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Personal Care
Beauty and e-commerce, the perfect match

We identify what we see as the 
next big, long-term consumer 
growth story in India – beauty 
and personal care

This narrative is being driven by 
the convergence of two powerful 
forces – rising consumer 
aspirations linked to income 
levels and the ever-widening 
reach of e-commerce

This report highlights the trends 
shaping the market and explains 
why we think large, specialist 
online beauty retailers have the 
winning formula

This is a Free-to-View version of a report by the same title published on 01-Dec-21. Please contact your HSBC 
representative or email AskResearch@hsbc.com for more information.
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The story in numbers 

cUSD80bn 
HSBC’s estimated size of India’s 
beauty and personal care (BPC) 

market by 2035e, 6x bigger than in 
2020 

30%+ CAGR 
HSBC’s estimated growth in India’s 

online BPC market over the next 
decade 

 

 

Only 8% of India’s USD14bn BPC market 
is e-commerce; we expect this to increase 
to 35% in the next decade 

  52% CAGR 
Average growth in online BPC business 
across Asia emerging markets between 
2012 and 2020 

 

 

38%  
China’s online BPC 
penetration in 2020 

55%  
Online sales of L’Oréal in 

China in 2020 (vs 27% 
overall) 

4.2% 
Share of premium BPC in 
India vs 35% in China and 
25%+ worldwide in 2020 

 

 

20-30%  
EBITDA Margin for BPC  

(and double-digit EBITDA margin  
for scaled e-commerce players) 

  

Emerging trends in BPC that will shape 
future growth: Digital transformation, 
premiumisation, personalisation, rise of 
naturals and clean beauty, beauty 
regimen, beauty devices 

 

 

14% 
Skin care’s share of India’s BPC market; 

in China, it is c50% in 2020 

80+ 
Direct-to-consumer (D2C) BPC brands 
launched in India in the last five years 

Source: Company data, Historical data from Euromonitor, HSBC estimates  
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The next big thing 

1. BPC is the next big consumer story in India: We anticipate the market will grow 6x in the 

next 15 years, equivalent to at a 2020-35e CAGR of 12.4%, but for large sub-categories 

like skin care and colour cosmetics this could be as high as 20%.  

India BPC opportunity to grow to over USD80bn by 2035e 

 

Source: Euromonitor, HSBC estimate. Note: growth numbers are in INR terms 

 

2. Here for the long haul: Our analysis of emerging markets, including China, suggests that 

the BPC market in India will follow an S-Curve growth trajectory as income levels rise. The 

growth story can span multiple decades.  

BPC per capita spending follows a typical S-Curve, linked to the rise in income levels 

 

Source: Euromonitor, HSBC  
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Executive summary 

We think beauty and personal care (BPC) is the next big consumer growth 
story in India, driven by two powerful forces – rising aspirations linked to 
income levels, and the ever-widening reach of e-commerce. We expect 
the BPC market to grow 6x in the next 15 years and be worth cUSD80bn 
by 2035e. We also expect online sales to rise from 8% of the BPC market 
last year to 35% by 2030e, a CAGR of more than 30%. The winning 
formula is to build the scale needed to attract brands and consumers alike. 
Specialist online beauty retailers with an omni-channel presence look best 
placed to benefit from this structural growth opportunity.  

We expect the beauty and 

personal care market to grow 

6x in the next 15 years 
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Today’s India’s BPC market is where China was in 2006 

 

Source: Euromonitor, HSBC; Size of the circle indicates size of respective BPC markets 

 

3. Six major consumer trends that are shaping the BPC market:  

 Digital transformation: Nearly 800m potential customers have smartphones, raising their 

awareness and range of choices. This creates a BPC network effect. 

 Premiumisation: Evidence from developing and developed markets suggests that the 

premium segment is growing fastest and consumers are willing to pay for better quality 

products, brands and experience. This means premium and “masstige” products – 2x to 5x 

more expensive than the mass market segment – are a sweet spot.  

 Rise of naturals/clean beauty: Increasing consumer preference has opened the door for 

many new entrants. Naturals has emerged as the anchor for innovation and direct to 

consumer (D2C) brands.  

 Marketing is changing: Consumers increasingly prefer content and education-led personal 

and beauty care regimes to standalone products. This is disrupting the old models of brand 

building, such as traditional media advertising, leading to the rise of influencers and 

content-led digital marketing.  

 Personalisation: Beauty and personal care needs are complex and individual. The huge 

scale and mass market approach of fast-moving consumer goods (FMCG) companies has 

left room for niche rivals, such as online rivals. 

