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Dear Sir/ Madam, 

Pursuant to the provtswns of Regulation 30 of SEBI (Listing Obligations and Disclosure 
Requirements) Regulations, 2015 and in compliance with the General Circular No. 14/2020 
dated April 8, 2020, General Circular No. 17/2020 dated April 13, 2020, General Circular No. 20/2020 
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‘E-commerce penetration 
grew fivefold during covid’
Penetration of FMCG in e-commerce rose from 10% in FY21 to 15.6% in 2021-22

Pandemic prompted new shoppers to buy goods online as mobility remained restricted. ISTOCKPHOTO

Joseph Rai
joseph.rai@livemint.com
New Delhi

R ural fintech startup Jai 
Kisan on Friday said it 
has raised $50 million 

(₹398.5 crore) in a mix of 
equity and debt in the first 
close of its ongoing Series B 
funding round.

A person close to the deal 
said the capital was raised at a 
valuation of $200-240 million. 
The Mumbai-based startup is 
expected to raise additional 
$30-50 million as part of the  
round in a mix of equity and 
debt, the person cited above 
said requesting anonymity.

The fresh capital was raised 
from new investors, GMO 
Venture Partners, Yara 
Growth Ventures and DG 
Daiwa Ventures, and existing 
investors such as Blume Ven-
tures, Arkam Ventures, Mirae 
Asset and Snow Leopard Ven-
tures, said Jai Kisan in a state-
ment.

The debt funding was pro-
vided by Northern Arc, Alteria 
and MAS Financial, it added.

Jai Kisan, run by Greenizon 
Agritech Consultancy, will use 
the money to expand its prod-
uct suite and strengthen its 
data science and engineering 
capabilities. A portion of the 
capital raised will also be used 
to add talent, it added.

Prior to this round, Jai Kisan 
raised $30 million in debt and 
equity in a Series A round led 
by Mirae Asset in May last year.

Founded in 2017 by Arjun 
Ahluwalia and Adriel 
Maniego, Jai Kisan is building 
a full-stack financial services 
platform for rural individuals 
and businesses. Its Bharat 
Khata app helps rural busi-
nesses digitize transactions 
and capture insights into the 
financial needs of customers.

Fintech Jai 
Kisan raises 
$50 million 
in Series B 

Suneera Tandon 
suneera.t@htlive.com
New Delhi

The covid pandemic pushed 
sales of more fast-moving 
consumer goods online, with 
an estimated 10.7 million 
households buying such 

products between April 2020 and 
March 2022, data from Kantar World-
panel showed.

However, the frequency of purchase, 
as well as the number of categories pur-
chased, varied across consumer seg-
ments.

“The pandemic has propelled 
FMCG’s footprint on e-com platform. 
E-commerce penetration soared to 5 
times of pre-covid level. Not only 
recruitment but even on retention front, 
e-commerce climbed up,” the company 
that tracks household consumption 
said.

In fact, among those surveyed, 31% of 
people said they shopped online in the 
last year.  Among these, 28% bought 
groceries, including fresh vegetables, 
fruits, poultry, grains and pulses, online. 

Grocery is among the top three seg-
ments bought online. 

Kantar surveyed socioeconomic A 
and B consumers for this data.

The penetration of FMCG as a cate-
gory in e-commerce stood at 15.6% 
for the 12 months ended April 2022, 
up from 10% a year earlier. 

In fact, this figure was 3.6% dur-
ing the 12 months ended April 2020. 
The data shows a significant uptick 
in the adoption of the category 
online.

The pandemic prompted new 
shoppers to buy goods online as mobil-
ity remained restricted and stores 
worked under restricted hours. 

As a result, new consumers emerged 
online, and existing shoppers experi-
mented with buying more categories 
and shopping on more online platforms.

“Currently, for e-commerce, the base 
is very small, but definitely the growth 
will sustain. We’re talking about a large 
country of ours where we only have a 
small number of e-commerce buyers. 
So, from that point of view, it is poised 
for growth for quite some time,” said K. 
Ramakrishnan, managing director, 

South Asia, Worldpanel Division.
Kantar classified shoppers as evolved 

e-commerce shoppers and those who 
are entrants. 

In fact, among evolved shoppers, 
e-commerce contributes to 17% of 
FMCG consumption versus 3% among 

entrants. 
During the 24 months ended March 

2022, evolved shoppers spent an aver-
age of ₹5,620 on buying fast-moving 
consumer goods online; in contrast, 
entrants spent ₹1,164.

