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SpiceBox Global Expansion Strategy

A comprehensive market entry framework for establishing SpiceBox as a leading D2C Indian spice brand across US, UAE,

and UK markets, targeting 23 crore international revenue within 24 months.
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EXECUTIVE SUMMARY

International Expansion Opportunity

The international opportunity is compelling across multiple
dimensions. The Indian diaspora totals over 10 million across
target markets, whilst mainstream adoption of Indian cuisine has
accelerated dramatically. In the United States, 65% of consumers
now regularly consume Indian food, creating a total addressable
market far beyond traditional ethnic channels.

SpiceBox's authentic recipe formulations, quality sourcing
relationships, and proven D2C capabilities provide strong
foundations for international success. The company's unit
economics—with an LTV:CAC ratio of 4.7x—demonstrate scalable
business fundamentals that can be replicated abroad with

appropriate localisation.




>{Bridge

STRATEGIC FRAMEWORK

Market Prioritisation Methodology

Our market selection framework evaluates ten potential geographies across six weighted criteria to identify optimal entry

sequence and resource allocation.

—_—y— 9 ——

Market Size Analysis Diaspora Concentration

Total addressable market value and growth trajectory Indian population density and purchasing power (20%
(25% weighting) weighting)

Regulatory Environment Logistics Feasibility

Food import regulations and certification requirements Supply chain complexity and landed cost structure
(15% weighting) (15% weighting)

Competitive Intensity Strategic Value

Market saturation and differentiation opportunity (15% Brand building and learning potential (10% weighting)

weighting)



Recommended Entry Sequence

=

Year 1: United States

Launch via Amazon FBA with 270
lakh investment targeting $180K
(1.5 crore) revenue

=

Year 2: UAE

Retail partnerships with Carrefour
and Lulu targeting $220K (1.8
crore) revenue

=

Year 3: United Kingdom

Hybrid Amazon and ethnic store

strategy targeting $180K (Z1.5 crore)
revenue

{Bridge
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Localisation Framework

Product Adaptation ==

Each market requires thoughtful product localisation whilst
maintaining SpiceBox's core authenticity proposition. The United States
United States demands milder heat profiles with 25%

. . . Heat Level: -25% capsaicin
reduction in capsaicin levels to appeal to mainstream

Format Focus: Meal kits

Pack Size: 100g standard

consumers. Meal kit formats become the hero category

given American preferences for convenience and
complete cooking solutions.

UAE positioning emphasises premium credentials with ]‘:g
mandatory halal certification and upscale packaging

aligned to Gulf consumer expectations. The UK market UAE

requires smaller pack sizes reflecting space-constrained

urban kitchens and different household sizes compared to Certification: Halal mandatory

India.

Positioning: Premium/luxury

Formulation adjustments balance authenticity with Pack Size: 100-150g

palatability, maintaining the genuine Indian taste
experience whilst removing barriers to trial amongst non- Fj
Indian consumers.

United Kingdom

e Pack Size: 50-75g (smaller)
e Format: Traditional blends

e Compliance: Post-Brexit labeling



Cross-Border Operations Model

SpiceBox will adopt differentiated supply chain approaches optimised for each market's unique characteristics and

economics.
(O \\ %

Manufacture &
Certify

Produce in India and
complete
certifications

International
Logistics
Consolidate

shipments and clear
customs
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Local
Warehousing

Receive, store, and
prepare for delivery
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Investment Requirements

%

B Marketing B nventory B Team B Compliance Logistics

Capital Allocation

Total investment of 21.25 crore funds the first 18 months of international operations across three markets. Marketing
receives the largest allocation at 245 lakh, recognising that customer acquisition in unfamiliar markets demands substantial

promotional investment.

Inventory capitalisation of 235 lakh supports 45-day stock levels in the US and 30-day coverage in UAE and UK markets.
Compliance and certification costs of 215 lakh cover FDA registration, halal certification, and regulatory consultancy across
all jurisdictions.

This investment delivers an expected 23 crore international revenue run-rate by month 24, with path to profitability at
month 18.
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DOMESTIC FOUNDATION

India Pertormance Overview

SpiceBox has established robust product-market fit in India,
demonstrating the operational capabilities and brand equity necessary for

successful international expansion.

P5Cr 42%

Annual Revenue Revenue CAGR
Achieved through D2C channels Year-on-year growth
with strong growth trajectory demonstrating market acceptance
Active Customers Average Order Value

Engaged customer base with repeat Premium positioning reflected in
purchase behaviour transaction size




X Bridge

Product-Market Fit Evidence

Customer Validation

Multiple indicators confirm SpiceBox has achieved genuine
product-market fit in the domestic market. The 38%

repeat purchase rate significantly exceeds industry
benchmarks for food and beverage e-commerce,
indicating strong product satisfaction and brand affinity.
Customer reviews consistently praise authentic flavour
profiles and ingredient quality, with average ratings of 4.7
out of 5 across platforms.

Organic word-of-mouth drives 32% of new customer
acquisition, demonstrating brand advocacy without paid
stimulation. Social media engagement rates of 6.8%
substantially exceed the 1-2% typical for consumer
packaged goods brands, reflecting genuine audience

connection with SpiceBox's content and mission.

The company has successfully expanded from an initial
five SKUs to 25 products based on customer demand
signals, with each new launch achieving profitability within
90 days.
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Unit Economics Analysis

SpiceBox demonstrates strong unit economics that provide confidence in the business model's scalability to international

markets.
w
4.7x 38% 42%
LTV:CAC Ratio Repeat Rate Gross Margin
Healthy economics with rapid payback  Strong customer retention and loyalty Premium pricing with efficient

production

Financial Fundamentals

Customer lifetime value of 23,200 against customer acquisition cost of 2680 yields a 4.7x ratio, indicating efficient
marketing spend and strong retention economics. Customers typically place 3.8 orders over an 18-month period, with
order frequency increasing after the second purchase as SpiceBox becomes integrated into their cooking routines.