 Active vs emotive: There is also a rising awareness and consumer willingness to pay a 

high premium for products with proven efficacy. 

4. Wide appeal: To us, the BPC market has wide appeal, including: 1) very high gross 

margins, unmatched by any other consumer category; 2) consumers are consistently 

seeking premiumisation across price points; and 3) scale is a determinant of value due to 

branding, the sunk costs involved, and spending on advertising and promotions. 

5. E-commerce is the key growth driver: We believe e-commerce/omni-channel is the way 

forward for the BPC industry. This approach should help brands: 1) penetrate deeper into 

smaller cities and towns; 2) display a large range of products across all price points in India; 

3) personalize offerings; and 4) offer competitive pricing. We estimate that the online BPC 

market will become a USD37bn opportunity by 2035e, up from USD800m in 2020, with a 

45% penetration rate; this implies a channel revenue CAGR of c26%. For reference, 

China’s BPC penetration rate is already in excess of 38%. 

This is a Free to View version of our latest report on the Future Consumer theme. If you 

want to subscribe to any of our nine big themes, contact your HSBC Representative or 

email AskResearch@hsbc.com  
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E-commerce sales have grown rapidly 
since 2012 …  

 … outpacing sales from traditional 
channels 

 

 

 

Source: Euromonitor, HSBC  Source: Euromonitor, HSBC 

 

Higher margins make BPC e-commerce a viable and profitable business model at scale 

 

 

Source: HSBC 

Notes: Channel expenses assumption include 15% retailer margin, 5% distributor margin and 5% onsite promotion 

 
 

6. There are several ways to capture the value of this growth: 1) Significant value will be 

captured by large specialist e-commerce channels; 2) FMCG sales will accelerate, led by 

iconic brands; and 3) few of the direct to consumer (D2C) brands will also gain scale. 

7. Many new entrants over the coming years: Given the fall in barriers to entry in terms of 

distribution and consumer engagement, we expect to see many new entrants over the 

coming years, including many international luxury brands. 

8. M&A is likely to rise as players aim to bridge portfolio gaps and gain scale.  

The largest value should converge to large-scale online beauty retailers, which we believe have 

found a winning formula. Their traffic, scale and assortments act like a magnet for both brands 

and consumers alike, creating a virtuous network effect, while their digital capabilities and 

consumer education-led approach to selling should become a formidable competitive 

advantage. We expect this all to result in business models which will not only offer exponential 

growth but also sustainably high returns on capital.  
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Why this is a big long-term growth opportunity 

The biggest question being asked about how to value the opportunities in India’s beauty and 

personal care market (BPC) is how long the period of high growth will last for? In this section, 

we analyse its current structure and seek pointers about its future direction by making 

comparisons with other markets. Key points: 

 One of the fastest-growing markets: At USD14-15bn in 2020, India is only the eighth 

largest BPC market in the world, but it is among the fastest-growing in the past 15 years. 

 Still at an early stage: Despite this structural growth, the market is still at an early stage of 

development. More than 50% of the market is dominated by mass market products (bar 

soaps, hair care and oral care) and essentials. Discretionary consumer categories such as 

skin and beauty care are relatively new concepts in India. 

 Income level and BPC consumption follow an S-Curve: Evidence from other markets 

suggests that BPC is linked to income growth and follows a S-Curve consumption 

trajectory. India is at the lower end of S-Curve and per capital consumption is the lowest in 

the peer group, suggesting that a period of rapid growth lies ahead.  

 The China benchmark: China in 2006 was almost the mirror image of India today, both in 

terms of the size of the BPC market and GDP per capita. After 15 years of rapid expansion, 

China’s market is now 6x larger than India’s. E-commerce in China has risen at a CAGR of 

30% in the past eight years and is still growing strongly. 

 High growth expected in new categories: The evidence suggests that as income levels 

grow, discretionary categories such as skin care and beauty care should grow at a faster 

rate than the overall BPC market. 

 E-commerce is the major enabler: E-commerce is growing exponentially in almost all 

Asian emerging markets. Even in rich, mature markets where category growth is almost 

zero, e-commerce is still growing in double digits. In India, all the ingredients are in place for 

e-commerce to drive rapid growth in the BPC market in the coming decades. 

