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Executive Summary

Strategic Overview & Investment Thesis

Market Opportunity 8 Competitive Advantage
() Fast-Growing Category: 18-25% YoY growth in intimate hygiene segment () Premium Positioning: 549 price point vs ¥299-3349 mass market
() Less Saturated: Cream sub-segment has 65% less competition than wash () Clinical Backing: Dermatologically tested formulation builds trust and
products authonity
() Consumer Shift: Urban women (22-35 age) seeking pH-balanced, (+) Cream Format: Daily comfort vs wash-only products, higher perceived
dermatologist-backed products value
() High LTV: 35% repeat purchase rate within 45 days, subscription potential () Sustainable Margins: 30-32% net margin after all costs including PPC

~?  Financial Highlights

X1.55 Cr X46-48L X7.15L 2.5 months

Year 1 Revenue Net Profit (30%) Initial Investment Break-Even



Target Revenue Projection

12-Month Conservative Growth Model » Amazon India

Reverue (¥ Lakh)

- Revenue (L) - Profit (L) m Units

Q1 (M1-M3) @ (M4-M6) Q3 (M7-M9) Q4 (M10-M12)
X11.03L X27.18L X46.95L 369.99L
2010 units 4950 units : 8,550 units 12,750 units
T4.6L profit ¥1.35L profit T19.63L profit $29.28L profit
AZE margin 42% miangin A% margin [ 42% rmiargin

Total Year 1 Performance 2155.16L %64.35'_ |

Conservative scenarnio with scalability to 50-60 units/day by Month 12 Total Revenue Gross Contribution
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INTIMATE WASH

Clean

Intimate

Satisfied
Consumer Education Phase Premium Differentiation Addressing Pain Points
Growing awareness about intimate hygiene aeates Dermatol ogist-badeed positioning commands premivum Educational content addressing concems areates trust and
demand for spedalized products beyond soaps pricing and builds long-term brand equity positions brand as category expert

Category Distribution Pricing Landscape
Mass Market 45%

Wash Products 65%

2497349

Mid Premium 35%

$399-7599

Premium 20%

16497899

Owr Positioning: I549 places us in mid-premium segment with 30%-+ margin
potential while remaining accessible to target audience.

Strategic Entry: Cream segment [(20% share) has less competition but strong
demand. Target customers frustrated with wash-only solutions.

Key Market Insights

~7 18-25% YoY Growth o 22-35 Age Group ' 35% Repeat Rate
Category expanding rapidly in Tier 1 8 2 dties 12% of buyers, high brand loyalty potential Within 45 days, subscription opportunity



Unit Economics Breakdown

Cost Structure & Margin Analysis per Unit

Revenue Structure Cost Distribution
MRP Amazon & FBA $110
ﬁm Listed Price

Manufacturing 120

Selling Price (Amazon)

1549 &% Discoumt: = €nd
Cost Breakdown Net Profit 779
Manufacturing + Packaging 120
Manufacturing (22%) £120
Amazon Fees + FBA 110 Cost-efficient throwgh Baddi manufacturers
Ad Spend (Stabilized 0
sl Amazon Fees [20%) F110
Referal fee + FBRA fulfillment
Total Cost 320
(" A PPC (16%) 90
Net Contribution per Unit Contribution Mangin Stabilized after bdonth 3, 209 TACDS
X229 41.7%
After operational overhesd: 30-32% net mangin
- v
Margin Comparison vs Competition Mass Brands Our Brand Super Premium

Our premium positioning enables sustainable high margins 15-20% 30-32% 35-40%




Mass Market Brands
X249-3349

45% market share
High Volume @ Wash-focused = 15-20% margin
Strategy:

X Awoid direct competition. Generic positioning, low margins,
price war termitory

Competition Analysis

Strategic Positioning in Market Landscape

2 Our Target

Premium Mid-Tier
X399-3599

35% market share

Cream Format = Clinical Backing = 30-32% margin

f ™

Strategy:
¥ Sweet spot entry. Premium quality at accessible price,
dermat-backed trust, high margins

. J

Super Premium

3649-3899+

20% market share

Luxury Positioning = Low Volume = 353-40% margin

Strategy:
@ Future expansion. Build brand equity first, then launch
premium line in Year 2