Gross margins of 42% provide substantial room for international market investments whilst maintaining healthy
contribution economics. The blend of D2C and marketplace channels optimises between margin richness and customer

reach, with owned channels delivering 52% gross margins offset by marketplace economics of 35%.
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Brand Equity Assessment

Brand Positioning Strengths Digital Presence

SpiceBox occupies a differentiated position in the Indian SpiceBox has cultivated a robust digital community with
spice market, balancing authenticity with contemporary 85,000 Instagram followers and 42,000 YouTube

brand expression. The brand's origin story—founder's subscribers. Content strategy emphasises recipe
grandmother's recipes preserved and shared—resonates inspiration, cooking education, and behind-the-scenes
emotionally with consumers seeking genuine Indian farmer stories rather than aggressive product promotion.
culinary experiences. This content-first approach builds authority and trust that

will accelerate international market entry, as digital

Partnerships with 47 small-holder farmer cooperatives : .
channels enable cost-effective reach to diaspora

communicate social responsibility and ingredient .
. . . audiences globally.

provenance, appealing to ethically-minded consumers.

This sourcing narrative translates effectively to

international audiences where "farm-to-table" and supply

chain transparency carry significant value.
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Transferable Competitive Advantages

Authentic Formulations

Regional recipe expertise spanning 12 Indian culinary
traditions provides genuine differentiation versus mass-
market competitors. Formulations developed over three
generations cannot be easily replicated.

D2C Capabilities

Proven digital marketing, e-commerce operations, and
customer relationship management systems can be
deployed efficiently in new markets with appropriate
localisation.

Quality Sourcing

Direct relationships with farmer cooperatives ensure
consistent ingredient quality and enable compelling
supply chain storytelling valued by international
consumers.

Product Development

Rapid innovation capability with 25 SKUs developed
demonstrates ability to adapt offerings to market-
specific preferences whilst maintaining brand
authenticity.
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Operational Scalability

Manufacturing Capacity

SpiceBox's Pune manufacturing facility currently operates
at 62% capacity utilisation, providing immediate headroom
for international volume without capital investment. The
facility holds FSSAI certification and operates under ISO
22000 food safety management systems, establishing
baseline quality standards.

A 240 lakh capital investment will add USDA Organic
certification, implement enhanced traceability systems,
and upgrade packaging lines for export-compliant
labelling. Halal certification requires 23 lakh and four
months' lead time for process audits and approval.

Current production capacity of 12,000 units monthly can
scale to 25,000 units with existing infrastructure,
supporting projected international volumes through year

two before additional capex becomes necessary.
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Learning Transfer from India

SpiceBox’s India journey provides valuable learnings that directly inform international expansion strategy and accelerate

market entry execution.

Content-led
Traffic

Customer
: ya \
D2C Ownership ¢ ?  Education

Regional
Variety



X Bridge

GLOBAL MARKET ANALYSIS

Global Indian Food Market Overview

The global Indian food market represents a 42,000 crore opportunity, growing at 11% CAGR driven by diaspora

consumption and accelerating mainstream adoption across Western markets.

Indian cuisine has transcended ethnic niche status to achieve mainstream penetration. In the United States, Indian
restaurants increased 35% over the past decade, whilst UK curry houses represent a £4 billion (420 crore) industry. This
normalisation of Indian flavours creates substantial opportunity for at-home consumption products that deliver authentic
taste with convenience.

Growth drivers include increasing cultural diversity, adventurous millennial and Gen-Z consumers, health perceptions

around plant-based Indian cooking, and COVID-accelerated home cooking trends that persist post-pandemic.
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Market Sizing by Geography
United States
United Kingdom
UAE
Canada

Australia

1 1 1 1
$0.00 $10,000.00 $20,000.00 $30,000.00

Market Concentration

The United States represents the largest opportunity at 225,000 crore, combining substantial diaspora population with
mainstream consumer adoption. The market's scale provides volume leverage for marketing investments and operational
infrastructure.

United Kingdom at 28,000 crore benefits from deep historical connections and established curry culture, though Brexit has
introduced customs complexity. UAE's 25,000 crore market reflects concentrated expatriate population with high per-
capita spending and preference for premium imported products.

Canada and Australia represent secondary priorities following successful establishment in primary markets, offering similar
anglophone advantages with smaller absolute opportunity.
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Growth Trajectories by Market

Diff tial Growth Rat :
itterential Gro dtes Ethnic Food Market

Market growth rates vary significantly based on maturity G rowth
stage and demographic trends. UAE leads at 15% CAGR,
driven by continued expatriate population growth and

increasing disposable incomes amongst South Asian

communities. The market remains underpenetrated with o
substantial whitespace for new entrants. :’3
Q
A4
United States grows at 12% CAGR, propelled by G
mainstream adoption acceleration rather than diaspora =
expansion alone. Younger consumers demonstrate
particular enthusiasm, with 74% of millennials having tried
Indian cuisine and 41% consuming it monthly or more
frequently.
0

United Kingdom's 9% growth reflects market maturity but
remains healthy given the substantial base. Innovation in
product formats and flavour fusions drive incremental

growth as traditional curry house dining faces challenges.
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Indian Diaspora Demographics

United States United Kingdom UAE
4.5 million Indians with median 1.8 million Indians, primarily in London, 3.5 million Indians representing 30% of
household income $119,000, Leicester, Birmingham, with strong population, high purchasing power,
concentrated in California, Texas, New second and third generation concentrated in Dubai and Abu Dhabi

York, New Jersey populations
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Mainstream Adoption Phenomenon

Beyond the Diaspora

The most significant market development involves
mainstream consumer adoption extending far beyond
traditional diaspora boundaries. In the United States, 65%
of consumers now regularly consume Indian food, with this

proportion rising to 78% amongst consumers aged 18-34.

However, at-home cooking lags restaurant consumption
significantly. Only 18% of American consumers who enjoy
Indian food actually prepare it at home, citing complexity
and unfamiliarity with spices as primary barriers. This gap
represents SpiceBox's core opportunity—enabling
convenient, approachable home cooking that delivers
restaurant-quality flavour.

Health perceptions increasingly favour Indian cuisine, with
consumers associating it with vegetables, legumes, and

beneficial spices like turmeric and cumin. This wellness
angle provides additional purchase motivation beyond
pure taste appeal.



Channel Landscape Analysis

Indian food products reach consumers through four primary channels, each with distinct economics and strategic

implications for SpiceBox.