Bath and hair care dominate India’s BPC market… 

 
Source: Euromonitor, HSBC.   
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Industry overview 

 Although India’s BPC market is relatively small (USD14-15bn), it is 
among the fastest-growing in the world 

 The market should expand rapidly as income levels rise 

 A comparison with other developing and developed markets 
suggests that this is the start of a long-term growth story 

How long will the period of 

high growth last?  
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A sector with wide appeal 

India’s BPC market registered a CAGR of 11.5% in the past 15 years in local currency terms. 

We expect this growth to accelerate in the range of 12-13% in the next decade, reaching 

cUSD80bn in the next 15 years. Key consumer trends include: 

 Digital transformation: Nearly 800m potential customers have smartphones, raising their 

awareness and range of choices. This is creating a network effect for the BPC market. 

 Premium and “masstige”: Evidence from developing and developed markets suggests 

that the premium segment is growing fastest and consumers are willing to pay a premium 

for better quality products, brands and experience. This means premium and “masstige” 

products – 2x to 5x more expensive than the mass market segment– are a sweet spot.  

 Rise of naturals/clean beauty: Increasing consumer preference has opened the door for 

many new entrants. Naturals has emerged as the anchor for innovation and direct to 

consumer (D2C) brands.  

 Marketing is changing: Consumers increasingly prefer content and education-led personal 

and beauty care regimes to standalone products. This is disrupting the old models of brand 

building, leading to the rise of influencers and content-led digital marketing.  

 Personalisation: Beauty and personal needs are complex and individual. The huge scale 

and mass market approach of FMCG companies has left room for niche rivals, such as 

online rivals such as Nykaa. 

 Active vs emotive: There is also a rising awareness and consumer willingness to pay a 

high premium for products with proven efficacy. 

To us, the BPC market has wide appeal, including: 1) very high gross margins, unmatched by 

any other consumer category; 2) consumers are consistently seeking premiumisation across 

price points; and 3) scale is a determinant of value due to branding, the sunk costs involved, 

and spending on advertising and promotions. 

 

 

BPC consumer trends 

 We forecast that India’s BPC market will expand at a CAGR of 
12.4% over 2020-35e, to reach cUSD80bn 

 We identify seven themes that should support long-term growth 

 High gross margins, unmatched by any other consumer category, to 

boost profits 
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The online experience is hard to beat 

We believe e-commerce represents the future of the beauty and personal care (BPC) products 

in India, accounting for 35% sales in a decade, up from 8% today. This should be driven by: 

 Evidence from global markets: Online BPC sales are driving growth globally. In India, the 

market has grown at a CAGR of 58% in the past eight years (albeit from low base). We 

expect this trend to continue. 

 The only channel that can meet demand in smaller cities: In India, traditional channels 

struggle to offer customers in tier 2-4 cities a wide range of products. E-commerce can – 

this is a large structural tailwind. 

 High margins (60-80%): The e-commerce channel for BPC companies offers much higher 

margins than other areas of the consumer market. These allow for favourable economics of 

ecommerce channel.  

 A wider product range: Along with competitive pricing, this is a big draw. Specialist 

channels also guarantee that the products it sells are authentic. 

 Digital engagement: Consumer education is a key part of the BPC sales process, with 

influencers and key opinion leaders (KOLs) playing a big role. This is a huge enabler of e-

commerce, giving specialist players with scale a big advantage. 

 Data collection, customer insights: Predictive data analytics is instrumental in capturing 

consumer insights at a granular level – buying behaviour, willingness to pay a premium, 

category and brand preferences – giving e-commerce leaders a competitive advantage 

over traditional channels.  

Traditional channels still dominate in India, but e-commerce sales are rising fast 

 

Source: Euromonitor, HSBC;  
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The rise of BPC e-commerce  

 E-commerce in India grew at a CAGR of 58% over 2012-20 

 We estimate the online BPC channel will be worth USD37bn by 
2035e; key drivers are reach, product range, and experience 

 Sustainable value will be captured by large-scale specialist players 

with competitive advantages 

India’s e-commerce 

penetration has risen from 

less than 1% in 2015 to c6% 

in 2020 
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BPC brands and the D2C market 

A number of direct-to-consumer (D2C) FMCG brands have flourished over the last few years in 

India, benefitting from the rapid adoption of e-commerce and limited innovation among market 

leaders. In the BPC segment, at least 80 new D2C brands have been launched over the last 5-6 

years and many have gained significant traction with consumers. 

Key drivers for D2C in BPC  

 Gaps in the market. Established FMCG players primarily target mass market products, 

leaving gaps in the market in terms of products categories (naturals, science-backed, clean 

beauty), as well as price points. New D2C brands are exploiting these gaps to address 

customer needs with innovative product launches.  

