Threat of New Entrants: Moderate (high capital & regulatory barriers,
but increasing private investments & specialty clinic models) Insurance-driven healthcare utilization

« Threat of Substitutes: Low to Moderate (limited alternatives to Personalised & technology-enabled treatment
hospital-based care, though telemedicine & homecare emerging) FUTURE OUTLOOK

« Competitive Rivalry: High (expansion of private hospital chains, pricing
competition, and service differentiation)

e Growth of telemedicine & digital diagnostics
Expansion of specialty & tertiary care
Shift toward preventive & outpatient care

e Continued private hospital expansion
 Increasing role of digital health ecosystems
e Rising cost & affordability pressures

Major Players Important Links Major Challenges Hea:rhcaresen[mGmwmrenaJ (UsS billion)
CAGR 22.52% 638

Regulatory complexity & compliance costs

[
M Ax i t Sources: e Skilled workforce shortages 80 372
Healtheare g o World Bank e Infrastructure gaps in Tier 2/3 regions 10 160
Forl'ls o IBEF India e Rising operational & technology costs - - .
Mordor Intelligence Affordability & prici
gence ° Alordability & pricing pressures 2016 2017 2020 2023 2025*
7)) o NITI AAYOG
"0 ik 4 « IBEF Presentation
SPITALS Narayaﬂa Hea th » TechSci Research cource IBEF
Health far all All for health '
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https://www.mordorintelligence.com/industry-reports/india-telemedicine-market
https://www.niti.gov.in/sites/default/files/2023-02/InvestmentOpportunities_HealthcareSector.pdf
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Procurement

e Food & beverage sourcing
e Energy & utility management
e Property & facility
maintenance
e Vendor & contract services

l operations

reservations

Front-office
management
Housekeeping &

e Revenue & yield management
 Staff training & service quality

facility

“Sf

Check-in/Check-out experience
o F&B & ancillary services
» Personalized
engagement
« Customer satisfaction & loyalty

guest

=

Sales & Marketing

e Brand

promotions

Pricing & discount strategies
Loyalty & retention programs
Corporate & group sales

positioning

|mp|

Distribution

Online Travel Aggregators (OTAs)

Direct digital channels
(website/app)

Corporate & institutional
bookings

Offline & travel partnerships

Industry Forces

Key Growth Drivers

Key Market Trends

& Future Outlook

platforms, utilities)
reduce barriers)
sensitivity)

experiences)

« Bargaining Power of Suppliers: Moderate to High (real estate costs, skilled labour, OTA

« Competitive Rivalry: Very High (fragmented market, price competition, low differentiation)

Growth in domestic tourism
Rising middle-class travel demand

KEY MARKET TRENDS

Shift toward experiential travel

« Threat of Substitutes: Very High (alternative accommodations, budget hotels, virtual

« Threat of New Entrants: Moderate (capital intensive but asset-light & alternative models

« Bargaining Power of Buyers: High (price transparency, low switching costs, high discount

Expansion of business & corporate
travel

Infrastructure & connectivity
development

Growth of experiential & leisure

Increasing OTA & digital bookings

Rise of alternative accommodations

Growing focus on sustainability

Technology-driven guest experience

FUTURE OUTLOOK

travel

Major Players Important Links Major Challenges

<>
¥

ITA

()

o
T

m

()
=

Anarock r

[TC HOTELS

RESPONSIBLE LUXURY

Oberoi

High fixed & operating costs

e Demand seasonality & volatility
e Pricing pressure & discounting
e OTA commission dependency

e Labour & service quality challenges

FY2024

e Revenue growth linked to tour

ism expansion

e Margin pressure from discounting & commissions

e Demand volatility & seasonali

ty risks

e Brand differentiation becoming critical

e Asset-light models gaining tra

ction

omparlson of Organized Sector to Unorganized Sector in India -

Source: HVS ANAROCK Research (June 2024)
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https://www.ibef.org/industry/tourism-hospitality-india
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https://www.icra.in/Research/ViewResearchReport/6621
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R&D and Approval Procurement Manufacturing Logistics

Sales & Marketing

 Drug discovery & molecule API & intermediate sourcing Formulation & bulk drug e Cold-chain & controlled  Physician engagement &

distribution

Export & regulatory
documentation

Inventory & shelf-life management

Vendor & supplier
partnerships

Quality & compliance '

detailing
Brand & product lifecycle
management

Market access & pricing

development
e Pre-clinical & clinical trials
(Phase I1-I11)

e Regulatory approval &

productlon
GMP & regulatory compliance

Quality testing & validation

assurance e i .
compliance : » Process efficiency & yield e Channel & hospital/pharmacy strategies
o « Cost & supply risk optimization ituti !
o Patent & exclusivity management P networks e Institutional & tender business
management

News & Policies

Industry Forces Key Industry Terms

APIs & Intermediates
Active Pharmaceutical 10% Drug price regulation (DPCO impact)

e Bargaining Power of Suppliers: Moderate to High (API

. . . Biosimilars
concentration, quality/regulatory dependencies) Ingredient (API) 2% PLI schemes & domestic manufacturing push
o Bargaining Power of Buyers: High (price regulation, institutional e New Drug Application Quality & compliance tightening
buyers, generic substitution pressure) (NDA) Export regulation & global audits

e Threat of New Entrants: Low (heavy R&D costs, regulatory
barriers, patent protections, compliance intensity)