(~) Competitive Advantages

@ Cream vs Wash Positioning
Less saturated sub-segment with higher perceived value and daily comfort use case

© Dermatologist-Tested Authority

Clinical backing builds trust in sensitive category. justifies premium pricing

# Premium Aesthetic Packaging
Shelf appeal and gifting potential, differentiates from generic competitors

v Fragrance-Free Formulation

Safe positioning for sensitive skin, avoids imitation concerns

¥ Educational Content Strategy

Builds brand authonty through pH balance education and intimate care awareness

(1) Risk Mitigation

‘® Established Brand Dominance
Riskz Top players have 1,000+ reviews

Mitigation: Vine program + influencer seeding for 100 reviews in 90 days

© Price Sensitivity
Risk: 45% shop in low-mid band

Mitigation: Value communication through premium ingredients & dermat backing

¥ PPC Cost Inflation
Risk: Rising CPC for top keywords

Mitigation: Long-tail keyword strategy + ASIN targeting for lower CAC

W Negative Review Impact
Risk: Bad reviews spread quickly in sensitive category

Mitigation: Strict QC + dermat testing + responsive customer service

B Compliance Issues

Risk: Medical claim violations = suspension

Mitigation: Pre-launch claim verification, use “supports” not "cures”



Amazon Keyword Strategy

Data-Driven PPC Campaign Structure

Target ACOS (Month 1-2) Optimized ACOS (Month 3+)
35-45% 20-25%
Acquisition phase - acceptable bum Stable performance target

4-Tier Keyword Structure

Tier 1: High-Volume Keywords

20% Budget Allocation
intimate wash feminine wash pH balanced wash vaginal wash feminine hygiene wash

Competitive, use carefully in exact match

Tier 2: Cream-Specific Keywords (FOCUS)

40% Budget Allocation
intimate cream for women pH balance intimate cream feminine irritation cream vaginal itching relief cream spothing intimate care

Best ROV - lower competition, high intent

Target Conversion Rate

18-25%

Listing optimization goal

Keywords

Keywords



Tier 3: Long-Tail Conversion
25% Budget Allocation

cream for sensitive intimate skin natural intimate soothing cream fragrance free feminine cream daily intimate moisturizer dermatologist tested intimate cream

Backend search terms + phrase match

Tier 4: Defensive Strategy

15% Budget Allocation
Competitor ASIN targeting Brand defense campaigns Sponsored Display retargeting

Launch after Week 3, steal traffic

PPC Campaign Structure (Day 1-60)

1 2 3 4
Auto Campaign UETITETN S Tad Manual Phrase ASIN Targeting
Data mining & discovery Top 5 oream keywords Mid-intent keywords Competitor traffic

20% Budget 40% Budget 25% Budget 15% Budget

Keywords

Keywords



90-Day Execution Timeline

Month-by-Month Launch Roadmap

Month 1: Foundation Target Units
360

Days 1-30 = Goal: Complete all pre-launch requirements

B Week 1-2: Product Development 5 Week 3-4: Brand & Compliance
(+) Finalize pH-balanced cream formulation () File trademark application

() Conduct dermatological testing () Design premium packaging

(<) Stability testing (accelerated) () Product photography shoot

() Ingredient claim verification () Amazon Brand Registry

() Order 2,000 units

Month 1 KPls: Formulation Dermat Test Trademark Filed v 2000 Units Ordered




Month 2: Launch & Acquisition

Days 31-60 » Goal: 100 reviews & 20 units/day

 Week 5-6: Soft Launch

(+) Create optimized Amazon listing
() Launch Auto + Manual campaigns
() Enroll in Vine (30 reviewers)

() Influencer seeding (10 micro)

B Week 7-8: Optimization

() PPC bid optimization (35% ACOS)
() Megative keyword harvesting

(+) Launch Phrase match campaigns
() AJB test main image & title

Target Units

600

-

Month 2 KPis:

600 Units 530-80 Reviews

4.2+ Rating 13.29L Revenue

Month 3: Scale & Optimize

Days 61-90 » Goal: 35 units/day & subscription launch

B Week 9-10: Expansion

(+) Enable Subscribe 8 Save (5%)