 E-commerce has reduced barriers to entry: The traditional barriers to entry – high 

upfront costs to gain scale, setting up distribution networks, and promoting products – have 

become less daunting due to the rapid advance of online channels and digital marketing.  

 Cost economics: The BPC segment’s high gross margins (60-80%) make it ideally suited 

for e-commerce cost economics. High margins ensure that D2C brands can focus on 

customer acquisition and build their own platforms, while still being profitable.  

 Personalisation: Customer awareness of the latest global BPC trends has increased 

significantly. D2C brands have the technology to offer niche, targeted offerings, cater to 

specific consumer needs, and gain a loyal customer base. 

 Increasing confidence in online purchases: The sharp rise in number of people engaged 

in online shopping – expected to reach 420m in 2025e from 175m in 2020 as per RedSeer 

estimates – is a result of improvements in digital infrastructure and the online shopping 

experience (e.g. fast, free delivery, no-questions-asked returns, and hassle-free refunds). 

 Higher female participation: The rising adoption of mobile Internet among Indian women 

– up from 19% in 2017 to 50% in 2019 – has become a key enabler for online shopping.  
 

 

  

D2C brands: A tailwind for  

e-commerce growth 

 E-commerce has spurred the growth of D2C beauty brands 

 Some brands have scaled up, focusing on the mid-premium segment, 

often filling gaps left by FMCG companies 

 Traditional FMCG players are also launching online D2C brands, but 
we expect them to converge over time. E-commerce is the future 
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Conclusions 

 We believe that the rising consumer preference for naturals and sustainable products will 

result in a plethora of new brands. But only a few will gain scale and be available across 

channels. Subscale brands should struggle. 

 Some brands with good products but scalability issues will become the ideal acquisition 

targets by big D2Cs and the larger FMCG companies. As mentioned above, consolidation 

has already started. 

 We believe large global and iconic brands will eventually dominate, especially in the fast- 

growing premium and mass-market segments. 

 We also expect many more overseas entrants to enter India, given the lucrative growth 

opportunity as the pace of premiumisation accelerates. 

The dominant specialist e-commerce channels should capture a large part of the value in 

the BPC value chain, driven by assortments, brands, their access to consumers across 

India, data-driven insights, and consumer trust and engagement built over the years. 

They will act as magnet to brands and consumers alike and should offer not only 

exponential growth but also sustainably high returns on capital.  

 

This is a Free to View version of our latest report on the Future Consumer theme. If you 

want to subscribe to any of our nine big themes, contact your HSBC Representative or 

email AskResearch@hsbc.com  

 

 

mailto:AskResearch@hsbc.com


 

 

Free to View ● Future Consumer - Equities 
December 2021 

10 

Disclosure appendix 
Analyst Certification 

The following analyst(s), economist(s), or strategist(s) who is(are) primarily responsible for this report, including any analyst(s) 

whose name(s) appear(s) as author of an individual section or sections of the report and any analyst(s) named as the covering 

analyst(s) of a subsidiary company in a sum-of-the-parts valuation certifies(y) that the opinion(s) on the subject security(ies) or 

issuer(s), any views or forecasts expressed in the section(s) of which such individual(s) is(are) named as author(s), and any other 

views or forecasts expressed herein, including any views expressed on the back page of the research report, accurately reflect 

their personal view(s) and that no part of their compensation was, is or will be directly or indirectly related to the specific 

recommendation(s) or views contained in this research report: Amit Sachdeva, Anurag Dayal, CFA and Rajesh X Kumar 

Important disclosures 

Equities: Stock ratings and basis for financial analysis 

HSBC and its affiliates, including the issuer of this report (“HSBC”) believes an investor's decision to buy or sell a stock should 

depend on individual circumstances such as the investor's existing holdings, risk tolerance and other considerations and that 

investors utilise various disciplines and investment horizons when making investment decisions. Ratings should not be used or 

relied on in isolation as investment advice. Different securities firms use a variety of ratings terms as well as different rating 

systems to describe their recommendations and therefore investors should carefully read the definitions of the ratings used in 

each research report. Further, investors should carefully read the entire research report and not infer its contents from the rating 

because research reports contain more complete information concerning the analysts' views and the basis for the rating. 

From 23rd March 2015 HSBC has assigned ratings on the following basis: 

The target price is based on the analyst’s assessment of the stock’s actual current value, although we expect it to take six to 12 

months for the market price to reflect this. When the target price is more than 20% above the current share price, the stock will 

be classified as a Buy; when it is between 5% and 20% above the current share price, the stock may be classified as a Buy or a 

Hold; when it is between 5% below and 5% above the current share price, the stock will be classified as a Hold; when it is between 

5% and 20% below the current share price, the stock may be classified as a Hold or a Reduce; and when it is more than 20% 

below the current share price, the stock will be classified as a Reduce. 

