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What do we do?
•• eGroceryeGrocery..comcom is a portal focused on grocery

retail business

• It plans to connect millions of household ,
retailers , wholesalers and distributors
through the net

www.eGrocery.comwww.eGrocery.com



Vision
• To make eGrocery.com available all over India
• To be the largest indegenous e-Commerce portal in India



Mission

• To provide a online platform where 
people can shop for groceries along 
with door step delivery



Objectives

• To serve our customers flawlessly

• To built a stable and effective network
between the distributors, wholesalers, 
retailers and the household customers

• To build a effective sustainable technology

• To give our customers the best value for 
money and quickest service



Values

• Integrity
• Leading Change
• Excellence
• Quality
• Respect for Individual• Respect for Individual
• Learning
• Sharing
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Business Model

Household 
Customers

Distributors

Retailers

Wholesalers



Categories of Business

• B2C
– Meant for Household customer
– Customer orders on the portal
– We deliver the grocery at their door step

• B2B
– Meant for wholesalers and retailers
– We ship goods that they order in bulk



How ‘IT’ happens ?



Steps for Buying

Register

1. Contact 
Information

Browse
& Select

1. Product 
Specification

Payment

1. Online Bank 
Transfer

1. Satisfaction 
with the item 

Feedback

Information

2. UserID & 
Password 
Creation

3. Email 
Confirmation

Specification

2. Product details

3. Shipping & 
payment details

Transfer

2. Credit Card

3. Demand Drafts

4. Cash on Delivery 
(COD)

with the item 
2. Quality of 

communication 
3. Quality of 

packaging 
4. Promptness of 

shipping 
5. Courteousness



Revenue Model

• Listing Fee
– Manufacturers or Distributors pays annual 

rent for listing their products

• Service Charges
– Shipment– Shipment
– Maintenance

• Discounts
– Depending on the volume and time



Agenda

Introduction : What is eGrocery.com ?Introduction : What is eGrocery.com ?

Business Model Business Model –– What we doWhat we do

Operations Operations –– How we do ‘IT’?How we do ‘IT’?

Marketing: Why we ?Marketing: Why we ?

Technology: What is behind ‘IT’ ?Technology: What is behind ‘IT’ ?

Financials: Facts and Figures ?Financials: Facts and Figures ?



Operations  - B2C

• Time slots for delivery

• Companies registration

• Direct contact of distributors

• Refresh inventory



Operations - B2C



Inventory management

• Cost associated with inventories

• Cost of placing orders

• Fluctuation inventory

• Lot size inventory



Operations - Other costs

• Transportation cost
� Warehouse to warehouse
� Warehouse to customer

• Discount will depend on chosen time 
slot

• Economies of scale



Operations - B2B

• Inter-regional supply
• Flexibility and increased customer base
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Present Market Analysis
• Price : e-Groceries home delivery services can be as much 

as 43% cheaper than compared to current costs of customers 
visiting the store using their own car and spare time.

• Trend of Market : e-Grocery may take up 15-20% of the 
European grocery market by 2010. The same may be true for 
India as well. Online grocery sales in 2002 were estimated as 
$5 billion (US) .$5 billion (US) .

• Logistics
– Most of the groceries companies are making home 

deliveries using a third party service provider but we are 
on direct delivery system.

– The cost will depend on lead time.



Target Consumers
• Aged 25-44
• House hold income > Rs50,000/- Per Month
• Dual income households
• Households with children
• Education level Above Bachelor
• Consumer looking for convenience• Consumer looking for convenience
• Average commute time to work
• Number of households with internet access
• Adults with credit cards
• Female shoppers



Market Segmentation

Finding Sustainable Profitability in 
Electronic Commerce

Four segments
• Undifferentiated commodity products
• Quasi-commodity products
• “look and feel” goods

» Quality & Reliability
» branded products enjoy the advantage since 

customers already trust them

• “look and feel” goods with variable quality
» fresh produce and original artwork 



Value Proposition
• Company deliver a particular customer value proposition to a 

definable market in order to exist. 

