


The Executive
Snapshot

The Indian Direct-to-Consumer (D2C) ecosystem is
transitioning into an era of radical "brandification” and
fiscal maturity, with the total addressable market
projected to reach USD 100 billion by the end of 2025. For
the modern CMO and Founder, survival in this
"Andromeda Era” depends on creative velocity and
technical omnichannel mastery. This benchmarking audit
provides an exhaustive comparison of leading brands
across four key verticals, highlighting performmance
metrics, creative archetypes, and hidden gaps that
represent immediate scaling opportunities.

The total addressable market projected to reach USD

100 billion by the end of 2025.
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Apparel & Footwear

The apparel segment accounts for
driven by trend-sensitivity and the
"sneakerization” of the workplace.
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Trend Sensitivity Sneakerization Shift




Primary Ad
Strategy

O1

High-octane "Last
Minute?” films; fast

collection drops

HSNITCH

Social Media &
Presence

02

1.4M+ IG followers;
aggressive influencer
seeding

Consumer
Sentiment

03

Overwhelmingly
Negative on post-
purchase service;

"Nightmare" returns

9
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04

Z506 Cr Revenue;
stays close to
breakeven

@%{T

05

Critical service

hygiene; over-
reliance on Al
support bots




@ blissclub

Primary Ad Strategy

Social Media & Presence

Consumer Sentiment

Performance (FY25)

Hidden Gaps

Inclusive movement;
community-led
"#KeepMoving”

300K+ IG followers; high
user co-creation
(BlissLabs)

Deteriorating Quality
complaints; pilling after 2-
3 washes

2250 Cr ARR; FY25
Revenue 2135 Cr

Quality control during
scale; perceived premium
pricing vs durability



Primary Ad
Strategy

Sustainable comfort;
Eco-friendly material
hooks

Social Media &
Presence

1.42M monthly web
visits; low IG
engagement (0.05%)

Consumer
Sentiment

High Sustainability
Trust but mixed sole
durability reviews

ANEEMAN'S

Performance
(FY25)

€200 Cr Projected,;
FY24 Revenue 77 Cr

Greenwashing risk
(8/16 claims
unsubstantiated);
limited offline reach
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Primary Ad Consumer
Strategy Sentiment
Social Media &
e, ) Presence Mixed; reports of Performance Delivery partner
Satirical "History in "fake” delivery (FY25) accountability;
Briefs”; high- Witty voice; focus attempts and after-sales support
energy humor on micro- missing items Z131Cr Revgnue responsiveness
campaigns & (FY24); 9M units sold
creators
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O1

Primary Ad
Strategy

Slow fashion;
Custom-fit
algorithm narratives

02

Social Media &
Presence

Design-focused; 10%
users drive 40% of
revenue

Consumer
Sentiment

High Professional
Loyalty; some
concerns on price vs
local alternatives

B.S CHANNABASAPPA & SONS

Performance
(FY25)

Z71.8 Cr Revenue;

high-margin
bespoke model

Fit variability for
online-only buyers;
pricing transparency




Beauty &
Personal Care

Projected to advance at a
with actives and ingredient transparency as the primary
moats.

Actives Transparency




Minimalist
o 1 Primary Ad Strategy

Clinical "No~-Fluff"; Active ingredient education

Social Media & Presence
o 2 Scientific Hubs; Al Skin Analyzer tools

Consumer Sentiment
o 3 Purist Favorite but criticized as a blatant clone of

"The Ordinary”

Performance (FY25)
04 Z515 Cr Revenue; acquired by HUL (90.5%)

Hidden Gaps
05 Formulation stability concerns (pH levels); lack of
original brand identity
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Consumer
Sentiment
Social Media & Aspirational & Performance
Presence Friendly; 50% repeat (FY25)
] purchase rate
High engagement Z199 Cr Revenue; 2.4x
Primary Ad Strategy Reels; Newsletter early growth vs FY24 Hidden Gaps

access
Sensorial experience; Wider net loss (273 Cr)

"#SkinScienceSimpilified" due to aggressive
tutorials marketing spend




Primary Ad
Strategy

Vibrant aesthetics;
Festive #GlowWith
festive campaigns

DOT (9 KEY

Social Media &
Presence

Nano-to-macro
influencer focus; AR
filters

Consumer
Sentiment

Mixed; concerns
over high fragrance
levels and data
privacy

Performance
(FY25)