Abbreviated NDA (ANDA)
New Chemical Entity (NCE)

Biosimilars & specialty drug policies

o Threat of Substitutes: Low to Moderate (alternative therapies e Good Manufacturing KEY GROWTH MAJOR
exist, but medical necessity limits substitution) Practice (GMP)
o Competitive Rivalry: Very High (intense generic competition, e Drug Price Control Order : i< & Branded DRIVERS CHALLENGES
patent cliffs, pricing pressure) (DPCO) enerlcsés% rande
o Growth in global generic « Patent cliff risks
Revenue Cost Drivers KPIs Important Links drug demand » Pricing pressure &
o Patent expiries & regulation
 R&D & clinical trial expenses e Time to market ., biosimilar opportunities e Regulatory compliance
* DrugsSales « API & raw material costs « R&D productivity / * India’s pha.rrr.la exports , « Rising healthcare bur%en Y g
e Exports « Manufacturing & compliance pipeline strength cross $30 billion (Economic expenditure « APl supply chain
» Licensing of Patents « Regulatory & approval « Patent lifecycle &  Indian pharma export markets R&D productivity
e Insurance Premiums expenses o i : . :
. Sales & marketing exclusivity - growth (Invest India) « Increasing chronic disease challenges
investments . GF.OS.S margins & yie burden
efficiency
I —— Case Study Committee, KISIM 43



https://m.economictimes.com/industry/healthcare/biotech/pharmaceuticals/indias-pharma-exports-cross-30-billion-rajesh-agrawal/articleshow/126044728.cms?utm_source=chatgpt.com
https://m.economictimes.com/industry/healthcare/biotech/pharmaceuticals/indias-pharma-exports-cross-30-billion-rajesh-agrawal/articleshow/126044728.cms?utm_source=chatgpt.com
https://m.economictimes.com/industry/healthcare/biotech/pharmaceuticals/indias-pharma-exports-cross-30-billion-rajesh-agrawal/articleshow/126044728.cms?utm_source=chatgpt.com
https://www.investindia.gov.in/team-india-blogs/harnessing-indias-api-potential?utm_source=chatgpt.com
https://www.investindia.gov.in/team-india-blogs/harnessing-indias-api-potential?utm_source=chatgpt.com
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\>>

Talent R&D League & Event Operations Media & Distribution: Fan Monetization & Engagement:

. Grassroots scouting & academy e Franchise-based league structuring « Centralized broadcasting rights - Digital fan engagement e Sponsorship & brand

development . Centrali;ed governance & auctions - . ecosystems . - partnerships
. Athlete training infrastructure & scheduling | « OTT streaming partnerships » Fantasy sports & Interactive . Media rights monetization
e Venue operations & match-day gaming

« Multi-platform distribution (TV,

performance analytics - . . . . .
logistics digital, social) e Merchandising & ticketing * Licensing & merchandise IP
» Talent contracts & player i ‘stributi i ok o Franchise valuations & equity
management » Revenue pooling & distribution « Advertising & subscription revenue .
« Draft systems & franchise recruitment] frameworks monetization « Data-driven loyalty programs transactions

Industry Forces Key Growth Drivers

Key Market Trends & Future Outlook

 Threat of New Entrants: Low (league licenses, franchise fees, broadcast « Maturation of franchise-based league KEY MARKET TRENDS
dependency, brand dominance) models e Escalation of media rights valuations
» Bargaining Power of Suppliers: High (star athlete leverage, broadcaster  Rising digital streaming consumption o OTT-driven distribution transformation
concentration, venue dependency) o Growth of fantasy sports & interactive e Data analytics integration in performance & fan targeting
 Bargaining Power of Buyers: Moderate-High (viewers are price-sensitive, platforms o Multi-revenue model expansion (tickets + ads + digital + licensing)
advertisers demand measurable ROI) « Increasing corporate sponsorship budgets e Increasing private equity interest in franchises
 Threat of Substitutes: High (streaming platforms, gaming, social media « Youth demographic expansion & urban FUTURE OUTLOOK
competl.n.g for.attentlo.n time) o _ . consumption e Revenue growth driven by digital monetization beyond match-day
« Competitive Rivalry: High (league competition for sponsorships, broadcast rights « Internationalization of domestic leagues . Media rights to remain primary value driver
inflation, talent bidding wars) « Margin expansion possible through centralized cost structures

Greater global audience penetration via streaming
Increased regulatory scrutiny around betting & governance

Major Players Important Links Major Challenges

. Revenue concentration risk in flagship Commodity-wise share in India's total sports goods exports (FY25)
* }ﬁr  IBEF leagues T
e Sports « KPMG Insights o Dependence on media rights inflation ‘ S ——
e Statista o Governance & regulatory risks . Bieigselaiae PPN

 Rising player acquisition costs

! o Monetization gap outside marquee
& AN : : tournaments
ks « Audience fragmentation across digital
platforms

Source: IBEF

Case Study Committee, KJSIM L4


https://www.ibef.org/exports/sports-industry-india
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Planning&Booking Logistics&Transportations Accommodation Destination Services Post-Trip Engagement