• Competition is all about value: 

“Creating it and Capturing it.” 

• Perceived Value to the Customer
“If the price charged for an item is commensurate with the 
benefits provided, then it will be considered a good value in the 
mind of the buyer.



Offers to sellers & Manufacturer
• No processing or additional fee on minimum quoted 

price
• By this we can avoid the price fluctuation in the market. Even, companies 

selling expensive goods will need to engage trusted intermediaries or 
establish return policies to mitigate the customer's risk.

• For customers
• “YOU” can not find the CHEAPEST PRICE & GOOD qualit y for the 

product in the world, what we offer you…
• Free home delivery

– Promoting it as easy shopping from home, without too much additional – Promoting it as easy shopping from home, without too much additional 
cost & within prescribed time limit.

• Different yearly membership, more discounts will be  offered.
• Earn Purchase points for discounts and gift offers in future.
• Returning product option on dissatisfaction.

Best way to serve the business:
“ Identify and Express ” Beware of the "cutesy phrase." 

USP addresses a need that is truly important to the buyer. 



Quest for Value

• Offer a range of e-payment and 
e-shopping solutions

• Quality
• Customer Intimacy

“ Price is what you pay. Value is what you get. ”



Advertisement
• Advertising it in the known & popular sites as 

yahoo, Hotmail, MSN etc.

• Indexing of our sites In different and popular 
Search Engines and product & offers 
available in our website.available in our website.

• Using media planning i.e. newspaper, 
television advertisements & magazines.

• Offering gifts in different occasions & 
Celebration
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Technology behind eGrocery

• eGrocery’s systems have the following 
features:
– user friendly web portal
– Secured money transaction
– Fast– Fast
– Robust
– Fault Tolerant
– Scalable

• Supporting concurrency of 500 users



Architecture

• 3-tier, J2EE architecture

• Oracle 9i database

• Application Server: BEA Weblogic

• Web Server: Apache

• Browser Compatibility:
– Mozila, Firefox, IE5+, Netscape

• Operating System: UNIX (HPUX)



Hardware Specifications

Four kinds of environment
• Production

– HP UX Server (4 CPU, 4 GB RAM)

• Development
– HP UX Server (2 CPU, 2 GB RAM)– HP UX Server (2 CPU, 2 GB RAM)

• Testing
– HP UX Server (4 CPU, 4 GB RAM)

• Disaster Recovery
– HP UX Server (2 CPU, 2 GB RAM)



Security

• Firewall

• Denial of Service attack (Dos)

• SSL, S-HTTP• SSL, S-HTTP

• Public Key infrastructure

• Verisign Certificates



Other Systems

• BI System: Oracle

• CRM System: Oracle

• SCM System: Custom Made• SCM System: Custom Made

• Automated Reports

• Customized Inventory Replenishment 
System
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Fund Distribution by Category

18%

20%

5%

Capital Estimation

31%

26%

Infrastructure Transportation Human Resource
IT Infrastructure Others



Distribution of Fund

Fund Distribution - by Geography

Number of Delivery Centres by Geography
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Fund Sourcing
• Individual Contribution –

Partnership
– Rs 25,00,000 per head
– Rs  1,00,00,000

• Venture Capitalist’s 
Contribution
– Rs 1,00,00,000

Fund Sourcing

40%

20%

• Bank Loan
– Rs 50,00,000

40%

Partnership VC Bank



Revenue Sources

20%
10%

Revenue Sources

• Manufacturer / Distributor Registration
• Service Tax
• Advertisements

20%

70%

Registration Service Tax Advertisement



Break Even Analysis

Break Even Analysis
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Profit Estimation
Profit Estimation without Syphoning
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Growth Prospect

7000

Future Prospects

• Customer Base
• Locations
• Product Base
• Services
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