(+) Launch ASIN competitor targeting
(+) Create bundle SKU (cream + wipes)
() Launch D2C website

B Week 11-12: Performance

(+) Optimize to 25% ACOS

(+) Launch Sponsored Display
(+) Target Top 20 ranking

() Reorder 3,000 units

Target Units

1,050

Month 3 KPls:

1,050 Units 150+ Reviews 4.3+ Rating

%5.76L Revenue 10°% Subscription




Manufacturing Strategy

Premium Quality = Cost Efficiency = Scalability

Required Certifications & Capabilities

v

GMP Certified

Good Manufacturing Practices

v

Stability Testing
Shelf life validation

v

ISO 22716

Cosmetic quality management

v

Private Label

Custom formulation capability

v

Dermat Testing

In-house or partner lab

v

Low MOQ
1,000-3,000 units



Baddi (Himachal Pradesh)

Highly Recommended

(+) Cost efficient (20-30% lower than Mumbai)
() Export-ready documentation
() Quick turnaround (15-20 days)

(+) 300+ cosmetic manufacturing units

Best for cost-efhaency and scalability

Haridwar (Uttarakhand)
Organic Focus

(+) Organic certification capability

() MNatural positioning strength

(+) Good for premium branding
() Ayurvedic manufacturing hub

Best for organic premium positioning

() Critical Quality Control Checklist

(+) Stability testing (3 months)

(~) Microbial testing

Ahmedabad (Gujarat)
Herbal Specialist

(+) Natural ingredient expertise
() R&D labs for custom formulation
() Flexible MOQ (1,500-2.000 units)

(+) Ayurvedic positioning strength

Best for natural/herbal formulations

Mumbai (Maharashtra)
Premium Quality

() Best packaging quality
() International standards
() Export experience

() Faster lead time (12-18 days)

Best for lwwry posihoning (higher cost)

() pH verification (3.5-4.5)



Investment & ROI Analysis

Capital Requirements & Return Projections

Initial Investment Breakdown

First 2,000 units (mfg + packaging) 32.40L
Formulation + dermat testing T1.50L
Trademark + compliance + barcode T0.75L
Photography, design & creatives T1.00L
Initial PPC budget (Month 1-2) T1.50L
Total Initial Investment 7.15L

This covers all costs until first revenue. Break-even expected by Month 2.5

Break-Even Analysis

Net Contnibution per Unit

X229

After all costs including PPC

Units to Break-Even

1,638

17,15,000 = 229 per unit

Timeline to Break-Even

2.5 months

Conservative projection based on sales mmp




ROI Projections

" !
3-Month ROI 6-Month ROI 9-Month ROI 12-Month ROI
o) o) o) o)
54% 233% 545% 807%
X11L revenue - X3.85L profit 338L revenue « 16.7L profit 3851 revenue = I39L profit X155L revenue = 364.8L profit
A vy

(o
Strong unit economics enable rapid payback and high ROIC 2.5 mo 807 A) Low-Med




Next Steps & Recommendations

Immediate Actions to Launch Successfully

& D |5

Week 1-2 Week 3-4 Month 2

Manufacturer Selection & Formula Development Compliance, Branding & Initial Production Amazron Launch & PPC Campaign Start

Immediate Action Items

1 Shortlist 3 Manufacturers 5 Secure Capital

Focus on Baddi + Ahmedabad, request quotations T1.150L investment for first production + launch
2  Finalize Formula & Testing & Product Photography

pH-balanced cream, dermatological testing scheduled Lifestyle + clinical shots for Amazon listing
3 Trademark Filing 7 Amazon Brand Registry

Brand name search + application submission Enrollment for A+ Content & Brand Protection
4 Packaging Design g Keyword Research

Premium tube design with compliance labeling Map 50+ keywords across 4 tiers for PPC launch



Success Factors

R % ey

Maintain TACOS under 20% by Month 4 to ensure
sustainable profitability at scale

Fast Execution

Launch within 60 days to capture market momentum
and establish presence before copycats

Quality Control

Strict dermatological testing and pH vernification
prevents negative reviews and builds trust

Let’'s Build India’s Leading
Intimate Hygiene Brand

Connecting Businesses Worldwide = Premium Business Solutions