« Online travel aggregators (OTAs) & Aviation carriers (full-service & lows « Branded hotel chains (luxury to « Tour operators & curated « Reviews & reputation management
meta-search platforms cost) budget) experiences ecosystems
« Global distribution systems (GDS) « Rail & intercity transport networks * « Independent & regional hotels » o Cultural, adventure & heritage » . Loyalty programs & retention
« Dynamic pricing & yield » Road mobility & ride aggregation « Alternative lodging platforms services marketing
management engines « Fuel-intensive, asset-heavy (homestays, rentals) « Local ecosystem vendors o Cross-sell / repeat travel
- Digital marketing & customer operations o Asset-heavy vs asset-light « Event & seasonal tourism monetization
acquisition channels (platform) models services « Social & influencer amplification

Key Market Trends & Future Outlook

Industry Forces Key Growth Drivers

 Threat of New Entrants: Moderate (asset-heavy in airlines/hotels, but low - Rising disposable incomes & middle- | | KEY MARKET TRENDS
barriers in OTA and experience platform . class expansion o Platform-led aggregation dominating booking economics
« Bargaining Power of Suppliers: High (fuel dependency, aircraft duopoly, platform « Rapid digital adoption in travel booking e Surge in domestic tourism vs international dependency
commission control) e Government infrastructure investments e Increasing preference for short-duration, high-frequency
 Bargaining Power of Buyers: High (digital price transparency, low switching costs, (airports, connectivity corridors) travel
discount-driven competition) - . . _ o Growth in experiential & niche tourism o Asset-light accommodation models scaling rapidly
 Threat of Substitutes: Moderate (virtual experiences substitute partially, but (wellness, eco, cultural)  Data-driven personalization & Al-based pricing
physical tourism remains experience-driven) « Expansion of Tier 2/3 city travel FUTURE OUTLOOK
« Competitive Rivalry: Very High (price wars in aviation, OTA discounting, demand

. ted destinati ices) e Long-term structural growth aligned with GDP expansion
[AAIIENLCE CE0 A0 SEIV s e Margin divergence: Platforms expanding; airlines under

: : . pressure
MaJOF Players Important Links /\/\aJOI‘ Cha”enges e Continued CAPEX in infrastructure & hospitality capacity

e Fuel price volatility impacting aviation o Sustainability & climate compliance shaping future

maketrip \olator @ e IBEF profitability investment

- : e Tourism e High capital intensity in infrastructure &  Tier 2/3 markets emerging as primary growth engines

airbnb Department, GOI hotels Travel and Tourism's Total Contribution to GDP (US$ billion)
AIR INDIA . Statista « Seasonality-driven revenue fluctuations
& e Regulatory & taxation complexity
.Tripcldvisor. TA . Marglq .compressmn due to OTA
commission structure o Source: IBEF
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TRANSCRIPT

Problem Statement

éYou want to estimate the number of original Coca-Cola (Red) glass bottles
Econsumed in India annually. How would you forecast the demand?

Interviewer

Candidate

Interviewer

Candidate

Interviewer

Candidate

Interviewer

Candidate

Interviewer

Candidate

You want to estimate how many Coke bottles are consumed in India, in
ayear?

Before | begin, may I clarify a few points to ensure | understand the
objective correctly?

Sure.

Which variant should we consider?

Original Coca-Cola (Red).

And which packaging format -PET, cans, or glass bottles?

Glass bottles.

I'll use a usage / penetration approach.
First, I'll estimate the addressable population.

Go ahead.

Then apply filters for cola consumption and packaging preference.
Finally, I'll estimate daily usage and annualize it. Does that work?

Interviewer

Candidate

Interviewer

Candidate

Interviewer

Candidate

Interviewer

Case Study Committee, KJSIM

Go ahead.

India’s population is ~1.46 Bn, Excluding children (<7 yrs) and elderly (>60

yrs), ~20-30% can be removed. This leaves ~1.1 Bn potential consumers.

Yes.

Next, not everyone consumes Coca-Cola. Some prefer juices, other soft
drinks, or avoid colas. Assuming ~25% do not consume Coke, this leaves
~800-850 Mn Coke consumers.

Now I'll account for packaging penetration. Glass bottles, require return
after use, are not widely available on quick commerce and are mostly
consumed at retail outlets. Hence, only a fraction choose glass bottles.

Yes, that sounds reasonable.

After estimating average daily glass bottle consumption, | will multiply by

365 to arrive at annual demand. Would you like me to plug in numbers?

No, this is sufficient. Thank you.

47
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APPROACH

l

R 1
Adjustment

---1

" Addressable | :'"'EJIS"":
____Population ____| i Consumers !
! I

« Exclude <7 yrs and >60 yrs!
(~25%) :

e Remaining = 1.1Bn 1
I

: e Assume 75% :

1 consume Coke:
!« 0.8-0.85Bn |
I

Reccomendations

Clarify variant and packaging before sizing
Use structured penetration filters (demographic - category - format)
Separate category penetration from format penetration

Convert consumption frequency carefully (daily - annual)

Apply seasonality as an adjustment, not within base frequency

Questions to consider

e Product: Original Coca-Cola
(Red)

e Format: Glass bottles
e Geography: India

e Demand driven by active cola
consumers

e Glass bottles concentrated in
retail / dine-in channels

e Demand influenced by
seasonality and urban density

e What % of population consumes
carbonated drinks?

o What share prefers Coke vs other
brands?

e What % choose glass vs
PET/cans?

e What is average consumption
frequency per consumer?

e How does summer season
impact demand?

e Is consumption skewed toward
urban markets?

e Are heavy users being double
counted?