Our ratings are re-calibrated against these bands at the time of any 'material change' (initiation or resumption of coverage, change 

in target price or estimates).  

Upside/Downside is the percentage difference between the target price and the share price. 

Prior to this date, HSBC’s rating structure was applied on the following basis: 

For each stock we set a required rate of return calculated from the cost of equity for that stock’s domestic or, as appropriate, 

regional market established by our strategy team. The target price for a stock represented the value the analyst expected the 

stock to reach over our performance horizon. The performance horizon was 12 months. For a stock to be classified as Overweight, 

the potential return, which equals the percentage difference between the current share price and the target price, including the 

forecast dividend yield when indicated, had to exceed the required return by at least 5 percentage points over the succeeding 12 

months (or 10 percentage points for a stock classified as Volatile*). For a stock to be classified as Underweight, the stock was 

expected to underperform its required return by at least 5 percentage points over the succeeding 12 months (or 10 percentage 

points for a stock classified as Volatile*). Stocks between these bands were classified as Neutral. 

*A stock was classified as volatile if its historical volatility had exceeded 40%, if the stock had been listed for less than 12 months 

(unless it was in an industry or sector where volatility is low) or if the analyst expected significant volatility. However, stocks which 

we did not consider volatile may in fact also have behaved in such a way. Historical volatility was defined as the past month's 

average of the daily 365-day moving average volatilities. In order to avoid misleadingly frequent changes in rating, however, 

volatility had to move 2.5 percentage points past the 40% benchmark in either direction for a stock's status to change. 

Rating distribution for long-term investment opportunities 

As of 30 September 2021, the distribution of all independent ratings published by HSBC is as follows: 

 
  

Buy 60% (31% of these provided with Investment Banking Services in the past 12 months) 

Hold 33% (30% of these provided with Investment Banking Services in the past 12 months) 

Sell 7% (28% of these provided with Investment Banking Services in the past 12 months) 



 

11 

Free to View ● Future Consumer - Equities 
December 2021 

For the purposes of the distribution above the following mapping structure is used during the transition from the previous to current 

rating models: under our previous model, Overweight = Buy, Neutral = Hold and Underweight = Sell; under our current model Buy 

= Buy, Hold = Hold and Reduce = Sell. For rating definitions under both models, please see “Stock ratings and basis for financial 

analysis” above. 

For the distribution of non-independent ratings published by HSBC, please see the disclosure page available at 

http://www.hsbcnet.com/gbm/financial-regulation/investment-recommendations-disclosures. 

To view a list of all the independent fundamental ratings disseminated by HSBC during the preceding 12-month period, please 

use the following links to access the disclosure page: 

Clients of Global Research and Global Banking and Markets: www.research.hsbc.com/A/Disclosures 

Clients of HSBC Private Banking: www.research.privatebank.hsbc.com/Disclosures 

HSBC and its affiliates will from time to time sell to and buy from customers the securities/instruments, both equity and debt 

(including derivatives) of companies covered in HSBC Research on a principal or agency basis or act as a market maker or 

liquidity provider in the securities/instruments mentioned in this report. 

Analysts, economists, and strategists are paid in part by reference to the profitability of HSBC which includes investment banking, 

sales & trading, and principal trading revenues.  

Whether, or in what time frame, an update of this analysis will be published is not determined in advance. 

Non-U.S. analysts may not be associated persons of HSBC Securities (USA) Inc, and therefore may not be subject to FINRA 

Rule 2241 or FINRA Rule 2242 restrictions on communications with the subject company, public appearances and trading 

securities held by the analysts.  

Economic sanctions imposed by the EU, the UK, the USA and certain other jurisdictions generally prohibit transacting or dealing in 

any debt or equity issued by Russian SSI entities on or after 16 July 2014 (Restricted SSI Securities). Economic sanctions imposed 

by the USA also generally prohibit US persons from purchasing or selling publicly traded securities issued by companies designated 

by the US Government as “Chinese Military-Industrial Complex Companies” (CMICs) or any publicly traded securities that are 

derivative of, or designed to provide investment exposure to, the targeted CMIC securities (collectively, Restricted CMIC Securities). 