B Grocery B Online B Specialty Food Service

Strategic Channel Priorities

Grocery retail dominates at 45% share but requires substantial investment in distribution, slotting fees, and promotional

support. SpiceBox will pursue grocery partnerships opportunistically in year two following e-commerce validation.

Online channels at 30% share align perfectly with SpiceBox's D2C capabilities and require lower capital investment.
Amazon provides immediate reach to 200+ million Prime members, whilst owned Shopify presence enables margin

richness and customer data ownership.

Specialty ethnic stores serve diaspora core customers with high engagement but limited scale. These represent efficient
entry points in UK and secondary US markets where national grocery access remains challenging.

X Bridge
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Competitive Landscape Overview

The competitive environment varies substantially by market, with established heritage brands dominating but

demonstrating limited innovation and modern brand appeal.

Heritage Brands

MDH, Everest, and MTR Foods dominate with 60+ years
history but face ageing brand perception and limited
engagement with younger consumers. Packaging and

messaging remain traditional.

Retail Private Label

Whole Foods, Trader Joe's, Tesco own-brand Indian
products provide value positioning but sacrifice
authenticity and premium quality for price
competitiveness.

Regional Specialists

Patak’s in UK, Swad in US focus on specific geographies
with localised distribution but offer limited authenticity

credentials versus origin-based brands.

Emerging D2C

New digitally-native brands like Diaspora Co. and
Burlap & Barrel target premium, sustainability-
conscious consumers with modern branding but
limited traditional Indian credentials.



Competitive Revenue Analysis

Market Leaders

Patak's leads the Western markets with approximately
$120 million (2996 crore) revenue, leveraging UK heritage
and retail distribution strength. However, the brand faces
authenticity challenges given UK-based manufacturing
and British ownership.

MDH achieves $45 million (2374 crore) internationally
through diaspora channels, maintaining strong authenticity
credentials but limited mainstream crossover appeal.
Traditional packaging and messaging constrain growth

beyond core ethnic consumers.

MTR Foods generates $38 million (2315 crore) outside
India primarily through ready-to-eat meals rather than
spice blends, indicating category adjacency opportunity
but limited direct competition in SpiceBox's core

categories.

Prod
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Private label products capture increasing share, particularly at value retailers, but consumer research indicates willingness

to pay 25-40% premium for branded products with authenticity credentials and quality perception. SpiceBox's direct-

from-India positioning and farmer partnership story provide differentiation that justifies premium pricing.
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Consumer Insight Synthesis

Primary research across target markets reveals consistent themes that inform SpiceBox's positioning and product

development strategy.

"I love Indian restaurant food but
always feel intimidated trying to
cook it myself. Too many
unfamiliar ingredients and

complicated recipes.”

Sarah, 32, Chicago

"Most grocery store spice
blends taste nothing like what
my mother cooked. | want
authentic flavours but don't
have time to grind my own

masalas.”

Raj, 41, London
79

"I'm willing to pay more for
products that are genuinely
from India and support
sustainable farming. The story

matters to me."

Emma, 28, New York
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Purchasing Behaviour Patterns

01 02

Discovery Evaluation

Consumers discover products through recipe content, Authenticity credentials, ingredient quality, and ease-of-use
influencer recommendations, or retail browsing claims drive consideration

03 04

Trial Expansion

Initial purchase typically single product to test quality and Satisfied customers explore broader range, increasing
flavour basket size over time

Decision Drivers

Purchase decisions balance multiple factors with authenticity emerging as the primary differentiator consumers use to
justify premium pricing. Products positioned as "straight from India" or "traditional family recipes” significantly outperform
generic positioning.

Convenience factors heavily for mainstream consumers who want Indian flavours without complexity. Simplified cooking

instructions and complete spice blend formulations that eliminate ingredient gathering reduce purchase barriers.

Quality perception links closely to packaging aesthetics, with modern, premium design suggesting superior product versus

traditional ethnic packaging styles.
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Price Sensitivity Analysis

Premium Pricing Opportunity

International consumers demonstrate willingness to pay
substantial premiums versus India pricing, with optimal
price points 25-40% above domestic levels after adjusting
for purchasing power parity.

In the United States, premium spice blends command
$6.99-14.99 (2580-1,245) per 100g depending on
complexity and organic certification. Indian heritage
brands typically price at the lower end ($6.99-8.99
(2580-745)) whilst emerging premium brands like
Diaspora Co. achieve $12.99-14.99 (21,080-1,245) with
direct-trade and sustainability positioning.

SpiceBox's recommended positioning targets $8.99-9.99
(2750-830) for standard blends, providing meaningful
premium versus mass-market whilst remaining accessible.

Organic and specialty blends can command $11.99-12.99
(995-1,080) with appropriate quality and story
communication.



Regulatory Environment Complexity

Food import regulations vary significantly across target markets, requiring careful navigation and compliance investment.
Each jurisdiction imposes distinct requirements for product registration, labelling, and ongoing monitoring.

E US: FDA & FSVP

Register with FDA and implement FSVP
UAE: ESMA & Halal

controls.
Obtain ESMA certification and halal
approval.

UK: FSA & Customs

Complete FSA registration and post-
Brexit customs.
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Market Maturity and Saturation

Emerging:
UAE

15% CAGR, high
growth, limited
competition

Mature: UK

8% CAGR,
established
competitors,
consolidation
phase

Growth: USA

12% CAGR,
mainstream
adoption
accelerating, fluid
market structure

Opportunity Timing

Market maturity analysis reveals optimal entry timing
considerations. The United Kingdom represents the most
mature market with established competitors and
entrenched distribution relationships, though innovation
opportunity exists through modern brand positioning

targeting younger consumers.

United States occupies a growth phase with mainstream
adoption accelerating but market structure remaining fluid.
Early entry positions SpiceBox favourably before
competitive entrenchment solidifies, whilst growing

category awareness reduces consumer education costs.

UAE presents an emerging market dynamic with rapid
growth and limited competition, though smaller absolute
scale constrains investment return potential versus US
priority. The concentrated expatriate population enables

efficient targeted marketing.



MARKET SELECTION
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Geographic Evaluation Criteria

SpiceBox evaluated ten potential markets using a rigorous scoring framework across six weighted dimensions. This

quantitative approach ensures objective prioritisation aligned to strategic objectives rather than intuitive preference.