Case Study Committee, KJSIM
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TRANSCRIPT

Problem Statement Interviewer Go ahead.

First, | will define the key customer segments. | will divide the market into
Candidate schools and colleges, cricket academies and clubs, and recreational players
using box cricket facilities and local grounds. Does this segmentation work?

§Suppose you want to start a business of manufacturing and selling cricket bats.
i How would you forecast the demand?

Suppose you want to start a business of manufacturing and selling cricket
bats. How would you forecast the demand?

Interviewer Interviewer Yes.

Next, for each segment, | will estimate the number of institutions or
facilities and the average number of active players per institution to arrive
at the total active player base. Once | estimate the player base, | will apply
bat replacement cycles. | will assume academy players replace bats every
year, school players every 1-2 years, and recreational players every 2-3
years. Would these assumptions be acceptable??

Before | begin, may | clarify a few points to ensure | understand the objective

Candidate
correctly?

Candidate

Interviewer Sure.

Candidate Are we estimating annual demand in units or market size in value?

Interviewer Yes, that sounds reasonable.

Interviewer Annual demand in units.
| will then adjust for seasonality, accounting for higher demand during

Candidate tournaments and school sports seasons, and also consider casual
participation using box cricket booking frequency.

Candidate Is there a specific geography | should focus on?

Interviewer Assume a large urban city. Interviewer That works
view .

Candidate Are we targeting all customer segments or any specific segment? Would you like me to proceed with plugging in numbers to calculate the

Eaeleeis final demand estimate?

Interviewer All customer segments.

Interviewer No, this is sufficient. Thank you.

Great. | will estimate annual bat demand for the city using a structured

CAeleetts bottom-up approach. May | proceed?

Case Study Committee, KJSIM 49
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APPROACH

(Player Base/Respective

L Replacement Cycle)

ok

| Adjustment !
1 Factor 1
I I
I I

1 Player E

e
1 « Sports Clubs etc :
: !
I |
' l
SR

| Recreationali
I Players !

e Ao

:  Box cricket & :

: Local grounds]

r .

1 » Seasonality
T 1. Multiple Bat
1 _Qunership__

cycle
( In Days)

r . 1
1 » Professional- 1year :
: e Institutional - 1-2 years i
1
1

: e Recreational Players - 2-3 years

Reccomendations

« Always begin by clarifying the objective, geography, and customer scope
before structuring the solution.

e Segment the market into schools & colleges, cricket academies & clubs,
and recreational players to ensure complete coverage of demand sources.

e Estimate demand through a bottom-up player-based approach, using
number of institutions and average active players per facility

e Aggregate segment-wise demand only after assumption checks and
interviewer alignment to maintain structured problem-solving flow.

e Client plans to enter
cricket bat manufacturing
in a large urban city

e Objective: Estimate annual
bat demand (units)

e Demand driven by active
cricket players and
replacement cycles

e Customer segments:
Institutional, Professional,
Recreational

e Market affected by
seasonality and price-tier
preferences

Questions to consider

e What is the target geography and
scope of customers?

e How many active cricket players
exist in each segment?

e What is the bat replacement
frequency by player type?

e How does seasonality impact
annual demand?

e What proportion of players
purchase multiple bats?

e How should demand be split
across economy, mid-range, and
premium bats?

e How can assumptions be
validated through market
checks?

Case Study Committee, KJSIM
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TRANSCRIPT

Interviewer

Problem Statement How will you estimate ride demand?

I'll segment users into the below three categories, then estimate average
rides per user.
- Occasional users « Weekly commuters - Heavy/daily users

You want to estimate the number of Uber/Ola rides taken daily in Mumbai. How

would you approach this? Candidate

You want to estimate how many Uber/Ola rides are taken in Mumbai on
a typical weekday.

Interviewer What about heavy users?

Interviewer

I'll separately account for:

« Office commuters

« Airport travelers

» Corporate users

They drive higher frequency.

Before | begin, may I clarify a few points to ensure | structure this

Candidate correctly?

Candidate

Interviewer Sure.

Are we considering Mumbai city only or the entire MMR? Should this be a
weekday average? And should we include both app-based cabs and autos?

Candidate

Interviewer How will you validate the number?

Interviewer Consider Mumbai city, weekday average, and include all app-based rides.
Supply-side cross-check.

Active drivers x average rides per driver per day.

Candidate

Candidate I'll use a top-down demand approach.

Interviewer Go ahead.

Interviewer Final estimate?

Mumbai population is ~2.2 crore. I'll exclude children and elderly to get

Candidate .
the working-age base.

Approximately 12-18 lakh rides per weekday in Mumbai.

Candidate

Interviewer Go ahead.

Next, I'll apply smartphone and affordability filters to estimate the
addressable user base.

