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4 x 4
CORE WORK AREAS
_______________________

• 4 work streams

• 4 client types



STREAM 1
Go To Market,  Future Of 

Distribution, New Retail, Omni,  

e.bizz

______________________________

FUTURE OF 

DISTRIBUTION…
Global CPG giant… 

Question/ Context : 

o Given the rapid changes in the GTM landscape post Covid, what does the 

future of distribution in India look like ?

Action Steps :: 

o Approach : Funnel …start wide at the top of the funnel & narrow down to 

specifics for the overall business & various categories. Boil it down to a play 

by play catalogue of actions needed to be on the winning side of change.

o Top of the funnel …. 

▪ Understand & articulate GTM trends for the FMCG industry in general

▪ Identification of key forces that are causing the change. 

o Mid funnel 

▪ How are the forces of change impacting the company in general & 

categories in specific. 

▪ Implication of this in the near, mid & next term.

o Bottom of the funnel

▪ Playbook by category. 

▪ Step by step guide to what happens now & next.

Results, Impact & Status ::

o View of what’s likely to come in the next 24,48 & 60 months. 

o Capabilities to strengthen, modify & build….including; 

o Organization culture – areas of focus & change management.

o Tech/Digital interventions.

o Coverage & assortment optimization

o Organization structure & capacity changes needed. 

o Trigger points where GTM switches have to be made.

o Phase 1 capabilities piloted & encoded for scale across 2023/24. 

o Phase 2 capabilities being piloted for scaling in 24/25.



STREAM 1
Go To Market,  Future Of Distribution, 

New Retail, Omni,  e.bizz
_____________________________________________

DIGITAL COMMERCE…

eB2B & eB2C 
Global CPG giant… 

Question/ Context :

1. Do we need to play with eB2B , if yes Why ? How? When? Where? 

2. Profitable growth with eB2C…How? What needs to be true? 

Action Steps:: 

o Approach : Broaden perspectives of key leaders & enable building an organization vison that 

helps leverage :: 

• eB2B as a distribution complement/multiplier creating value.

• eB2C as a growth multiplier that delivers both sales & brand edge at reasonable costs. 

o Sprints;

1. Discovery: Understand what is being sold, where, and rates of sales – Value, volume, 

productivity, etc. 

2. eB2B work – Create a give <>get model to leverage eB2B as a distribution multiplier. 

• Areas where the current distribution system is not creating enough value; Surgical 

identification of District X Brand /Pack combination where eB2B could create 

distinct incremental value. 

• Areas of sufficiency where some goodies can be shared with eB2B. 

3. eB2C work 

• Deep dive into growth & profitability drivers <> drainers. 

• Playbook detailing – Where to play, How to win & what to execute.

• Double clicks & details on the differentiated play by sub-category X customer. 

4. Piloting, tweaking & codification of game plan for scaled execution

Results, Impact & Status ::

1. New eB2B GTM in place ; 

• Negotiations & agreements done

• Phase 1 testing done, scaled execution progress

• Phase 2 testing in progress.

2. eB2C play ; 

• Creative use of spending to build sales ( promo $s) & brand ( explainers, new 

products, brand store, etc). 

• Net costs in line with ROI expectations 

• Model for sustained profitable growth in place.



STREAM 2 
Business Modelling

_________________
SOCIAL COMMERCE…
Indian start-up …Unicorn($5Bn+ 
Valuation)
Social Comm company with 90% of 
business coming from fashion,  
planning to expand into FMCG

Question/ Context :

1. Should we add FMCG to our portfolio?

2. If yes, what’s the most effective & efficient method to get this done?

3. Can you help with the initial hand-holding of the execution?  

Action Steps:: 

o Approach & sprints

1. Size of prize /ease of execution analysis based on companies existing setup & 

strengths.

a. Discovery: Understand the current system, sellers, buyers, products, sales, 

profits, etc. 

b. Projections on estimated sales & profit potential with details of categories to play, 

price tiers, sourcing plan, selling plan & more.

2. Choice boarding to evaluate the best course of action for a quick start

3. Execution

a. SWAT team set up for rapid start-up

b. 5 category pilot created & executed – Product<>Market fit established

c. Suppliers lined up - 100+ in 3 weeks

d. Communication material developed

e. Pricing & promotion plans set up

f. Supply chain setup + testing

g. Launch & hyper care.

4. Road map for the category, supplier, geography, seller expansion & scaling.

Results, Impact & Status ::

1. New category launch – greenlit ; 

• New category projected to;  

• Be revenue & profit accretive.

• Add sellers & consumers to the platform

2. New category established from scratch in one quarter; 

• Q 1 sales -$10Mil + 

• Y1 sales - $150Mil +



STREAM 2 
Business Modelling

______________

___
eB2b…
Indian start-up …Unicorn($5Bn+ 
Valuation)
eB2B giant with a vary large 
distribution & portfolio footprint



STREAM 3 
Strategic Revenue 
Management

________________

DIME
Dynamic Initiative 
Management Engine 

Global CG Giant



STREAM 3 
Strategic Revenue 
Management
________________

PPCA
Product Price Channel
Architecture 

Global CG Giant



STREAM 4  
PEOPLE & LEADERSHIP

______________________________

MENTORSHIP PROGRAM 
Current mentee cohort includes –

startup founders & senior business 

leaders at global CPGs
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