]
Market Size

25%

Total addressable market and growth rate

Regulatory Ease

15%

Import requirements and compliance costs

Competition

15%

Market saturation and differentiation opportunity

] 20%

Diaspora Density

Indian population concentration and income levels

Logistics

15%

Supply chain complexity and landed costs

Strategic Value

10%

Brand building and market learning potential
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Scoring Model Application

Each market receives scores from 1-10 on each criterion, weighted according to the framework to produce overall

attractiveness scores. This methodology was applied consistently across all candidate geographies.

O -

United States UAE United Kingdom Canada Australia Singapore

United States Leadership

The United States emerges as the clear first-priority market with an 8.4 overall score. Exceptional performance on market
size (9.5/10) and strategic value (9.0/10) offset moderate logistics complexity (6.5/10). The market's scale justifies
infrastructure investment whilst digital channel maturity aligns with SpiceBox capabilities.

UAE scores 7.9 driven by regulatory ease (8.5/10) and rapid growth trajectory, though smaller absolute market size (6.5/10)
constrains investment return potential. United Kingdom's 7.6 score reflects market maturity challenges (competition:
6.0/10) despite cultural familiarity advantages.
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Strategic Sequencing Rationale

Progressive Market Entry

SpiceBox will enter markets sequentially rather than
simultaneously, focusing resources to maximise success
probability in each geography before expanding to the
next. This staged approach enables learning application

and reduces capital requirements versus parallel launch.

United States year one entry establishes the foundation,
with Amazon providing immediate national reach and e-
commerce operations building SpiceBox's international
capabilities. Success in the world's largest market creates
credibility for subsequent expansions.

UAE year two launch leverages US learnings whilst
addressing a distinct channel strategy through retail
partnerships. The Middle Eastern market tests SpiceBox's
ability to adapt approaches for non-digital-first markets.

United Kingdom year three follows once US and UAE
operations achieve stability, applying accumulated
international experience to the European gateway market.



United States Market Profile
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The United States represents SpiceBox's highest-priority international opportunity, combining massive market scale with

favourable competitive dynamics and channel accessibility.

Market Overview

225,000 crore total market size

12% CAGR driven by
mainstream adoption

4.5 million diaspora + 200
million mainstream TAM

E-commerce maturity enables
efficient entry

Key Success Factors

e Authentic Indian origin story

resonates

e Premium positioning justifiable
with quality

e Digital-first GTM aligns to
capabilities

e Year two retail partnerships
viable

Primary Challenges

e FDA compliance and import

formalities

e High customer acquisition
costs ($40-50)

e Competitive digital advertising

environment

e Product education required for
mainstream



UAE Market Profile
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Gulf Opportunity

The UAE presents a concentrated, high-value market
characterised by substantial Indian expatriate population
with premium purchasing power and preference for

imported goods.

Market Fundamentals

e 5,000 crore market with 15% CAGR
e 3.5 million Indians (30% of total population)
e Retail-dominant channel structure (65% vs 30% online)

e Premium pricing sustainable given high disposable
incomes

e Halal certification mandatory but achievable

Strategic Approach

UAE entry emphasises retail partnerships with Carrefour
and Lulu hypermarkets providing immediate access to
expatriate shoppers. Digital plays supporting role given
lower e-commerce penetration versus Western markets.
Premium positioning aligns to market expectations and
competitive set.



United Kingdom Market Profile

The UK represents a mature market with deep Indian cultural connections but requiring navigation of post-Brexit

complexity and established competitive entrenchment.

Market Characteristics

28,000 crore market with 9% CAGR, 1.8 million
diaspora concentrated in London, Leicester,
Birmingham. Curry culture deeply embedded with
10,000+ Indian restaurants but home cooking
opportunity underdeveloped.

Channel Strategy

Hybrid approach combining Amazon UK for national
reach, ethnic specialty stores for community

connection, and owned Shopify presence for margin
and data. Grocery retail partnerships pursued

opportunistically in year two.

Brexit Implications

Post-Brexit customs duties of 8-12% and border
formalities increase landed costs and operational
complexity. EU fulfiiment centre provides flexibility
for potential continental expansion whilst managing
UK customs efficiently.



Secondary Market Considerations
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Beyond the three priority markets, four additional geographies warrant future consideration once primary markets achieve

— Australia

established presence.

Canada

24,000 crore market with 1.6
million diaspora. Proximity to US
enables supply chain leverage.
Consider year 3-4 following US

SUcCcCess.

Singapore

Smaller market (21,200 crore) but
strategic Southeast Asian gateway.
High purchasing power and English
language reduce barriers.

e sy
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22,500 crore opportunity with
700K Indian population.

Geographic distance increases
logistics costs. Target year 4-5

timeline.

Germany

EU's largest economy with growing
ethnic food interest. Requires
distinct strategy given limited
diaspora (150K) but expanding

mainstream curiosity.



US MARKET DEEP-DIVE

United States Opportunity Detailed

The United States market warrants comprehensive analysis given its primacy in SpiceBox's international strategy. With
225,000 crore market size and 12% growth rate, the US represents both the largest opportunity and highest strategic
priority.

The Indian diaspora of 4.5 million provides an engaged core customer base with authentic taste expectations and
emotional connection to Indian cuisine. However, the truly transformational opportunity lies in mainstream American
consumers—200 million people who regularly consume Indian food at restaurants but face barriers to home cooking. This
mainstream segment demonstrates willingness to pay premium prices for products that simplify Indian cooking whilst
delivering authentic flavours.

X Bridge
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Geographic Concentration Patterns

1,800
1,200 -
600 -
0O-
California Texas New York New Jersey lllinois Other States
Market Clustering

The Indian population concentrates heavily in five states representing 62% of total diaspora. California alone accounts for

25% with 1125 million Indians, particularly in the San Francisco Bay Area and Southern California technology corridors.

This geographic concentration enables efficient marketing targeting and retail partnership prioritisation. Initial campaigns
can focus on high-density markets where community word-of-mouth accelerates adoption, whilst Amazon provides
national reach beyond these core geographies.

Major metropolitan areas—San Francisco, San Jose, New York City, Chicago, Houston, Dallas—offer population density,
cultural diversity, and food adventurousness that correlate with higher Indian cuisine adoption rates amongst both
diaspora and mainstream consumers.