Candidate

Case Study Committee, KJSIM 571
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APPROACH

!- Estimate the daily Uber/Ola rides -!
b e e e takenin Mumbai ___________ 1
________ \ S
| Total Population of |
i____MMR(22M) ___;
J
___________________ ! S —— g
Relevant Age Group Target Income Group Smartphone & App Users l

18-60 years (~60% of
population) = 13.2M

Middle & Upper Class

(~40%) = 5.3M '

| |
| |
| = !Active users with Uber/OlaI
I 1 (~60% of target) =3.2M |

TOTAL DAILY

USER SEGMENT RIDES

RIDES /DAY

Office Commuters 4,00,000 | 2 (Round trip) 8,00,000

Casual/Social 2,40,000 2,40,000

1.5 (Weighted

Heavy Users/Airport
v UsersiAip ave)

1,60,000 2,40,000

Reccomendations

Begin by clarifying the scope first, Mumbai or Mumbai Metropolitan Region,
weekday or annual average, and ride type before structuring the solution.
Use a structured top-down approach (population - active travelers >
smartphone users - adoption - frequency).

Cross-check with a bottom-up approach (active drivers = average rides per

driver per day).

Adjust for real-world factors like peak hours, weekends, traffic, and public

transport substitution.

Present the final answer as a range and clearly state your assumptions.

e Mumbai population = 2.2 crore
e Heavy reliance on public

transport

e Strong office commuter base

(BKC, Lower Parel, Andheri)

 High smartphone and UPI

penetration

e High working population &

long commute distances

e Airport traffic contributes

premium rides

e Heavy congestion limits rides

per driver

e Surge pricing impacts

elasticity

Questions to consider

e Are we estimating for Mumbai
city only or the entire MMR
region?

e Should this be a weekday
average, weekend average, or
annual daily average?

e Are we including only car rides,
or also autos and pooled rides?

e Should airport trips be included
in the estimate?

e Are we considering substitution
from public transport like metro
and local trains?

e Is work-from-home impact
relevant for this estimate?

Case Study Committee, KJSIM
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TRANSCRIPT

Problem Statement Interviewer That sounds reasonable. What is the number?

: Using the 60% factor, the usable space is 960 m3. Dividing this by the ball
:how many cricket balls can be transported in an Airbus A380 Candidate volume gives a theoretical capacity of roughly 5.6 Million balls. However, |
' : suspect this is too heavy to fly, so | will now check the Weight Limit.

Interviewer Tell me how many cricket balls can be transported in an Airbus A380 Interviewer Good catch. Go ahead.

Before | begin, may | clarify a few points to ensure | understand the Second, the Weight Limit: An A380's max structural payload is approximately
objective correctly? Candidate 85,000 kg. A standard cricket ball weighs 0.15 kg. Dividing the total payload
(85,000) by the ball weight (0.15) gives approximately 560,000 balls.

Candidate

Interviewer Sure.

Interviewer So, what is your conclusion?

Are we assuming the aircraft is in a standard passenger configuration, or is
it stripped down as a freighter to maximize cargo? Also, are the balls boxed There is a massive variance. The plane runs out of weight capacity long

or loose? Candidate before it runs out of space. Therefore, the final answer is limited by weight
to approximately 560,000 balls.

Candidate

Assume a dedicated freighter stripped of seats and galleys. The balls are

Interviewer . . : : .
loose-loaded to maximize density. Interviewer That is correct. The weight is the bottleneck. Thank you.

Understood. | will estimate the capacity using a "Dual-Constraint" approach.
In logistics, capacity is limited by either Volume (Space) or Weight (Mass). |
will calculate both limits, and the lower number will be the final answer.
May | proceed?

Candidate

Interviewer Yes, that structure works.

I'll assume the A380 has roughly 1,600 m3 of usable internal volume. A
cricket ball (r=3.5cm) has a volume of approx 1.7x10-4m3. However, since
spheres don't stack perfectly, | will apply a 60% Packing Factor

Candidate
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APPROACH

: limit)

i---------\IT)ITl;leT.i-r|1-it---------= ! Weight Limit |
| I I I
———————————— I - I____________E___________l
P Pl En'eTthZi'nSl'vBEEn'e""": Vo plane Max Payload )
----------------------- | S —— e ————
i__Multiply by Packing Factor (60%) _ | I
mmmmmmmmm SN i__ Divivde by Ball Weight (0.15 kg) _ |
! Divide by Ball Volume ! 1
___________ 1.-----------
I ____=MaxVolume Capcity ____ | :'_'_'_'_'_'_FA}_x'_V'v_Eiéi1'93_59'23_5_'_'_'_'_'_':
P rinalAnswer |
I ——__ (Max Weight Capacity) _____ !

Reccomendations

e Theoretical Volume: Based purely on space, the A380 could hold ~5.6
Million balls.

e The Constraint: However, 5.6M balls would weigh ~840 tonnes, which is
$10\timesS the plane's capability.

e Final Capacity: The Weight Limit is the true bottleneck. The plane hits max
weight at approximately 560,000 balls.

 Strategic Insight: For high-density items like cricket balls, volume is
irrelevant. For low-density items (like ping-pong balls), volume would be
the constraint.

