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The D2c Industry In India Is No Longer In Its Early Experimentation Phase. As 
Discussed In The Webinar, The Growth Is Being Driven By Technology 
Acceptance, Increased Internet Penetration, And Rising Disposable Income 
Across The Country.

Speakers highlighted that India now has 900+ million internet users, which has 
fundamentally changed how brands can reach consumers. D2C is no longer 
limited to metro cities. Tier 2 and Tier 3 markets are seeing strong demand, 
especially in categories like personal care, beauty, wellness, and consumer 
products.

What makes D2C powerful today is not just selling online—it’s the ability to retain 
customers better and operate with higher margins when done right. However, 
founders were clear that growth also brings challenges. The market is crowded, 
customer attention is fragmented, and mistakes made early can become 
expensive later.

Golden tip
D2C success in India is no longer about being 
digital-first—it’s about being India-ready.

• D2C is growing rapidly, but competition is intense
• Tier 2 & Tier 3 markets are key growth drivers
• Logistics and omnichannel will shape the next 5 years

Important points highlighted

Is your D2C strategy built for Tier 2 & Tier 3 
demand, logistics, and pricing realities—or 
only for metro online buyers?
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Product Strategy Starts
With “Why”

One of the strongest messages from the webinar was this: 

“People don’t buy what you do. They buy why you do it.”

Founders Shared How Many D2c Brands Fail Because They Launch Too 
Many Products Too Quickly. Instead Of Solving A Clear Problem, They 
Chase Trends. In Contrast, Successful Brands Start With A Clear Brand Story 
And Purpose, Then Introduce Only Those Products That Fit That Narrative.

The speakers emphasized that product-market fit is not about trends or 
aesthetics, but about relevance. Products should connect culturally, 
emotionally, or functionally with the consumer.

• Start with brand purpose, not product 
lists

• Limit choices intentionally at launch
• Avoid trend-driven product decisions
• Strong positioning comes from clarity, 

not volume

Important points highlighted:
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Golden tip
Clarity beats complexity at launch.

Can a customer clearly understand your 
brand’s purpose by looking at your first 
3–6 products?
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Founders Openly Shared The Temptation To Price Higher—Especially When 
Using Premium Ingredients, High-Quality Packaging, And Doctor-Backed 
Formulations. However, They Chose A�ordability Over Aspiration.

Products like face wash, sunscreen, or wellness items are used daily. If pricing is 
too high, customers may buy once—but lifetime value dies there. The strategy 
discussed was to accept lower initial margins in exchange for higher lifetime 
margins.

01Crack The D2C Code 08

Pricing for Adoption,
Not Just Margins

Pricing Was One Of The Most Detailed And Honest Discussions
In The Webinar.

• COD returns doubling logistics cost
• Prepaid incentives impacting margins
• O�ine pricing needing to work across chemists and pharmacies

Another critical point was pricing realities such as:
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Repeat usage defines long-term success.

The reason was simple:

“Let them buy. Let them try. Let them trust.”

One powerful line from the webinar:



Sales Mastery Kit 01Crack The D2C Code 09©2025 Data Incite.in All rights Reserved.
    www.data-incite.in

Golden tip
Pricing is not a finance decision—it’s a trust decision.

Does your pricing encourage repeat purchases, 
or is it optimized only for first-sale margins?

• Pricing is a trust decision

• A�ordable pricing increases repeat purchases

• Lifetime value matters more than first margin

• Logistics and COD heavily impact pricing

Important points highlighted:
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Golden tip
Packaging doesn’t sell the product—packaging 
reassures the buyer.

Does your packaging communicate safety, 
quality, and trust at first glance—especially 
for new customers?
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Packaging, Trust
And Perception

Packaging came up not as a branding luxury—but as a trust signal.

Especially in categories like kids, skincare, wellness, and Ayurveda, 
speakers stressed that trust comes first, packaging second. Parents and 
consumers are cautious. They don’t experiment easily.

A key insight shared was that offline customers forgive nothing. If the 
product looks or feels misleading, trust breaks instantly.

• Safe
• Professional
• Reliable
• Consistent across online and o�ine

• Zero complaints
• Easy shelf movement
• No return drama

Packaging must feel:
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The speakers discussed how packaging also affects offline acceptance.
Chemists and retailers don’t care about Instagram aesthetics. 
They care about:
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This Approach Worked Well With Chemists, Local Shops, 
And Pharmacies, Who Prefer Testing Before Committing.

Distribution success came from making it easy for partners, 
not forcing bulk orders.
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Distribution was discussed as a learning engine, 
not just a sales channel.

Speakers shared how sample packs and 
smaller SKUs helped customers try 
products without hesitation. This reduced 
friction and increased adoption.

• Bestseller packs

• No minimum order quantity

• Easy trial options for retailers

An example included launching:

Distribution Beyond
The Website



Golden tip
Distribution Works Best When It Reduces Risk For 
The Partner.

Have you designed low-risk trial options 
(samples, small SKUs) for retailers and 
partners?

• Sample packs accelerate adoption

• Distribution is feedback, not just fulfillment

• Early adopters need low-risk entry points

• Simplicity beats pressure selling

Important points highlighted:

Sales Mastery Kit 01Crack The D2C Code 14©2025 Data Incite.in All rights Reserved.
    www.data-incite.in



Omnichannel Is
Not Optional

Chapter - 6

©2025 Data Incite.in All rights Reserved.
    www.data-incite.in



Sales Mastery Kit 01Crack The D2C Code 18©2025 Data Incite.in All rights Reserved.
    www.data-incite.in

One of the most repeated insights in the webinar:

Online builds discovery. Offline builds longevity.

• Online drives awareness and first purchase

• Pricing drives the second purchase

• O�ine gives the brand the right to exist long-term

Speakers explained that:

• Fast-moving products

• No complaints

• Stable pricing

Retailers don’t care about brand storytelling.
They care about:

• Omnichannel requires discipline

• Price parity is critical

• O�ine loyalty is stronger than online

• Retailers value reliability over hype

Important points highlighted:

Brands like Lenskart and Mamaearth were mentioned as examples of 
companies that started online but scaled o�ine successfully.

However, omnichannel only works when price parity is maintained. 
Heavy online discounting destroys o�ine trust.

Omnichannel Is Not Optional
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• Inside sales engines

• Call centers scaling from 5 to 60+ people

• Digital onboarding for chemists and doctors

Golden tip
Reach no longer requires physical 
presence—it requires relevance and ease.

Are you using digital-first sales models to 
reach doctors and retailers at scale?
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Innovative Sales And
Go-To-Market Models

One Of The Most Practical Chapters From The Webinar 
Focused On Selling Without Feet On The Street.

Founders shared how they built:

• Virtual sales teams can outperform traditional models

• Digital B2B outreach works when done right

• Doctors and chemists respond to ease, not pressure

• Innovation beats convention

Important points highlighted:

A Powerful Example Included Running Targeted Ads For 
Dermatologists, Collecting Leads Directly, Sending Samples, 
And Converting Them Into Prescribers—Without Waiting 
Outside Clinics.
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Golden tip
Growth doesn’t break brands—unprepared 
scaling does.
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D2c Founder Self-Assessment Test

Speakers warned that scaling without 
systems leads to chaos. As demand increases, 
brands must manage: 
• Logistics

• Returns

• Communication

• Channel clarity
 
Offline partners, in particular, do not tolerate 
ambiguity. Any mismatch between what is promised 
and what is delivered damages trust.

Scaling with Discipline

The final chapter focused on what happens 
after growth starts.

The biggest takeaway:
Prepare your systems before you scale your teams.
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