Channel Landscape Detail

The US market encompasses diverse channels with varying strategic implications for SpiceBox's entry and expansion.

Amazon Owned Shopify
Immediate national reach 52% gross margin with full
to 200M+ Prime customer data ownership.
members. FBA provides Enables brand storytelling
logistics efficiency. and community building.
Sponsored advertising Requires organic traffic
enables performance generation and retention
marketing. 30-35% marketing investment.

margin after fees.

Ethnic Stores

Whole Foods

Premium natural/organic
positioning aligns with
SpiceBox brand. Requires
Amazon corporate
partnership discussions.
Slotting fees $5K-15K per
region plus promotional
support.

Trader Joe's

Cult following amongst
adventurous food
consumers. Private label
focus limits branded
product space. Highly
selective supplier
approval process.

Patel Brothers, Apna Bazaar, and regional chains serve diaspora core. 40-42% margin with regional distribution.

Fragmented requiring multi-partner approach.

X Bridge
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FDA Regulatory Requirements

Compliance Roadmap

Food and Drug Administration oversight requires multiple
registration and compliance steps before commercial
sales commence. FDA registration costs approximately
$5,000 (Z4.15 lakh) with 30-day processing time.
SpiceBox must designate a US agent for regulatory
correspondence and emergency contact.

Foreign Supplier Verification Program (FSVP) regulations
require documented supplier evaluation, hazard analysis,
and ongoing monitoring. SpiceBox's India facility must
undergo FSVP compliance documentation demonstrating
food safety systems meet US standards. This typically
requires engaging regulatory consultants for $8,000-
12,000 (Z6.6-10 lakh) to ensure proper documentation and

submission.

Nutrition labelling must conform to FDA formats with specific requirements for font sizes, ordering of nutrients, and daily
value percentages. Labels require complete redesign from FSSAI India standards. Prior label approval not required, but non-
compliant labels risk customs holds and penalties. Import permits processed at point of entry, typically 24-48 hours for

compliant shipments.



Competitor Analysis - US Market

The US competitive landscape combines established heritage brands, regional specialists, and emerging digital-native

entrants, each with distinct positioning and strategic approaches.

% MDH - $45M Revenue Competitive Positioning
Indian heritage brand with 70+ year history. Strong SpiceBox occupies a differentiated space combining
diaspora loyalty but limited mainstream crossover. authentic India origin (versus UK or US manufacturing),
Traditional packaging constrains premium modern brand presentation (versus traditional ethnic
positioning. packaging), and D2C community engagement (versus pure

retail distribution). This positioning commands premium

@ MTR Foods - $38M pricing whilst appealing to both diaspora seeking

authenticity and mainstream consumers valuing quality.

Focus on ready-to-eat meals rather than spice _ _ ) _
) o o Emerging competitors like Diaspora Co. demonstrate
blends. South Indian specialisation. Limited overlap ) o . .
, _ _ premium positioning success at $12.99-14.99 price points,
with SpiceBox core categories. S . .
validating consumer willingness to pay for quality and

story. However, these brands lack deep Indian operational
Patak's - $35M US connections that SpiceBox leverages.

UK-based brand with established retail distribution.
Faces authenticity questions given British

manufacturing. Targets mainstream consumers.

@ Private Labels

Whole Foods 365, Trader Joe's brands compete on
price ($4.99-6.99). Limited variety and inconsistent

availability. Quality perception mixed.



US Pricing Architecture

Price Positioning Strategy

SpiceBox will price at $8.99-9.99 (2746-829) for standard
spice blends (100g format), positioning between mass-
market heritage brands ($6.99-7.99 / 2570-663) and
ultra-premium newcomers ($12.99-14.99 / 1078-1244).
This strategic middle ground captures value-conscious
consumers trading up from basic options whilst remaining
accessible to mainstream buyers hesitant about $14.99
(21244) price points.

Meal kits command $14.99-16.99 (21244-1400) given
comprehensive ingredient inclusion and convenience
value. These complete solutions justify premium pricing as
consumers compare against $12-15 (2996-1245)
restaurant meal alternatives rather than individual spice

purchases.

Organic and specialty blends (e.g., heritage regional
recipes, exotic blends) price at $11.99-12.99 (2995-1078),
leveraging certifications and uniqueness to justify
incremental premium. Bundle offers—three-pack spice
sets at $24.99 (22074) (effective $8.33 / 691 per unit)—

drive higher cart values whilst providing consumer savings.

Mass Market

$6.99 - $7.99 (570-663)

SpiceBox Standard

$8.99 - $9.99 (2746-829)

SpiceBox Premium/Organic

$11.99 - $12.99 (2995-1078)

Ultra-Premium

$12.99 - $14.99 (21078-1244)

Meal Kits

$14.99 - $16.99 (21244-1400)

X Bridge



US Consumer Insights Deep-Dive

X Bridge

Qualitative research across diaspora and mainstream segments reveals distinct needs and purchase motivations that

inform product development and messaging strategy.

"l want my kids to experience the
food | grew up with, but | don't
have time for the multi-hour
cooking my mother did. Pre-mixed
spice blends that taste authentic

would be life-changing.”

Priya, 39, Second-
Generation Indian-
American, San Jose

"Indian restaurants are my
favourite, but I've never attempted
cooking it. Seems complicated
with all those spices. If someone
could make it easy with clear

instructions, I'd definitely try."

Michael, 32, Mainstream
Consumer, Austin

‘I'm super health-conscious and
love that Indian food uses so many
vegetables and beneficial spices
like turmeric. But grocery store
options taste artificial. | want real,

quality ingredients.”

Jessica, 28, Wellness-
Focused Consumer,
Brooklyn
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Willingness to Pay Analysis

$90.00

$60.00

$30.004

$0.00

R

B Price Point [} Purchase Intent %

Optimal Price Point

Consumer research testing price sensitivity reveals $8.99
(2750) as the optimal balance between revenue
maximisation and market penetration. At this price point,
58% of target consumers indicate purchase intent—
sufficient for viable customer acquisition economics whilst
capturing substantial premiums versus mass-market
alternatives.

