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indian sweet delicacies
Diverse regional specialties in India based on Geographies



corrupted with excessive sugars

Very sugary in  

their taste  

profile

Taste buds can't  

tolerate so much  

sugar now



market landscape

INR 65,000+ Cr* Ethnic S weets & Confectionery Market

Majorly Local Players & Legacy Brands

S mall Local Unorganized Players

White space for New-age Brand in Ethnic Products

Consumer shift towards natural, healthier products

Taste preferences have shifted --> more gourmet, less sugary taste
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INR 65,000 Cr Market - Source: AT Kearney Financial Express Packaged RTE: INR ~13,000 Cr (2027): Source IMARC Group Report

https://www.financialexpress.com/brandwagon/dairy-majors-foray-into-packaged-mithai/2226383/
https://www.imarcgroup.com/india-packaged-sweets-market#%3A~%3Atext%3DMarket%20Overview%3A%2C19.40%25%20during%202022%2D2027


ethnic delicacies

crafted with

healthy sweeteners



More Flavourfull  

Optimum S weet Taste Profile

No Refined S ugar

No Artificial S weeteners

Modern Twist in Format  

Packag ing Innovation

brand philosophy

HEALTHY S WEETENERS

Dates JaggeryHoney Fruit S ugars Mishri



Murabbas
Ethnic 

Indian Candies

Ethnic

Drinks

Mixes

Mouth-

fresheners / 

Mukhwas

focus categories

Indian Sweets
Natural 

Sweeteners



April

2021

Brand Launched
Digital Firs t Approach

Nov

2021

8 Products Portfolio
Ethnic Products

March

2022

8K+ Households
Reached across lifetime

our journey

INR 15 Lakhs

Bootstrapped Amount

INR 1+ crore
Current ARR

100% Equity with Founders Based on April 2022



Revenues (INR Lakhs)

April 21 May 21 June 21 July 21 Aug 21 Sept 21 Oct 21 Nov 21 Dec 21 Jan 22

Note:Data as on 2nd February 2022
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growing with positive unit economics

Ad S pends <20%
As a % of Total Revenues

Avg Order = ~INR 400
Period:Dec - J an 2022

20%



current product portfolio

Dates

S WEETENERS

Indian Gooseberry Damask RoseTamarind BambooMango

INDIAN FRUIT CANDIES PRES ERVES & MURABBAS

More Flavourfull  

Less S ugary Taste Profile
No Refined S ugar

No Artificial S weeteners

Modern Twist in Format  

Packag ing Innovation



Rose PEtals OVerloaded

sample product stories



1000+Reviews, 4+st ar r at ings

Note:S napshots as on 22nd J an 2022

Amazon's Best S eller Tag 4+ star Product Reviews

4.5+ star S eller Ratings



53% 38%

consumer Trend towards 

l ower sugar & nat ur al sweet ener s

Consumers are looking to  

"Reduce S ugar"

Consumers actively avoid  

"Artificial sweeteners "

S eAro's users feedback -

include healthy sweeteners

Amazon search volume increase  

for "without sugar", "jaggery",etc

Industry Reports / S urveys S eAro's Research

source 1 source 2 source 3 source 4

https://www.mintel.com/blog/food-market-news/opportunities-for-sweeteners-in-india
https://www.euromonitor.com/article/sugar-and-sweeteners-consumer-priorities-triggering-change
https://www.nin.res.in/survey_reports/sugar_study_report_part-2.pdf
https://www.businessinsider.in/cadbury-dairy-milk-now-has-a-30-less-sugar-version/articleshow/69734488.cms


competition mapping

High in 

sugar

aut hent ic  

f lavour
Legacy Brands

New-Age BrandsSugar-free

Low calorie

Rediscovering Local 

Flavours of India
LIMITED TO DIABETICS / FITNESS 

ENTHUSIASTS

POS ITIONING OVERLAP WITH  

LEGACY BRANDS

NEGATIVE CONNOTATION OF ARTIFICIAL  

SWEETENERS



Ethnic Fruit Candies in a  

s ingle-serve toffee format

Indian Mithai served in a 

portion-control s ingle serve Toffee

brand positioning
We want to build a strong connect in Post-meal Sweets 

presenting Ethnic Versions Crafted with Healthy Sweeteners 

in a portion-controlled, Single Serve Toffee Format.