Objective: Estimate maximum
transport capacity of standard
cricket balls in an Airbus A380.
Asset Specs (A380):

.Pressurized Volume: ~$1,600

m”3$ (rounded from $1,5709).
Max Payload: ~$85,0005 kg
(approx. 85 tonnes).

Unit Specs (Cricket Ball):
Radius: ~$3.55 cm S\toS Volume
$\approx 170 cm”3$.

Weight: ~$150$ g ($0.15$ kg).
Physics Constraints:

Packing Factor: Spheres occupy
~60-64% of volume due to air
gaps.

Limiting Factor: Aircraft cannot
exceed Maximum Take-Off
Weight (MTOW).

Questions to consider

e Configuration: Is the plane stripped
of seats, galleys, and lavatories to
maximize cargo space?
(Assumption: Yes, pure freighter
mode).

e Packaging: Are the balls in
boxes/cartons, or loose?
(Assumption: Loose/bulk loaded to
maximize density).

e Fuel vs. Payload: Are we flying a
long-haul route (requiring max fuel,
reducing payload) or a short hop?
(Assumption: Standard max
structural payload).

e Operational Safety: Do we need to
account for load balancing or floor
pressure limits? (Assumption:
Ilgnore for high-level estimate).

Case Study Committee, KJSIM
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TRANSCRIPT

Problem Statement

éYou are the CEO of a phone company. The last two quarters have shown losses.
As a consultant, how would you analyze the situation?

Interviewer

Candidate

Interviewer

Candidate

Interviewer

Candidate

Interviewer

Candidate

Interviewer

Candidate

| am the CEO of a phone company. My last two quarters have shown
losses. I've hired you to analyze the situation. How would you approach?

Before diving in, I'd like to clarify a few things to understand the
context correctly.

Sure.

Are these losses driven by declining revenues, increasing costs, or both?.

You may explore both sides.

Great. I'll structure this using a profitability framework: Profit = Revenue -
Costs, I'll first analyze revenue trends and then examine cost drivers.

Go ahead.

On the revenue side, I'll break it into: Revenue = Price x Volume, I'd like to
check: has there been any change in pricing or has sales volume declined?

No pricing changes were made.

Understood. Then I'll investigate volume decline.

Interviewer

Candidate

Interviewer

Candidate

Interviewer

Candidate

Interviewer

Case Study Committee, KJSIM

Go ahead.

Possible drivers : Drop in market demand, Loss of market share,
Distribution issues or customer preference shifts

Has our market share declined despite stable competition?

You're thinking in the right direction.

Now moving to costs. I'll split costs into:

Fixed Costs (plant, salaries, R&D) and Variable Costs (components,
logstics, marketing per unit)

Have there been any increases in raw material or component costs?

No major strategic or logistical changes were made.

Understood. Then | would examine: Supplier price changes, Production
inefficiencies, marketing spend increases, inventory write offs, warranty
or defect related costs, would you like me to prioritize a particular area?

Okay, | understand how you’re thinking.
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Reccomendations

o Start with a structured profitability breakdown (Revenue - Costs)

e Diagnose whether decline is price-driven, volume-driven, or cost-driven

« Separate internal drivers (pricing, cost structure, operations) from
external factors (competition, demand shifts)

e Prioritize high-impact areas before deep-diving

 Validate hypotheses with trend data (last 6-8 quarters)

APPROACH

e Client: Phone Has sales volume declined? If
manufacturing company yes, why?
e Issue: Losses in last 2 Has market share shifted to
consecutive quarters competitors?
‘ ‘ ., Industry ! e No major strategic or Are customers switching to
____________ : demand [ logistical changes substitutes (e.g., different tech
e T I e | ter)?
I o Any recent price | : o Market demand | " Firod Coste 1 1 Variable Costs : I Technolosi : e No new competitors « Have input/component costs
: changes? : I decline? : I, Salari I : e Components / Rawi : .ec no.oglca entered recently increased?
: ° Discour!ti”g/ : : o Loss of market : : . Rz:t /es : : materials : : disruption : e Pricing strategy appears « Has marketing or distribution
! promotions? : | share? | : Manufacturing | 1+ Logistics : ! ¢ Macrofactors: unchanged spend increased?
| * Competitive : | « Distribution I ! plants ||+ Sales commissions L {inflation, FX)} e Market context not yet « Are fixed costs too high relative
] undercutting? | | issues? : 1. R&D | 1 Marketing perunit : fully evaluated to current sales volume?
rEEmEmEmEmmms . |  Product . ! Do Depreciation : ! : o Is the loss temporary (cyclical) or
: relevance shift? -: Lt ! ___________ _: structural?
"""""" e Are there inventory build-ups or
write-offs?
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Problem Statement

éYour aim is to start a food truck. So help me with an overall/ entire strategy right from the
i product that you will sell to aspects of marketing procurement of raw materials and so on. In a
gway, | want a strategy that touches various aspects that are to be considered when you're starting

§a food truck.

Interviewer

Candidate

Interviewer

Candidate

Interviewer

Candidate

Describe the product

The product | intend to sell is an oversized, stuffed bagel. While the base is
a traditional bagel, the fillings, sauces, and chutneys will be specifically
adapted to the Indian palate. | chose this product for two primary reasons:
American food culture is immensely popular in India. While bagels are a
recognized product, very few places offer an authentic experience or taste.
Especially in a fast-paced city like Mumbai, turnaround time is critical. A
freshly made, "to-go" bagel serves as a perfect quick-service meal for busy
commuters.