Purchase intent drops precipitously above $11.99 (2995),
with mainstream consumers in particular resistant to
ultra-premium pricing regardless of quality claims.
Diaspora consumers demonstrate higher willingness to
pay ($10.99-12.99 (2910-1,080)) when authenticity
credentials are strong, suggesting opportunity for
premium line extensions targeting this segment

specifically.
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Mainstream Adoption Barriers

While 65% of Americans consume Indian food at restaurants, only 18% cook it at home. Understanding and addressing the

barriers constraining home cooking adoption represents SpiceBox's core strategic challenge and opportunity.

@

Complexity Intimidation

Perception that Indian cooking requires numerous
unfamiliar spices and complex techniques. Consumers
lack confidence attempting recipes with 10-15

ingredients they don't recognise.

£

Knowledge Gap

Limited understanding of basic techniques like
tempering spices, marinating proteins, or building
layered flavours. Need for educational content
alongside products.

Time Constraints

Belief that authentic Indian food requires hours of
preparation. Even enthusiastic consumers prioritise
30-minute meal solutions over involved cooking

projects.

i

Ingredient Access

Difficulty sourcing specialty ingredients like curry
leaves, asafoetida, or specific chilli varieties. Frustration

abandoning recipes due to missing components.
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Health and Wellness Positioning

Wellness Trend Alignment

Indian cuisine's health associations provide powerful
positioning opportunity with American consumers
increasingly prioritising functional foods and natural
ingredients. Turmeric's anti-inflammatory properties have
achieved mainstream awareness, with US turmeric

supplement market reaching $200 million annually.

SpiceBox should explicitly communicate health benefits of
key spices—turmeric's curcumin, cumin's digestive
support, coriander's antioxidants—without making medical
claims. Positioning as "wellness-forward Indian cooking"
appeals to health-conscious consumers whilst
differentiating from competitors focused purely on taste.

Plant-based positioning resonates strongly, with many
Indian dishes naturally vegetarian or vegan. Highlighting

this aligns with the 39% of Americans actively reducing
meat consumption and 6% identifying as vegetarian or
vegan.
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Logistics and Fulfillment Infrastructure

US market entry requires establishing efficient logistics infrastructure balancing cost efficiency with delivery speed

expectations. SpiceBox will adopt a phased approach evolving with volume growth.

Months 1-6: Direct Import to Amazon 1
FBA
Ship consolidated containers from India directly to
Amazon's fulfillment network. DHL eCommerce 2 Months 7-12: Own DTC Fulfillment
handles customs clearance. 25-30 day lead times Added .

acceptable during launch phase.
Partner with 3PL warehouse in California for

Shopify orders. ShipBob or Flexe provide
Year 2: Bi-Coastal Warehousmg 3 technology integration and 2-3 day delivery to

Add East Coast facility (New Jersey or Georgia) West Coast markets.
reducing delivery times nationwide. Split inventory

between coasts based on demand patterns.

Enables 2-day delivery to 90% of US addresses. 4 Year 3: Local CO_PaCklng Evaluation

Once volumes exceed 50,000 units monthly,
evaluate US-based contract manufacturing to
reduce shipping costs and lead times. Requires
USDA-certified co-packer and recipe transfer.

Customs and Duties

US import duties on spice products range from 0-6.5% depending on specific classifications and countries of origin under
Harmonised Tariff Schedule. India benefits from Most Favoured Nation status with generally low tariff rates on food
products.

Customs processing typically requires 24-48 hours for compliant shipments with proper documentation. FDA holds can
extend this to 5-10 days if labelling issues or inspection requirements arise, emphasising importance of regulatory
compliance before first shipment.
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Inventory Planning and Working Capital

Stock Positioning Strategy

US operations will maintain 45-day inventory coverage
balancing stock-out risk against working capital
constraints. This buffer accommodates 30-day
manufacturing and shipping lead time from India plus 15-

day safety stock for demand variability.

Initial inventory investment of 235 lakh supports three-
month launch period across 12 SKUs. Each SKU requires
minimum 500-unit production runs from India facility to
achieve cost efficiency, with higher volumes for hero

products expected to drive 60% of revenue.

Inventory turns targeting 6-8x annually ensure capital

efficiency whilst maintaining availability. Weekly sales
monitoring triggers reorder points with 45-day
replenishment lead time. Year two transition to bi-weekly

container shipments improves inventory efficiency as

volumes scale.
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ENTRY STRATEGY

United States Go-to-Market
Strategy

The US market entry strategy prioritises e-commerce channels that align
with SpiceBox’'s D2C capabilities whilst minimising upfront capital
requirements. Amazon FBA provides immediate national distribution, whilst
owned Shopify presence enables margin richness and customer data

ownership.

This digital-first approach targets 70% revenue through Amazon and 30%
through owned channels in year one, shifting toward 60/40 split in year
two as brand awareness builds and direct traffic grows. Retail partnerships
with Whole Foods and specialty stores commence in month 10-12
following successful e-commerce validation and sufficient working capital

to support wholesale terms.

Premium Spice Blend

All Natura|
i
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Amazon Launch Strategy

01 Amazon Advertising Budget

Seller Account SetuP Initial advertising investment of $25,000 (220.75 lakh)
monthly supports aggressive launch with target 35-40%
ACoS (Advertising Cost of Sale). This translates to
$60,000-70,000 (250-58 lakh) monthly revenue at
healthy contribution margin after advertising and Amazon

Register Amazon Professional Seller account, configure
brand registry for enhanced content, establish FBA

shipping plan

02 fees.

Product Listing Optimisation Sponsored Product campaigns target high-intent

keywords like "‘garam masala,” “Indian spice blend,” "curry

Professional photography, A+ Enhanced Brand Content, powder,” and brand terms of competitors. Sponsored

SEO keyword research, competitive pricing analysis Brand campaigns build awareness driving traffic to
SpiceBox storefront. Product Display ads retarget visitors

03 who viewed but didn't purchase.

Launch Campaigns Month 4-6, ACoS target reduces to 28-32% as organic

ranking improves and brand searches increase. By month
12, blended ACoS should reach 22-25% with sustainable
profitability.

Sponsored Product ads targeting relevant searches,
Lightning Deals for initial velocity, early reviewer
programme to generate reviews

04

Optimisation Cycle

Weekly bid adjustments, listing copy testing, image
variants, subscribe-and-save enablement for recurring
revenue



Owned DTC Strategy - Shopify

X Bridge

SpiceBox's owned Shopify store serves three strategic purposes: margin maximisation at 52% gross margin versus 30-35%

on Amazon; customer data ownership enabling lifetime value optimisation; and brand storytelling unconstrained by

marketplace limitations.