ETHNIC FRUIT CANDIESPACKAGED S WEETS

HEALTHY S WEETENERS MOUTH-FRESHENERS ETHNIC DRINKSPRESERVES/SPREADS



Strategy: content distribution network

S ocial Media Content  

on No Refined S ugar,  

don't sugar coat facts ,  

sweetness, artificial 

sweeteners , etc

QR Code on Product  

Lab reports for purity  

Orig in s tory of product  

Tips on No Refined S ugar  

lifestyle

S eAro YT Channel*  

focused on recipes us ing  

natural sweeteners , food  

labels, identifying 

authentic products

S eAro Champions#  

Build a network of  

champions that  

represent the lifes tyle &  

S eAro in their community

Ex: FitTuber Channel https://www.youtube.com/c/FitTuber # Ex: Yoga organizers in communities that imbibe that philosophy

http://www.youtube.com/c/FitTuber


Paarrth Mehta

KJ S omaiya 2007-12
9+ years in S ales & Marketing  

Domain:Digital Media Marketing

S tartUp Experience:Co-founded Food  

ATMs,50 locations in Mumbai

founding team

Kartik Lad

IIM Ahmedabad 2011-13
8+ years in Management Consulting  

Domain: Strategy & Growth

S tartUp Experience:Co-founded  

BlackBrix Advisors (Infrastructure 

Consulting) www.blackbrix.com

linkedin.com/in/kartik-lad-61196b56/

linkedin.com/in/paarrth-mehta-20500585/

http://www.blackbrix.com/
https://www.linkedin.com/in/kartik-lad-61196b56/
https://www.linkedin.com/in/paarrth-mehta-20500585/


INR

1.5-2
crores

cURRENT iNVESTMENT r OUND

12-15 month horizon

MARKETING  

40%

TALENT HIRING  

26.7%

LAUNCHING S KUS  

20%

INFRA UPGRADE  

13.3%

FUND 

UTILIZATION

@ INR 10 Cr Pre-money

INR 75 Lakhs Committed (Ah!Ventures)



key utilization of funds

- 3-4 months required for a Product Launch

Modern Packag ing Solutions

Formulation of Products

Channel Expans ion

LAUNCHING PRODUCTS UPGRADING RES OURCESMARKETING

Social Media Branding

SEO Content Creation

Influencer / Reviews

Hiring Key Talent

Investing in Co-packing

Website Upgradation



Fiscal Year FY 1 FY 2 FY 3 FY 4 FY 5

Portfolio Products 20 40 70 100 150

Offline Touch Points - - 100 500 1,500

business projections

Gross Revenue Projections (INR cr)

3
15

125

65

35



Ethnic Delicacies 

Crafted With  

Healthy Sweeteners



M1 M3 M6 M9 M12 M15 M18 M24

E1
PRODUCT LAUNCH ACROSS 

6-8 MONTHS

R1
WEBSITE 

UPGRADE

R2
HIRE 

TALENT R3
INVESTING IN 

PACKING INFRA

E2
FOCUS ON SMALLER SKUS 

& MICRO-DELIVERY SITES

E3
CREATE ALTERNATE 

SALES CHANNELS

Strategic RoadMap

Resource upgradation

Expansion of SKUs & Channels



Formulation of Products  

Identifying prevalent is sues  

Making 100% authentic vers ion

Modern Packag ing S olutions  

Investment in packaging solutions  

for shelf life and hygiene

Channel Expans ion

key utilization of funds

Launching Products Upgrading ResourcesD2C Channel Marketing

-3-4months required for a Product Launch

Launching 15+ Products



Upgrading Webs ite
Implementing S ales Funnel  

S ocial Media Interaction  

Content B log

Creating S EO Content
Content for Google S EO  

Amazon S EO

Content for Product S tories

S ocial Marketing
Content Marketing IG / FB  

Youtube Channels  

Wellness Ambassadors

key utilization of funds

Launching Products D2C Channel Marketing

Brand-Consumer Connection --> Direct Website Sales

Upgrading Resources



Improving 

Packag ing / S mall  

S KU packag ing

Des igning packaging  

solutions optimum for each  

product.Developing small  

sku packaging for micro-

delivery platforms

key utilization of funds

Launching Products Upgrading ResourcesD2C Channel Marketing

Specializing in creating 

stories/content for 

engaging consumers .S EO &  

performance marketing  

specialist.

Hire Talent /   

Agency for S ocial  

Media Marketing

Investing in  

Packing machinery

/ co-packer

Packing machinery at co-

packer /warehouse for  

improved hygienic and  

scalability.And to pack in  

modern packing solutions


