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Hello Readers,

Welcome to the latest edition of the o3 Capital Consumer 

Newsletter.

This edition focuses on India’s value retail opportunity and the 

structural shifts reshaping the country’s consumer landscape. At 

c.USD 1,000 bn, India is the fastest-growing retail market 

globally, and with per capita GDP now above USD 2,700, the 

country is entering “The Golden Decade” of consumption. Yet 

organized retail penetration stands at just 17%, growing at 20% 

CAGR, leaving substantial headroom for scaled players.

Apparel sits at the centre of this opportunity. With per capita 

apparel spend of only USD 37, India offers significant upside, and 

the market is steadily formalizing as consumers shift from 

unorganized to organized channels.

Global value leaders have shown how this model scales: 

playbooks built on sharp pricing, private label strength, 

disciplined store expansion and execution excellence have 

delivered superior scale and profitability. In India, value-led 

formats are on the same path, with Trent’s Zudio crossing USD 1 

bn in revenue across 960+ stores.

In this edition, we examine the drivers of India’s retail growth, 

the formalization of the apparel market, the playbooks of global 

value retailers, the competitive landscape and trading 

comparables for listed value retailers.

We hope you enjoy reading the newsletter.
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At c.USD 1,000 bn, India is the fastest-growing retail market globally
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Retail market size1 (USD Bn) 

Average: 5%

India stands out as the fastest-

growing retail market

8,0007,5001,700

Indian retail growing at c.10% CAGR, 2x the global average and ahead of China (8.1%), adding c.USD 575 bn of retail sales

Source: Industry reports (IMARC Group, IBEF 2024, Market Research Future, Mordor Intelligence, Markntel);  Note: 1. Retail market size as of FY24



Country
Year of touching USD 2,500 GDP per 

capita mark
Trajectory of retail / apparel sales post touching USD 2,500 mark

Indonesia 2010 ▪ Retail outlets grew 4.5x over the next decade

China 2007 ▪ Retail market size grew 4x over the next decade

Russia 2002 ▪ Retail market size grew 3x over the next decade

Thailand 1995 ▪ Retail outlets grew by 3x over the next decade

Brazil 1989 ▪ Retail market size grew 2x over the next decade

Malaysia 1990 ▪ Retail outlets grew by 3x over the next decade

South Korea 1985 ▪ Retail market size grew 4x over the next decade

Singapore 1984 ▪ Retail market size grew 3x over the next decade

India 2024
▪ India is on the cusp of a significant demographic shift, characterized by 

increasing urbanization & higher share of discretionary spends

Scaled-up apparel retailers in India are positioned for disproportionate growth as current per capita GDP surpasses USD 2,700

India to witness unprecedented growth, as it enters “The Golden Decade” of 

consumption
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Source: Industry reports
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With USD 37 per capita, India’s apparel spend offers significant upside potential

5Private and Confidential

Organized retail penetration as a % of overall retail industry

India’s organized retail has significant headroom with just 17% penetration & is growing at 20% CAGR

Scope for

deeper 

penetration

3-4% 0-1% 6% 5-6% 4-5% 4-5% >20%

CAGR (FY20-27P)xx%

Per capita apparel spend (USD)

37

212

582

Scope for

expansion

Source: Industry DRHP’s
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Successful playbooks adopted by scaled-up players to become global leaders

Winning strategies have been built on pricing, private label strength, disciplined expansion and execution excellence

Supply chain as a 

competitive advantage 

Operational excellence

Asset-light vendor networks and 

private-label sourcing keep 

inventory lean without stock-

outs

Tech-enabled replenishment 

delivers Costco-level inventory 

turns - capabilities that take 

years to replicate

Geography first – Cluster 

deepening model

Compounding density

Cluster density builds brand 

recall and lowers customer 

acquisition through organic 

word-of-mouth

Compounds operating leverage 

via shared supply chains – 

D-Mart scaled from 2 to 17 

states this way

Private label as a strategic 

weapon

Margin & loyalty engine

End-to-end design and sourcing 

control unlocks c.100–200 bps 

margin uplift & a tighter 

working capital cycle

Builds destination brands that 

lift loyalty and differentiation -

proven by Costco and Primark

Right price, right quality

Value pricing with right 

product quality

Affordable pricing paired with 

aspirational quality taps the 

largest, fastest-growing retail 

pool - the Bharat consumer

Drives repeat footfall and 

stickiness; the model behind 

Aldi and Primark's scale

Source: o3 analysis; Company reports of global & domestic players



Value-led players have achieved superior scale & profitability outcomes
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Source: News articles, industry reports;  Notes: 1. Market cap data as of 07/10/26 where available;  2. Represents market cap of parent company Sea Group;  3. All figures are 

indicative

Valuation1 USD 125 bn
Valuation (Est.)