Z900CrGMV;
house brand of
Nykaa

Data leak
complaints (iPhone
spam); fragrance
sensitivity issues




! . Primary Ad Strategy
. :‘ 01 ,‘ "Borderless Beauty"; K-Beauty ritual narratives
AY /
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J/ ., Social Media & Presence
I 1 . .
' 02 | Strong Tier 2/3 focus; Guwahati leads sales
AY /
N e e -
-": ————————————————————————————————————————————————————————————
»~"7 "~ Consumer Sentiment

U
{ 03 ' Sketchy Perception due to "Korean” branding for
' ! : :
\ /anIndian entity
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g % Performance (FY25)
/4 \‘
' 04 | &408 Cr Revenue; 105% surge vs FY24
‘\\\ ,,I
O Marketing credibility gap; strong fragrance

polarizing users




erfora

Primary Ad Consumer .
Y . Hidden Gaps
Strategy Sentiment
Oral care as skincare; Innovative Disruption; Loyalty tracking across
DIY "Ugly” Canva ads high interest in quick-commerce vs
personalization D2C channels

Social Media & Performance
Presence (FY25)
"Unfiltered” creator &42 Cr Revenue (FY24);

series; quirk and humor 180% growth




Primary Ad

Strategy

Kriti Sanon as CCO;
Science meets Nature

\_ /

\_

Social Media &
Presence

Eeo

4M customer base;

uses Kriti's 54M IG reach

HYPKHEnN

\_

Consumer
Sentiment

9

@@

Fan Favorite; high trust

in celebrity involvement

/

Performance
(FY25)

*’:gT

Z400 Cr ARR; fastest
D2C brand to hit 100 Cr

\_ /

Hidden Gaps

Limited category
depth (mostly face/lip

k care currently) /




Food &
Beverages

The healthy snacking market is growing 3.5x faster than
traditional packaged snacks, worth USD 4 billion.
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Primary Ad

Strategy 01

Anti-Food Brand
movement; Satirical
CEO films

Social Media &

Presence

85% retention rate;
“Truth Be Told"
newsletter

Consumer

Sentiment

High Integrity; viewed
as a movement, not just
a brand

whole
The,Tru

Performance

(FY25)

2216 Cr Revenue; 3.3x
growth

Hidden Gaps O5

Cost of ingredients
(53% of expense); niche
urban concentration



Hidden Gaps

High competition from Blue Tokai and
Starbucks India

Performance (FY25)
244.3 Cr Revenue; strong 99% CAGR

Primary Ad Strategy

Lifestyle-first Cold Brew; OOH
‘Doppelgdnger” stunts

LEEP
- SOWL

COFFEE

Social Media & Presence

#2 SEO rank for “coffee”; viral pop-
culture plays

Consumer Sentiment

Modern & Accessible; trusted for 100%
Arabica quality
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Social Media &
Presence

2394 Cr Revenue;
EBITDA positive

Regional
influencers; 40%
repeat rate on web

il

&

Primary Ad Consumer
Strategy Sentiment
Highly fragmented
Rahul Dravid; "Purity” & MEEss T2 EEg ULy cqtedrczlrfrreltjr;el);shi
farm-gate sourcing narrative resonated gory P
via Dravid
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TWO
BROTHERS

ORGANIC FARMS
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Consumer
Sentiment
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Priméry Ad |
Strategy

Regenerative
farming story;

community-led,

Global supply chain
logistics complexity;
high delivery times

Ethical & Holistic;

2108 Cr Revenue;
targeting 2200 Cr

Indian diaspora
focus

Farmer-sibling 60% retention rate

narrative




Lifestyle, Health
& Wellness

shift toward "moving to thrive” and destigmatizing
sexual wellness categories.




mokobara
0

Consumer Sentiment

Design Identity leader;
some quality complaints
on lock durability

Social Media & Presence

Performance (FY25)

AR/XR visualization;
Shinchan collaborations

2230 Cr Revenue; 97%
growth

Primary Ad Strategy

Hidden Gaps

"#GoingPlaces” travel

Widened net loss (210 Cr)
aspiration; high-res videos

due to procurement costs
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Social Media & Consumer

Primary Ad Strategy . Performance (FY25) Hidden Gaps
Presence Sentiment
Cruelty-free Indian Distinctive visual Stylish & Vegan but 247.4 Cr Revenue Lack of physical
motifs; "Make Space language; 700k+ faux leather peeling (FY23); Series B presence vs luggage
for Love’ films customers issues reported funded incumbents
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Primary Ad Strategy