This report does not constitute advice in relation to any Restricted SSI Securities or Restricted CMIC Securities, and as such, this 

report should not be construed as an inducement to transact in any Restricted SSI Securities or Restricted CMIC Securities. 

For disclosures in respect of any company mentioned in this report, please see the most recently published report on that company 

available at www.hsbcnet.com/research. HSBC Private Banking clients should contact their Relationship Manager for queries 

regarding other research reports. In order to find out more about the proprietary models used to produce this report, please contact 

the authoring analyst. 

Additional disclosures 

1 This report is dated as at 01 December 2021. 

2 All market data included in this report are dated as at close 26 November 2021, unless a different date and/or a specific 

time of day is indicated in the report. 

3 HSBC has procedures in place to identify and manage any potential conflicts of interest that arise in connection with its 

Research business. HSBC's analysts and its other staff who are involved in the preparation and dissemination of 

Research operate and have a management reporting line independent of HSBC's Investment Banking business. 

Information Barrier procedures are in place between the Investment Banking, Principal Trading, and Research businesses 

to ensure that any confidential and/or price sensitive information is handled in an appropriate manner. 

4 You are not permitted to use, for reference, any data in this document for the purpose of (i) determining the interest 

payable, or other sums due, under loan agreements or under other financial contracts or instruments, (ii) determining the 

price at which a financial instrument may be bought or sold or traded or redeemed, or the value of a financial instrument, 

and/or (iii) measuring the performance of a financial instrument or of an investment fund.  

https://www.research.privatebank.hsbc.com/Disclosures


 

 

Free to View ● Future Consumer - Equities 
December 2021 

12 

Disclaimer 
Legal entities as at 1 December 2020 

‘UAE’ HSBC Bank Middle East Limited, DIFC; HSBC Bank Middle East Limited, Dubai; ‘HK’ The Hongkong and Shanghai Banking 

Corporation Limited, Hong Kong; ‘TW’ HSBC Securities (Taiwan) Corporation Limited; ‘CA’ HSBC Securities (Canada) Inc.; 

‘France’ HSBC Continental Europe; ‘Spain’ HSBC Continental Europe, Sucursal en España; ‘Italy’ HSBC Continental Europe, 

Italy; ‘Sweden’ HSBC Continental Europe Bank, Sweden Filial; ‘DE’ HSBC Trinkaus & Burkhardt AG, Düsseldorf; 000 HSBC Bank 

(RR), Moscow; ‘IN’ HSBC Securities and Capital Markets (India) Private Limited, Mumbai; ‘JP’ HSBC Securities (Japan) Limited, 

Tokyo; ‘EG’ HSBC Securities Egypt SAE, Cairo; ‘CN’ HSBC Investment Bank Asia Limited, Beijing Representative Office; The 

Hongkong and Shanghai Banking Corporation Limited, Singapore Branch; The Hongkong and Shanghai Banking Corporation 

Limited, Seoul Securities Branch; The Hongkong and Shanghai Banking Corporation Limited, Seoul Branch; HSBC Securities 

(South Africa) (Pty) Ltd, Johannesburg; HSBC Bank plc, London, Tel Aviv; ‘US’ HSBC Securities (USA) Inc, New York; HSBC 

Yatirim Menkul Degerler AS, Istanbul; HSBC México, SA, Institución de Banca Múltiple, Grupo Financiero HSBC; HSBC Bank 

Australia Limited; HSBC Bank Argentina SA; HSBC Saudi Arabia Limited; The Hongkong and Shanghai Banking Corporation 

Limited, New Zealand Branch incorporated in Hong Kong SAR; The Hongkong and Shanghai Banking Corporation Limited, 

Bangkok Branch; PT Bank HSBC Indonesia; HSBC Qianhai Securities Limited; Banco HSBC S.A. 

Issuer of report 

HSBC Securities and Capital Markets (India) Private 

Limited 

Registered Office 

52/60 Mahatma Gandhi Road 

Fort, Mumbai 400 001, India 

Telephone: +91 22 2267 4921 

Fax: +91 22 2263 1983 

Website: www.research.hsbc.com 

SEBI Reg No. INH000001287 

CIN: U67120MH1994PTC081575 

This document has been issued by HSBC Securities and Capital Markets (India) Private Limited ("HSBC") for the information of its customers only. HSBC Securities and Capital Markets (India) Private Limited 

is registered as "Research Analyst" (Reg No. INH000001287), Merchant Banker (Reg No. INM000010353) and Stock Broker (Uniform Reg. No. INZ000234533) and regulated by the Securities and Exchange 