USD 40 bn
Valuation (Est.)

USD 58 bn
Market cap2

Market share3

40%
Wireless market 

share in India

20%
US fast fashion

market

50%
Market share

Scale relative to 

2nd largest peer3

1.4x 
of the 2nd 

largest player

c.1.5x 
online sales of 

Zara, 2x of H&M

c.2x
GMV of Tokopedia

& Lazada in key 

markets

Profitability3

(PAT margin)

20% 
c.2x margin of 

next player

c. 3% 
c.1.5x margin of 

next player

c. 3% 
Competitors still 

burning cash

Outcome

Fastest 

Telecom player to 

reach 400 mn users 

worldwide

Biggest
online only fashion

brand globally

Most
downloaded Ecom 

app in SEA & LATAM

USD 28 bn
Market cap

30%
Offline grocery 

market share 

in key markets

~3x 
per store profitable

than 2nd largest 

player

5% 
c.1.5x margin of 

next player

Largest
PPE adjusted sales 

per square foot 

retailer

USD 112 bn
Market cap

#1
Social commerce 

player in China

2nd 
Largest player in 

terms of users, 

behind Alibaba

23% 
c.1.5x margin of 

next player

Quickest
Ecom company 

globally to reach 

USD 100 bn+ GMV



India’s biggest consumer bet: “Value Retail” – Stellar growth & return metrics
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Particulars Durables / Home QSR Lifestyle retail Value retail

TAM

(USD bn)

Industry 

growth (%)

EBITDA margin 

(%)

RoCE (%)

Value retail stands out as the largest segment with TAM of USD 100 bn and growing the fastest across segments

FMCG Jewelry

5-10%

10-15% 10-15%
15-20%

5-10%

10-15%

15-20%
10-15%

15-20%

30-40%

15-20%

30%+

Notes: 1. Industry-level metrics (except industry growth) have been computed by deriving the median of each metric for listed players in each industry



Particulars

Region

Cities present (#) 535 309 284 191

Active store count (#) 795 577 325 263

Store count in Tier 2+ 74% beyond Tier 2+ 77% beyond Tier 2+ 87% beyond Tier 2+2 77% beyond Tier 2+

Category Mix

Private label share (%) 74% 70% 90%+ 53%

Revenue (INR mn) 129,065 37,895 30,670 18,410

Material Margin (INR mn| %) 36,681 | 28% 13,032 | 34% 9,272 | 30% 6,145 | 33%

EBITDA3 (INR mn | %) 12,610 | 10% 2,359 | 6% 2,815 | 9% 1,137 | 6%

PAT (INR mn | %) 8,656 | 7% 795 | 2% 1,663 | 5% 479 | 3%

Source: Company annual reports, investor presentations, and industry reports;  Notes: 1. All figures are for FY26 unless otherwise stated;  2. V2 Retail’s Tier 2+ split is as of 

9MFY26;  3. EBITDA is on an I-GAAP basis

40%

30%

22%

8%

45%

32%

16%

7%

43%

46%

8%
3% 12%

86%

2%

North

East

South

West

44%

29%

27%

79%

10%

11%

93%

7%

86%

14%

Listed value retailers – Key performance metrics
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Apparel

General merchandise

FMCG



Decoding the store-wise unit economics of select listed value retail players
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Notes: 1. Per sq.ft metrics are based on the average of opening and closing retail area for the specific period;  2. RoCE = EBITDA / average capital employed (excluding 

goodwill);  3. Inventory turnover = net revenue / average inventory

Particulars

Gross margin 

per sq.ft per 

month

Inventory 

turnover3

Revenue per 

sq.ft per 

month

Corporate 

EBITDA per 

sq.ft per 

month

RoCE2

(%)

654
587

653
577

840

679

919

694

FY23 FY26

178
207

236

186

239 234
278

232

48

20
11 11

82

42

84

43

89%

10% 5% 6%

93%

25%
34%

17%

5.6x

3.2x 2.9x 2.6x

6.7x

3.8x 3.6x 3.1x



57.0x

47.0x

77.4x

58.9x
55.3x

43.6x 44.7x

59.9x

Trading comparables
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Source: Capital IQ as of 24/09/2026;  Note: 1. Based on I-GAAP;  2. Vishal Mega Mart trades at a premium multiple, driven by its diversified product mix and industry-leading 

efficiency metrics at scale

(30%) 8% 5% 3%

1 yr price change

37.7x

28.7x
26.3x

27.7x

34.4x

26.8x
24.1x

27.1x

`

EV/EBITDA1

(FY26|LTM)

EV/ EBITDA (FY26A) EV/ EBITDA (LTM)