How would you price it and why?

| would price the bagel between 70 and %80. | would place this product in
the "value gap" between a street-side Vada Pav and a branded burger from
a chain like McDonald’s.

Tell me about unit economics

Total Monthly Expenditure: Approximately 52,000. Breakeven Target:
Assuming a minimum average cart value of 3120, | would need to sell
approximately 434 orders per month to reach the breakeven point.

Interviewer
Candidate
Interviewer

Candidate

Interviewer

Candidate

Case Study Committee, KJSIM

TRANSCRIPT

Assume a large urban city.

Are we targeting all customer segments or any specific segment?

All customer segments.

Great. | will estimate annual bat demand for the city using a structured
bottom-up approach. May | proceed?

Where would you sell it?

| will target locations where the "wallet share" allows for a minimum cart
value of ¥120. My primary focus will be the younger demographic and
students from premier Mumbai institutes like SP Jain, JBIMS, and KJSIM.
Following this, | will target major office parks, such as Nirlon Knowledge
Park in Goregaon, which hosts thousands of employees looking for quick,
high-quality grab-and-go options.

These audiences are either already aware of bagels or are highly
experimental when it comes to new food trends. Gaining traction in these
high-visibility areas will also serve as a launchpad for my broader
marketing activities.

S/
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TRANSCRIPT

Interviewer How would you engage in marketing?

My core focus will be on organic growth to keep marketing costs low while
maximizing outreach:
1.Social Media Management: | will personally handle our social media
handles, using a structured posting calendar to ensure consistent
engagement and to highlight various offers.
2.Micro-Influencers: | will collaborate with micro-influencers to reach a
wider, targeted audience at an affordable cost.
3.Loyalty Programs: Once the business settles, | will introduce a loyalty
program to encourage repeat customers through reward points on
every purchase.

Interviewer Where would you source your raw materials and ingredients?

| will then adjust for seasonality, accounting for higher demand during
Candidate tournaments and school sports seasons, and also consider casual
participation using box cricket booking frequency.

Candidate

Interviewer That works.

Would you like me to proceed with plugging in numbers to calculate the
final demand estimate?

No, this is sufficient. Thank you.
T Case Study Committee, KISIM 58
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Reccomendations

APPROACH

 Start with a focused menu to ensure speed and quality control.
e Choose high-footfall locations before expanding geographically.
e Maintain tight control over procurement to protect margins.

e Use value pricing initially to build a customer base.

e Track daily unit economics to identify best-selling items.

e Scale via additional trucks, delivery platforms, and events.

Define Business Objective
(Profitability + Brand Establishment + Scalability)

-
I PRODUCT STRATEGY

11 TARGET MARKET : I PROCUREMENT MODEL i I PRICING & UNIT ECONOMICS -I
=Menu Design & Positioning: =Customer Segmentation : Raw Material Supply Chain 1 : Price Architecture :
:  Fast-moving items : : « Office-goers : :  Fresh produce - local : : « Cost of ingredients :
| » High-margin products e College students | ] wholesale markets : | « Labour + fuel |
1 « Limited but 11 * Event-based crowd : 1 « Dairy/bread - daily vendor= 1 « Truck operations ]
| differentiated menu : | « Delivery customers | : tie-ups Il e Packaging :
:  Standardised recipes : : : : e Meat/poultry - certified : Pricing logic: :
P e e 4 : suppliers : : e 60-70% gross margin target :

______________________________ :  Packaging - bulk sourcing : :  Mid-range pricing for volume |
OPERATIONS & SCALE-UP I I 3

UNIT ECONOMICS THINKING -I

Avg order value: ¥120-180 :
!

!

!

!

« Daily inventory planning

Fast service model

e Menu standardisation

« Expansion via multiple trucks

 Target orders/day: 150-250
« Revenue potential: ¥5-8 lakh/month

e The client wants to launch a food
truck in a metro city

» Objective: Achieve profitability
and expand presence

e Budget assumed: Moderate initia
investment

e Market: Highly competitive street
food + QSR segment

e Demand driven by convenience,
affordability, and taste

e Growth is possible via multi-
location deployment

Questions to consider

e What is the ideal first location to
maximise footfall?

e Which product category offers
the highest margins?

e How sensitive is demand to
pricing changes?

e How frequently should raw
materials be procured?

e What is the break-even sales
volume per day?

e Should expansion focus on new
areas or more trucks in the same
city?

e How can differentiation be
created vs existing street
vendors and QSRs?