Board of India. If it is received by a customer of an affiliate of HSBC, its provision to the recipient is subject to the terms of business in place between the recipient and such affiliate. This document is not and 

should not be construed as an offer to sell or the solicitation of an offer to purchase or subscribe for any investment. HSBC has based this document on information obtained from sources it believes to be 

reliable but which it has not independently verified; HSBC makes no guarantee, representation or warranty and accepts no responsibility or liability as to its accuracy or completeness. Expressions of opinion 

are those of the Research Division of HSBC only and are subject to change without notice. From time to time research analysts conduct site visits of covered issuers. HSBC policies prohibit research analysts 

from accepting payment or reimbursement for travel expenses from the issuer for such visits. HSBC and its affiliates and/or their officers, directors and employees may have positions in any securities 

mentioned in this document (or in any related investment) and may from time to time add to or dispose of any such securities (or investment). HSBC and its affiliates may act as market maker or have assumed 

an underwriting commitment in the securities of companies discussed in this document (or in related investments), may sell them to or buy them from customers on a principal basis and may also perform or 

seek to perform investment banking or underwriting services for or relating to those companies and may also be represented in the supervisory board or any other committee of those companies. Details of 

Associates of HSBC Securities and Capital Markets (India) Private Limited can be obtained from Compliance Officer: Mudit Tayal, Email: mudit.tayal@hsbc.co.in The information and opinions contained 

within the research reports are based upon publicly available information and rates of taxation applicable at the time of publication which are subject to change from time to time. Past performance is not 

necessarily a guide to future performance. The value of any investment or income may go down as well as up and you may not get back the full amount invested. Where an investment is denominated in a 

currency other than the local currency of the recipient of the research report, changes in the exchange rates may have an adverse effect on the value, price or income of that investment. In case of investments 

for which there is no recognised market it may be difficult for investors to sell their investments or to obtain reliable information about its value or the extent of the risk to which it is exposed. 

HSBC Securities (USA) Inc. accepts responsibility for the content of this research report prepared by its non-US foreign affiliate. The information contained herein is under no circumstances to be 

construed as investment advice and is not tailored to the needs of the recipient. All U.S. persons receiving and/or accessing this report and wishing to effect transactions in any security discussed 

herein should do so with HSBC Securities (USA) Inc. in the United States and not with its non-US foreign affiliate, the issuer of this report. 

In the UK, this publication is distributed by HSBC Bank plc for the information of its Clients (as defined in the Rules of FCA) and those of its affiliates only. Nothing herein excludes or restricts any duty or 

liability to a customer which HSBC Bank plc has under the Financial Services and Markets Act 2000 or under the Rules of FCA and PRA. A recipient who chooses to deal with any person who is not a 

representative of HSBC Bank plc in the UK will not enjoy the protections afforded by the UK regulatory regime. HSBC Bank plc is regulated by the Financial Conduct Authority and the Prudential Regulation 

Authority. In Singapore, this publication is distributed by The Hongkong and Shanghai Banking Corporation Limited, Singapore Branch for the general information of institutional investors or other persons 

specified in Sections 274 and 304 of the Securities and Futures Act (Chapter 289) (“SFA”) and accredited investors and other persons in accordance with the conditions specified in Sections 275 and 305 

of the SFA. Only Economics or Currencies reports are intended for distribution to a person who is not an Accredited Investor, Expert Investor or Institutional Investor as defined in SFA. The Hongkong 

and Shanghai Banking Corporation Limited, Singapore Branch accepts legal responsibility for the contents of reports pursuant to Regulation 32C(1)(d) of the Financial Advisers Regulations. This publication 

is not a prospectus as defined in the SFA. This publication is not a prospectus as defined in the SFA. It may not be further distributed in whole or in part for any purpose. The Hongkong and Shanghai 

Banking Corporation Limited Singapore Branch is regulated by the Monetary Authority of Singapore. Recipients in Singapore should contact a "Hongkong and Shanghai Banking Corporation Limited, 

Singapore Branch" representative in respect of any matters arising from, or in connection with this report. Please refer to The Hongkong and Shanghai Banking Corporation Limited Singapore Branch’s 

website at www.business.hsbc.com.sg for contact details. In Australia, this publication has been distributed by The Hongkong and Shanghai Banking Corporation Limited (ABN 65 117 925 970, AFSL 

301737) for the general information of its “wholesale” customers (as defined in the Corporations Act 2001). Where distributed to retail customers, this research is distributed by HSBC Bank Australia 

Limited (ABN 48 006 434 162, AFSL No. 232595). These respective entities make no representations that the products or services mentioned in this document are available to persons in Australia or are 

necessarily suitable for any particular person or appropriate in accordance with local law. No consideration has been given to the particular investment objectives, financial situation or particular needs of 

any recipient. This publication is distributed in New Zealand by The Hongkong and Shanghai Banking Corporation Limited, New Zealand Branch incorporated in Hong Kong SAR. 