`

P/E 
(FY26|LTM)

P/E (FY26A) P/E (LTM)



o3 Capital consumer practice: An overview
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Color denotes o3 Capital’s client

Relevant 

transactions

z

Barbeque Nation 

raised funds from

CX Partners

Siguler Guff, o3 

Alts acquires 

stake in Baazar 

Kolkata

Z 

MedPlus raised

funds from 

Warburg Pincus

z

Kalyan 

Jewellers

IPO advisor

Go Colors raised 

funds from 

Sequoia Capital 

India

Home and Personal Care

z

Enrich raised 

funds from

JM Financial

z

On-going 

sell-side 

engagement

One of the 

fastest growing 

new-age BPC 

player

z

Gynoveda raised 

funds from India 

Alternatives, 

Fireside Ventures

z

Premier was

acquired by BILT

z

On-going buyside 

engagement for 

skincare 

opportunities

Leading 

traditional 

haircare player

z

BSC raised funds 

from Malabar 

Capital & others

z

Origami raised 

growth capital 

from BanyanTree

Perfora raised 

funds from RPSG 

and Sauce 

Ventures

z

WestBridge Capital 

makes significant 

investment in 

Enrich

EducationF&B

z

Career Point 

raised funds from 

Darby

z

XSEED raised

Series B funding

from Verlinvest

z

CLSA and IBOF 

sold their existing 

stake in 

Resonance

Stake sale by 

Goldman Sachs in 

Cremica to

Motilal Oswal

VKC Nuts raised 

funds from AvH 

and Venturi 

Partners

BIRA raised funds 

from Kirin 

Holding & MUFG

z

Barbeque Nation 

raised funds from

CX Partners

z

Motilal Oswal 

Private Equity 

invests in Lahori

z

Nestlé India 

Advisory for on 

investor vote 

exercise

Apparel & Retail

Hopscotch raised 

funds from 

Amazon

z

Chai Point raised 

funds from Eight 

Roads Ventures

NSR acquired 

majority stake 

in Moshe’s

z

Kalyan Jewellers

IPO advisor

Siguler Guff, o3 

Alts acquires stake 

in Baazar Kolkata

z

Big Basket 

acquired Delyver

z

Go Colors raised 

funds from 

Sequoia Capital 

India

z

MedPlus raised

funds from 

Warburg Pincus

z

Gaurdian Nutrition 

raised funds from 

Mitsui Ventures



Super-specialists across different segments of consumers
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Key

Segments 
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Paints Appliances
Plywood & 

laminates
Mattress

Consumer 

electricals
Pipes Tiles Sanitaryware

Extracts
Flavors & 

fragrances
Nutraceuticals

Hair CosmeticsSkin

Oral Body

Western Ethnic Innerwear

Footwear Luggage Value retail Grocery retail

RestaurantsEducation

TravelEntertainment

Wellness
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Baked goods & 

confectionery
Dairy

Snacks & 

namkeen

Beverages

Spices & 

condiments

Meat & seafood



Disclaimer & contact details

Disclaimer

The information contained in this Document is selective and is 

subject to updates, expansions, revisions and amendments. It does 

not purport to contain all the information that the recipients may 

require. o3 Capital Global Advisory Private Limited (“o3 Capital”) 

does not accept any obligation to provide recipients with access to 

any additional information or to correct any inaccuracies, which 

may become apparent. Neither o3 Capital, nor any affiliated 

bodies corporate, Directors, shareholders, managers, employees 

or agents of any of them, makes any representation or warranty, 

express or implied, as to the accuracy, reasonableness or 

completeness of the information contained in the Document. 

All such parties and entities expressly disclaim any and all liability 

whether arising out of any information contained in, or errors in or 

omissions from, this Document or the recipients’ use of this 

Document. Accordingly, recipients are advised to independently 

conduct their own evaluation and analysis of the information 

contained in the document and should also seek their own 

professional advice. Neither o3 Capital nor its Directors, 

employees, agents or representatives shall be liable for any 

damages whatsoever, whether direct or indirect, incidental, 

special or consequential, including lost revenue or lost profits that 

may arise from or in connection with the use of the information. 

This Document is confidential and is meant for the use of only the 

persons to whom it is issued. This Document, or any part of it, 

may not be copied or distributed by the recipient to third parties 

(other than in confidence to the recipients’ professional advisors). 

Recipients of this document shall not be deemed to be clients of 

o3 Capital and accordingly, o3 Capital shall not be liable to 

provide such recipients with the protection afforded to its own 

clients or any advice in relation to any transaction or arrangement 

referred to herein.

Contact Us

@o3capital o3capital www.o3capital.com
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https://www.o3capital.com/contact
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