Evolved e-commerce buyers, though 
they were only 13% of total households 

who shopped online for FMCG goods 
between April 2020 to March 2022, 
contributed to 59% of spending on such 
goods. Evolved shoppers also tend to 
buy a greater variety of categories at 
roughly 10, while entrants buy 2.7. 

Expectedly, the most evolved e-com-

merce consumers are affluent shoppers 
from the top metros.

Shoppers of daily items tend to buy 
bigger packs through e-commerce, 
delaying their purchase cycle. They also 
tend to experiment with variants. This is 
why niche segments and categories, for 
instance, have better traction online.

“Personal hygiene categories and 
some staple food categories are top-
most e-commerce recruitment cat-
egories. However, as e-commerce 
buyers evolve, they expand their 
category repertoire bought from 
e-commerce,” the report said.

When it comes to preference of 
platforms, evolved shoppers prefer 

grocery specialist platforms such as Big 
Basket and Grofers (now called Blinkit). 
However, entrants are inclined towards 
trusted e-commerce platforms such as 
Amazon and Flipkart and discount-
driven platforms such as Jio Mart and 
Dmart.

the boom boon
31% of people said 
they shopped online 
in the last year, out 
of these 28% bought 
groceries
 

shoppers spent 
an average of ₹5,620 
on buying fast-
moving consumer 
goods online

Shoppers tend 
to buy bigger packs 
on e-commerce 
platforms, delaying 
the purchase cycle

evolved shoppers 
opt for grocery 
specialists, entrants 
prefer discount-
driven platforms 

trade and exhibition expert, 
said. Theatrical releases are 
important to actors even if the 
film doesn’t fare well at the box 
office, they win audience’s love 
and appreciation while 
response to web releases is not 
as easy to gauge, Johar added.

Independent trade analyst 
Sreedhar Pillai said although 
cinemas are not happy about 
anything other than hardcore 
commercial entertainers at the 
moment, with some even con-
sidering it a waste of time, all 
actors, especially in the south, 

are aware that 
stardom can only 
be sustained 
through theatrical 
releases. “Too 
many direct OTT 
releases can also 
bring theatrical 
standing down,” 
Pillai added. 

I n  M a r c h , 
Tamil star Suriya, whose films 
like Soorarai Pottru and Jai 
Bhim premiered on  OTT and 
appeared on Netflix original 
Navarasa, opted for a theatrical 
release of his medium-budget 
action thriller Etharkkum 
Thunindhavan. Even after 
delivering a hit like Minnal 
Murali on Netflix, Malayalam 
star Thomas, too, decided to 
release Naaradan and Vaashi  
in cinemas.

Lata Jha
lata.j@htlive.com

D espite the failure of 
Jayeshbhai Jordaar, 
Anek, Attack and Shaba-

ash Mithu, made at modest 
budgets, a number of mid-sized 
films are looking to cash in on 
the post-covid demand, as 
smaller films are critical for 
both actors as well as the exhi-
bition sector. 

However, ever since covid-
led restrictions were eased, the 
audiences have been flocking 
theatres only for large specta-
cles, said trade experts. 

The content pipeline must 
keep flowing for the theatres to 
make up for the losses during 
covid and to grow. Now the 
focus is on mystery thriller Ek 
Villain Returns releasing this 
weekend and Taapsee Pannu’s 
Do Baaraa scheduled for mid-
August, they added. 

Actors Fahadh Faasil, Tovino 
Thomas and Rajkummar Rao 
who witnessed reasonable suc-
cess with the films released 
directly on the streaming plat-
forms during 
covid, and even 
garnering critical 
acclaim, are also 
looking to release 
their upcoming 
films in theatres. 
Faasil’s latest film 
Malayankunju 
was released in 
cinemas last week 
while Rao’s HIT: The First Case 
hit the cinemas the week 
before. “A lot of actors and film-
makers have realised box office 
is critical for the film to gener-
ate enough chatter among 
audiences. You can always 
recover investments through 
an OTT release, but the audi-
ence validation beyond social 
media, which is a small world 
anyway, is important,” Girish 
Johar, film producer, and a 

Small budget films 
key to growth of 
exhibition business

Content pipeline must keep 
flowing for the theatres. REUTERS

Filmmakers have 
realized that box 
office is critical 

for a film to 
generate enough 
interest among 

audiences
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