Case Study Committee, KJSIM
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TOTAL
POPULATION

URBAN
POPULATION

Guesstimate Cheatsheet

RURAL
POPULATION

o9’

-

~147 crore ~36—37%

)

~63—64%

India: rural and urban population|_Statista

HIGH INCOME (30 LAKHS +)

UPPER MIDDLE INCOME (10-30 &
LAKHS)

LOWER MIDDLE INCOME (2.5- B

10 LAKHS) 12

LOW INCOME (BELOW 2
LAKHS)

0 10 20

India - average monthly household income 2015|_Statista
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SEX RATIO

Sex Ratio at Birth (Females per 1000 males) by Residence,
India, 2004-06 to 2011-13

905
900
895
B30
BES

2004-06  2005-07  2006-08  2007-09  2008-10 2009-11  2010-12  2011-13

=s=Total =e=Rural =e—Urban

INCOME DISTRIBUTION (%) India: gender ratio by region | 2011 Cencus

LITERACY RATE

T% 77.7%

70.3%

India: Literacy rate 1981-2023| Statista
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India: the ten largest cities in 2025
(in million inhabitants)

Pune
5.4%

Ahmedabad
6.5%

Hyderabad
8.1%

Chennai
8.8%

Jaipur
31% Mumbai

15.8%

Bengaluru
10.3%

India: largest cities 2025|_Statista
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Guesstimate Cheatsheet

e Total Households ~31 crore
e Average Household Size ~4.4 persons
e Average earning members per household ~1.5-1.7

India: household distribution by size| Statista

AGE DISTRIBUTION (%)

o .

15-64 years

MINOROTIES

65+ years
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WORKING AGE GROUP

ﬂﬁ Urban Population ~36-37%
ﬂ Rural-Population ~63-64%

‘00 o

-

India: rural and urban population|_Statista

Employment in India rose to 64.33 crore in 2023-24
from 47.5 crore in 2017-18

Emplyment in India |_PIB

Distribution of main werking population® in India in 2011, by age and gender {in
millions)

Total Population

@@

~75 crore  ~72 crore
(51%) (49%)

ndia - Statistics and Facts | Statista

India age distribution 2024|_Statista

Share of participation at
work across India

Women

Men

India: share of work participation by gender 2024 | Statista
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GROWTH AND INFLATION OVERVIEW Annual GDP Estimates (In Rs. Crore) and Growth Rate (%) -Constant Prices

X187,96,955 $201,89,919

GDP Growth: 7.4%
Strong economic expansion

$176,50,591

3161,64,913

GDP (Rs. Crore)

Nominal GDP Size: ¥357.13 lakh crore

Large and growing economy 2022-23 (FE) 2023-24(FRE) 2024.25 °B) 2025-26 (FAB)
Year
CPI Inﬂation(YOY): 1.33% — : -'E;DF'[RS. In Crore) : ®Growth Rate{ In Percentage) e
. . . Sectoral Composition of Nominal GVA in FY 2025-26 D
Low Inflation, stable consumer prices Public Adnanistation, Agriculinre, [ivesiock,
Defence & Other Forestrv & Fishing

1 7%

Ve

WPI Inflation: 0.83% Services
Stable wholesale prices

Mimng & Quarmang

/ DK,

IIP Growth: 2.4%
Moderate industrial activity Rmm;ﬂm;rmg
Financial, Real Estate &

4 h Professional Services

India shows strong growth with %

controlled inflation, indicating a

stable macroeconomic |
o ﬂVi ronme nt Trade, Hotels, Transport, Commumcaton CDnEmml
' & Services related to Broadcasting —

\. y 1 7%

Source: PIB
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MONETARY POLICY AND FISCAL STABILITY

Repo Rate: 5.25%
RBI maintaining balanced policy

Fiscal Deficit: 4.3% of GDP
Controlled government spending gap

Government Debt: 81% of GDP
Manageable but needs monitoring

Credit Growth(YoY): 15.4%
Strong banking and lending activity

Forex Reserves: USD 709.41 billion
Strong external stability

Reserves and credit growth
support economic stability and
Investment

S
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India’s Domestic Credit Growth

12.624 12.628
12.5

12

11.5

11

10.5

10

Dec '24 Jan '25

Feb 25 Mar 25 Apr'25 May 25 Jun'25 Jul'25

Aug '25 Sep 25 Oct'25 Nov'25

Source: CEICDATA

India’s Foreign Exchange Reserves

600k
591 354.360

=i 584 898.9.40

581 194.970

584 530.370

5:8:2610.650
580k 5,29 180.620

570k
5642591.050

560k 55, 7/89.000

51572489.7.000
550k

540k 537 6847480

530k
Jan '25

Feb'25 Mar'25 Apr'25 May'25 Jun'25 Jul'25

Aug '25 Sep'25 Oct'25 Nov'25 Dec'25

Source: CEICDATA

Case Study Committee, KJSIM

. N
Yavie® KJ Somaiya Institute of Management

64


https://www.ceicdata.com/en/indicator/india/foreign-exchange-reserves
https://www.ceicdata.com/en/indicator/india/foreign-exchange-reserves
https://www.ceicdata.com/en/indicator/india/domestic-credit-growth
https://www.ceicdata.com/en/indicator/india/domestic-credit-growth

EXTERNAL SECTOR AND DOMESTIC DEMAND

Unemployment Rate: 4.8%
Healthy labor market

LFPR: 60.1%
Increasing workforce participation

USD/INR: 390.77
Stable exchange rate

Trade Deficit: -USD 245 billion
High imports

Oil Prices: USD 82.6/barrel
Major inflation risk factor

Consumption Growth: 4.4%
Rising consumer demand

Investment Growth: 8.9%
Strong business confidence

Ma
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Last 15 Years - 1S USD to INR(S)

Past 7 Years - Unemployment %
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