In the European Economic Area, this publication has been distributed by HSBC Continental Europe or by such other HSBC affiliate from which the recipient receives relevant services 

In Japan, this publication has been distributed by HSBC Securities (Japan) Limited. In Hong Kong, this document has been distributed by The Hongkong and Shanghai Banking Corporation Limited 

in the conduct of its Hong Kong regulated business for the information of its institutional and professional customers; it is not intended for and should not be distributed to retail customers in Hong 

Kong. The Hongkong and Shanghai Banking Corporation Limited makes no representations that the products or services mentioned in this document are available to persons in Hong Kong or are 

necessarily suitable for any particular person or appropriate in accordance with local law. All inquiries by such recipients must be directed to The Hongkong and Shanghai Banking Corporation 

Limited. In Korea, this publication is distributed by The Hongkong and Shanghai Banking Corporation Limited, Seoul Securities Branch ("HBAP SLS") for the general  information of professional 

investors specified in Article 9 of the Financial Investment Services and Capital Markets Act (“FSCMA”). This publication is not a prospectus as defined in the FSCMA. It may not be further 

distributed in whole or in part for any purpose. HBAP SLS is regulated by the Financial Services Commission and the Financial Supervisory Service of Korea. 

In Canada, this document has been distributed by HSBC Securities (Canada) Inc. (member IIROC), and/or its affiliates. The information contained herein is under no circumstances to be construed as 

investment advice in any province or territory of Canada and is not tailored to the needs of the recipient. No securities commission or similar regulatory authority in Canada has reviewed or in any way 

passed judgment upon these materials, the information contained herein or the merits of the securities described herein, and any representation to the contrary is an offense. In Brazil, this document has 

been distributed by Banco HSBC S.A. ("HSBC Brazil"), and/or its affiliates. As required by Instruction No. 598/18 of the Securities and Exchange Commission of Brazil (Comissão de Valores Mobiliários), 

potential conflicts of interest concerning (i) HSBC Brazil and/or its affiliates; and (ii) the analyst(s) responsible for authoring this report are stated on the chart above labelled "HSBC & Analyst Disclosures". 

If you are an HSBC Private Banking (“PB”) customer with approval for receipt of relevant research publications by an applicable HSBC legal entity , you are eligible to receive this publication. To 

be eligible to receive such publications, you must have agreed to the applicable HSBC entity’s terms and conditions for accessing research and the terms and conditions of any other internet 

banking service offered by that HSBC entity through which you will access research publications (“the Terms”). Distribution of this publication is the sole responsibility of the HSBC entity with whom 

you have agreed the Terms. If you do not meet the aforementioned eligibility requirements please disregard this publication and, if you are a customer of PB, please notify your Relationship 

Manager. Receipt of research publications is strictly subject to the Terms and any other conditions or disclaimers applicable to the provision of the publications that may be advised by PB. 

© Copyright 2021, HSBC Securities and Capital Markets (India) Private Limited, ALL RIGHTS RESERVED. No part of this publication may be reproduced, stored in a retrieval system, or transmitted, 

on any form or by any means, electronic, mechanical, photocopying, recording, or otherwise, without the prior written permission of HSBC Securities and Capital Markets (India) Private Limited. 

MCI (P) 028/02/2021, MCI (P) 017/10/2021 

   
[1182846] 

 


	The story in numbers
	Executive summary
	The next big thing

	Industry overview
	Why this is a big long-term growth opportunity

	BPC consumer trends
	A sector with wide appeal

	The rise of BPC e-commerce
	The online experience is hard to beat

	D2C brands: A tailwind for  e-commerce growth
	BPC brands and the D2C market
	Key drivers for D2C in BPC

	Conclusions

	Disclosure appendix
	Analyst Certification
	Important disclosures
	Equities: Stock ratings and basis for financial analysis
	From 23rd March 2015 HSBC has assigned ratings on the following basis:
	Prior to this date, HSBC’s rating structure was applied on the following basis:
	Rating distribution for long-term investment opportunities
	As of 30 September 2021, the distribution of all independent ratings published by HSBC is as follows:
	Additional disclosures

	Disclaimer