Traffic Generation

Driving traffic to owned properties requires multi-channel
approach given absence of Amazon's built-in discovery.
Content marketing forms the foundation with recipe blog
posts, YouTube cooking videos, and Instagram/TikTok
short-form content attracting organic traffic through food
inspiration rather than product promotion.

Google Search ads target branded terms and high-intent
queries, whilst Meta (Facebook/Instagram) ads focus on
lookalike audiences based on initial customer cohorts.
Email capture via lead magnet (e.g., "10 Quick Indian Dinner

Recipes") builds owned audience for retention marketing.

Influencer partnerships with food bloggers and cooking
content creators drive referral traffic through authentic
product integration rather than hard promotion. Micro-
influencers (10K-100K followers) offer better ROI than
celebrity chefs.

VVVVV
o e Orani Recoco

ooooooooooooooo

$189,00
Add to cart

Jumuts Recgeo



Influencer Marketing Approach
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Food Bloggers

Partner with 15-20 food bloggers (25K-
150K followers) for recipe development
using SpiceBox products. Provide
product seeding, recipe brief, creative
freedom. Typical engagement:
Instagram posts + blog recipe +
Stories. Cost: $500-2,000 per

activation.

Diaspora Creators

Collaborate with Indian-American
content creators sharing cultural food
stories. Authentic voice resonates with
both diaspora and curious mainstream
audiences. Focus on YouTube cooking

channels and TikTok recipe creators.
Build long-term ambassador
relationships versus one-off
promotions.

Wellness Influencers

Engage health-focused creators
emphasising turmeric benefits, plant-
based cooking, and functional foods.
Aligns SpiceBox with wellness trends.
Target yoga instructors, nutritionists,
and healthy lifestyle bloggers. Cost-

effective due to natural product

alignment.
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Public Relations and Media Strategy

. ]
Earned Media Approach —
PR strategy targets food publications, lifestyle media, and l

broadcast opportunities to build brand awareness beyond
paid channels. Initial outreach focuses on product launch
story: "Indian D2C spice brand brings grandmother's

recipes to American kitchens."

Target publications include Food & Wine, Bon Appétit,
Epicurious, The Kitchn, and Serious Eats for product
features and recipe content. Local media in high-density
Indian markets (San Francisco Chronicle, New York Times,
Chicago Tribune) cover cultural and entrepreneurship
angles.

TV morning shows represent high-impact opportunities—

Today Show, Good Morning America, local network Founder Spotlight
- . . . . Innovating the Future of Food
affiliates. Pitch cooking segments demonstrating quick e — g

Indian meals using SpiceBox products. Founder story
provides compelling narrative: preserving heritage recipes
whilst building global business.

Trade publications (Specialty Food Association, Natural Products Insider) build credibility with retail buyers ahead of year
two wholesale partnerships. Industry awards (SOFI Awards, Good Food Awards) provide third-party validation accelerating

retail conversations.
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Sampling and Experiential Marketing

In-person sampling drives trial and conversion for food products where taste quality provides primary differentiation.

SpiceBox will execute targeted sampling at ethnic grocery stores and specialty retailers where target customers already

shop.

Ethnic Grocery Demos

Partner with Patel Brothers, Apna
Bazaar for weekend cooking
demonstrations. Prepare simple
dishes using SpiceBox blends.
Immediate purchase conversion
35-45%. Cost: $300-500 per

demo day including product, staff,

supplies.

Farmers Market Presence

High-end farmers markets in target
cities attract food-enthusiast
mainstream consumers. Weekly
booth presence builds local brand
awareness. Expensive ($200-400
per market day) but reaches ideal

customer profile.

Festival Sponsorships

Indian cultural festivals (Diwali
celebrations, Holi events) provide
concentrated diaspora access.
Sponsor food vendors who use
SpiceBox products. Brand visibility
to thousands of attendees. Annual
commitment: $5K-10K across 5-8
festivals.
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UAE Market Entry Strategy

UAE strategy diverges from US digital-first approach, prioritising retail partnerships reflecting the market's offline-
dominant (65%) shopping behaviour. Carrefour and Lulu hypermarkets provide immediate access to expatriate customers

who prefer in-person shopping for food products.

The partnership approach reduces SpiceBox’'s operational complexity by leveraging distributor expertise in import
formalities, retail relationships, and local marketing. This capital-light model aligns with UAE's secondary priority in the

expansion sequence whilst testing SpiceBox’s ability to execute non-digital GTM approaches.
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UAE Retail Partnership Structure

Carrefour Collaboration

Carrefour operates 65 hypermarkets across UAE with
strong food and beverage focus. The retailer's "Taste of the
World" ethnic food programme provides structured
pathway for international brands. SpiceBox targets
placement in 40 stores initially, expanding to full network
based on sales velocity.

Commercial terms typically involve 35-38% retail margin,
with SpiceBox providing promotional support (10% of
wholesale revenue) for in-store activations, demos, and
advertising. Minimum order quantities require 28 lakh
initial inventory commitment. Payment terms net 60 days

strain working capital but remain standard for the market.

Lulu Hypermarkets

Lulu's 40 UAE stores target middle-income expatriate
communities with value orientation. The chain's South
Asian management team understands SpiceBox's product
category deeply, potentially enabling more favourable

terms and merchandising support.

Lulu represents 30-35% of initial UAE revenue target given
its expatriate customer base alignment. The retailer's
willingness to support smaller brands through in-store
promotions and featured placement provides launching

pad for premium positioning establishment.
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UAE Digital Strategy

E-Commerce Complements Retail

Whilst retail dominates, UAE e-commerce channels
provide meaningful revenue contribution and younger
consumer access. Noon.com (Amazon equivalent in the
region) and Amazon.ae both offer food and beverage

categories with established logistics infrastructure.

Instagram and TikTok drive higher engagement in UAE
versus Western markets, with influencer marketing
representing particularly effective channel. Arab food
bloggers creating content in both English and Arabic
extend reach beyond purely English-speaking Indian
expatriates to Arab and Western expatriate communities.