Occasion-based;
National fine silver &
lab-diamonds

Social Media &
Presence

300-store footprint;
50/50 online-offline
split

Consumer Sentiment
Accessible Luxury;
high branding
expenditure (135 Cr)

Performance (FY25)

eol8 Cr Revenue;
89% growth

Hidden Gaps

Vulnerability to
silver/gold price
spikes; low IG
engagement




Primary Ad Strategy

Clean-label whole food;
"Nourish Your Inbox" tips

Social Media & Presence

3,700 retail stores; high
reorder rates

Consumer Sentiment

Innovation-Led; Melts strips
viewed as entry format

Performance (FY25)

2170 CrRevenue; < S @ --=—=—====-
100% YoY growth

Hidden Gaps

CM3 loss (~2%); international
expansion settled costs




Primary Ad Strategy

01 Taboo-breaking; Ranveer
Singh satirical content

Social Media & Presence = __
02 Ranveer as Co-founder; 3M

orders fulfilled

Consumer Sentiment o
-

03 Normalization Leader; 90% @®
success rate claims

Performance (FY25)

04 2100 Cr ARR; 2nd largest
online condom brand

Hidden Gaps

05 Profitability timeline (expects [zﬂ
breakeven in 1-2 quarters) BOI d C a re




Where the Brands Win

(Activity-Based Analysis)

. ot B, St Bl e .
> BB

e Bombay Shirt Company’s APl Advantage: BSC leads the market in omnichannel attribution. By integrating an
Offline Conversions API, they reported in-store sales back to ad platforms, achieving a 232% improvement in ROAS.
e The Whole Truth’s Retention Engine: TWT has built a moat around radical honesty, yielding an 85% retention rate,
nearly triple the industry average of 31%.14
e Hyphen’s Zero-Cost” Growth: Using Kriti Sanon's 54M followers, Hyphen generates Z20-40 Cr in annual organic
marlketing value, hitting 2400 Cr ARR faster than any D2C competitor.



The "Money Left on the Table"

(Critical Gaps)

The Post-Purchase Service Crisis: High-growth brands like Snitch and XYXX are burning acquisition
capital on one-time buyers who churn due to poor fulfilment hygiene. Returns are consistently cited as
a ‘nightmare,” representing a massive risk to long-term LTV.

Creative Entity Saturation: Brands like Giva and Dot & Key are over-relying on single creative hooks. In
the Andromeda Era, Meta's algorithm groups similar ads under one "Entity ID,” causing ads to compete
for the same narrow audience and driving up CPAs.

The Quick-Commerce Attribution Blind Spot: As urbanization drives consumers toward Blinkit and
Zepto, brands like Perfora and Wellbeing Nutrition lack a unified customer reward system across these
platforms, leading to a “leaky bucket” in data-driven retention.

SNITCH perfora
DOT {5 KEY CIAV/AY




Strategic
Recommendations
for 2026

o Move beyond minor ad
iterations. Stack against
and to feed Meta's Lattice system
variety, not volume.

. Prioritize post-purchase support.

Implementing visible human support and zero-friction return
policies is the most immediate way to drop CAC through
organic word-of-mouth




The Omni Solution

O mni Media Consulting provides the strategic and technical
infrastructure to bridge the gap between "Scaling” and
"Profitable scale.”

Scaling Profitable Scale




W move brands beyond "iteration” (changing a
hook) and into "variation" (changing the concept).

e Concept Pillar Stacking: We stack Cinematic
Founder Stories against Lo-fi UGC and Satirical
Comparison ads to feed Meta's Lattice system
variety, ensuring your ads reach net new buyer
groups instead of cannibalizing the same one.

e Context-Based Targeting (GEM): Our creative team
designs elements (accents, lbackgrounds, textures)
that the Al "sees’ to match your product to the
highest-intent users, bypassing the death of narrow
interest targeting.




W help high-growth brands like Snitch fix the "nightmare
return” loop by restructuring post-purchase workflows.

e Zero-Friction Flows: Transforming the exchange process
into a positive brand moment through visible human
support and automated WhatsApp tracking, directly
dropping your organic CAC.

The brands that will dominate the 2026 market are those with
the most disciplined growth engines. We invite you to schedule
a deep-dive audit of your specific creative and technical
stack.

Architect your scale at
www.omnimediaconsulting.co



http://www.omnimediaconsulting.com/
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