WhatsApp Business enables direct customer

communication popular in the region. Building community

groups around Indian cooking and SpiceBox recipes drives
engagement and repeat purchase. This chat-based
commerce approach feels natural to local shopping
behaviours.
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United Kingdom Entry Strategy

UK strategy adopts hybrid approach balancing Amazon's national reach with ethnic specialty stores' community
connections. This dual-channel launch acknowledges both the market's e-commerce sophistication and the cultural
importance of ethnic grocery stores serving UK's established Indian communities.

@

Amazon UK Platform

Primary channel providing
immediate 67 million UK consumer
reach. Leverage learnings from US
Amazon operations. Target 55% of

UK revenue year one.

i

Ethnic Store Network

120 specialty stores across London,

Birmingham, Leicester, Manchester.
Grassroots distribution building
community brand presence. Target

30% revenue contribution.

Owned Shopify DTC

Brand-owned channel for margin
richness and customer data.
Content-driven traffic generation.
Target 15% revenue year one,

growing to 30% year two.
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Post-Brexit Operational Complexity

Customs and Border Challenges

Brexit fundamentally altered UK food import requirements,
introducing customs declarations, border inspections, and
tariff considerations previously absent within EU single

market. SpiceBox must navigate these complexities whilst

maintaining cost competitiveness.

Import duties now range 8-12% on spice products
depending on specific classifications. Customs
declarations require commercial invoice, packing list,
certificate of origin, and health certificates for each
shipment. Processing delays of 3-5 days at border
increase lead times and introduce inventory planning
uncertainty.

Rules of origin documentation proves particularly complex
for products manufactured in India from multi-source

ingredients. Proper documentation essential to avoid
duties and potential shipment rejection.



>{Bridge

Cross-Market Strategy Integration

While each market requires tailored approaches, SpiceBox will leverage learnings and capabilities across geographies to

improve efficiency and accelerate subsequent launches.

— Centralized Brand
Brand & product management from India

I
I .
Local GTM Teams
Market-specific go-to-market execution
/)
oy K
Shared Insights
. Customer learnings and best-practice flows
.
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PRODUCT LOCALISATION

Portfolio Adaptation Framework

International success requires thoughtful product localisation balancing authentic Indian flavours with market-specific
palate preferences and usage occasions. SpiceBox will adapt the 25-SKU India portfolio to focused 12-SKU international
assortments optimised for each market's unique needs.

This SKU rationalisation concentrates resources on hero products with highest success probability whilst maintaining
sufficient variety to serve diverse consumer preferences. Each market receives customised product mix rather than
universal global assortment, recognising that optimal portfolio varies by diaspora community composition and mainstream

adoption stage.
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Strategic Growth Framework

Immediate Next Steps

1. Secure 21.25 crore expansion capital through existing
investors or strategic partners

2. Initiate FDA registration and USDA organic certification
processes (4-month lead time)

3. Hire US General Manager with food CPG and e-

commerce expertise

4. Develop US-specific product formulations and
packaging designs

5. Begin Amazon Seller account setup and product
photography

6. Launch content creation for recipe blog and social

media library

These foundational actions enable month-four US market
launch, establishing SpiceBox's international presence and
validating the expansion thesis for subsequent
geographies.
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Sources & References

Market Research & Industry Reports
Global Market Data:

USDA Foreign Agricultural Service (2025). "Retail Foods Annual - India Market Report”

Mordor Intelligence (2026). "India Foodservice Market Size & Share Analysis - Growth Trends and Forecast (2026-2031)"
Grand View Research (2024). "India Ethnic Food Market Size & Outlook, 2024-2030"
Credence Research (2024). "UK Ethnic Food Market Size, Share, Trends and Forecast 2032"

Consumer Trends & Adoption:

e Datassential (2025). "Indian Cuisine Report - United States Market Analysis"
e Food Institute (2025). "Regional Indian Cuisines: The Next Big Global Flavor Trend"
e Anth Consulting (2025). "Indian Restaurant Marketing in the UK and US in 2025"

Export & Trade Data:

e APEDA (Agricultural and Processed Food Products Export Development Authority) - FY 2024-25 Export Statistics
e Pioneer Foods India (2025). "Global Demand for Indian Food Exports: Top Markets & Opportunities”

Key Statistics Referenced
Market Sizing:

e Global Indian food market: 242,000 crore (growing at 11% CAGR)
e United States market: 25,000 crore (12% CAGR)

e United Kingdom market: 28,000 crore (8% CAGR)

e UAE market: 25,000 crore (15% CAGR)

e India's food processing industry: $389 billion (2025)

Consumer Behavior:

e 65% of US consumers regularly consume Indian food

e 78% adoption rate among 18-34 age group in US

e Only 18% of US consumers who enjoy Indian food prepare it at home
e UK Indian restaurant count: ~8,000 establishments (2023)

e 5661 Indian restaurants in United States (2025)

Diaspora Demographics:

e Indian diaspora: 10+ million across target markets
e 4.5 million Indian Americans in United States
e 1.8 million British Indians in United Kingdom

e 3.5 million Indian expatriates in UAE

Internal Data Sources

SpiceBox India operations data (FY 2024-25)

Customer research and surveys (2024-2025)

Unit economics analysis from domestic operations

Competitive pricing analysis across target markets

Methodology Notes

Market selection scoring model applies weighted criteria across six dimensions: market size (25%), growth rate (20%),
competitive intensity (15%), regulatory complexity (15%), diaspora concentration (15%), and channel accessibility (10%).

All financial projections based on conservative assumptions validated against comparable D2C food brand international
expansions.

Currency Conversions

All financial figures are presented in their native market currencies with INR equivalents provided in parentheses for
reference. Conversion rate used: 1USD = 83,1 GBP = 2105, 1 AED = £22.6 (as of January 2026).

Market sizing and investment figures use Indian Rupees (Z) as the primary currency, reflecting the Indian founders'
perspective. US market pricing uses USD as primary with INR equivalents, as products will be priced in local currency.

Disclaimer

Disclaimer: This document contains forward-looking projections and market estimates based on available data as of
January 2026. Actual results may vary based on market conditions, competitive dynamics, and execution effectiveness. All

financial figures and market statistics should be independently verified before making investment decisions.



