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INTRODUCTION TO GUESSTIMATES

WHAT ARE GUESSTIMATES?

Guesstimates are estimation-based questions where a logical numerical answer is
derived despite limited or incomplete data.

WHAT DO THEY EVALUATE?
Number Problem Clear Assumption Analyticadl
Sense Solving Reasoning Rationale Rigour

IDEAL FLOW OF A GUESSTIMATE

CLARIFY

Fully understand the problem - define objectives, scope, key terms, and constraints to ensure
you're solving the right problem.

STRUCTURE

Break the problem into clear, MECE buckets and create a logical framework to guide your
step-by-step estimates.

ASSUME

State key assumptions upfront to simplify complexity, keep calculations transparent, and make
your reasoning defensible.

SOLVE

Choose the approach that fits best: top-down, bottom-up, or supply-demand, keeping
logic structured and numbers precise.

COMMUNICATE

Explain your thinking continuously, share intermediate insights, and confirm alignment to
demonstrate clarity and structured reasoning.

VALIDATE

Sanity-check results, stress-test assumptions, and cross-verify with alternate logic to ensure
a credible answer.
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ASK QUESTIONS

"Are we estimating the global or local market?” or ‘Is this annual or monthly?”

LEVERAGE BENCHMARKS

Use known stats (e.g., India's population = 140Cr, Global population = 8B).

ANALOGIES

Compare to similar cases (e.g, "If the US has X cars, India might have Y based on population and
income").

ROUND OFF NUMBERS

Use 100M instead of 103M for quick math.

THINK IN LAYERS

Identify the biggest factors (e.g., population, income), adjust for nuances (e.g., seasonality, regional
differences), and finally, do a sanity check.

DON'TS

START WITHOUT A CLEAR APPROACH

Avoid jumping to results without establishing a clear structure, as it can lead to confusion and errors.

MAKE BLIND ASSUMPTIONS

Do not assume values without stating and justifying them, as it weakens your logic and calculations.

GUESS NUMBERS RANDOMLY

Using unreasoned numbers can significantly distort your final estimate, making the outcome unreliable.

SKIP EXPLANATION AND SANITY CHECKS

Not explaining your steps or checking your answer can cause simple errors to go unnoticed.

FRAMEWORKS

PARETO PRINCIPLE MECE
The 80/20 rule states that 20% of activities drive 80% A method for breaking down problems into mutually
of results, enabling efficient estimation with accuracy. exclusive, collectively exhaustive categories to ensure
Example: In a city's restaurant revenue, 80% likely completeness and prevent overlap.
comes from the top 20% of restaurants, as suggested Example: Estimating the effectiveness of marketing
by the Pareto Principle. campaigns as total impressions x conversion rate.
UNIT ECONOMICS EXTRAPOLATION
Break down the problem into individual units (e.g., per Use existing data trends to project tfuture estimates,
customer, per product) and scale up. when variable grow at a percentage rate.
Example: Estimating the total cost of running a delivery Formula: Y = Y' x (1 + )™
service by calculating the cost per delivery and Y = Estimated future value, Y’ = Current known value,
multiplying by the number of deliveries. r = Growth rate, t = time period
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MARKET
SIZING

REVENUE AND
COST

TYPES OF GUESSTIMATES

VOLUME
ESTIMATION

Estimate the Total
Addressable Market
(TAM) for a new
product or idea.

(E.g, 'Size of the
smartphone market in
India").

Calculates key
financial figures and
revenue metrics for
businesses.

(E.g., "Monthly revenue
of an average
restaurant”).

Involves estimating
physical quantities
such as size, distance,
or capadacity.

(E.g., "No. of golf balls
that can fit in an
average bus").

USAGE /
BEHAVIORAL

Estimates patterns
ACross users, products,
or services over a
given period or a
certain set of users.

(E.g, "YouTube data
used in India per day")

APPROACHING GUESSTIMATES

TOP DOWN APPROACH

Start with a high-level estimate and break it down into smaller components.

For example: Estimating the total revenue of the coffee industry by starting with global coffee
consumption and working down to per-cup pricing.

/\

/\

Start with the broadest universe possible
(eg. population of a country)

Apply a series of filters and assumptions
(eg. age group, users, frequency etc)

Gradually narrow down to the final
estimate

BOTTOM UP APPROACH

Start with small, measurable components and aggregate them to form a larger estimate.

Example: Estimating the total number of cars in a city by calculating the number of cars per
household and multiplying by the number of households.

Begin with micro level metrics (eg. units
sold per store/day)

Build up by multiplying logical layers (eg.
no. of stores x days x average sales)

\/

\/

Gradually arrive at the required aggregate
after taking all factors into consideration
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DEMAND SIDE APPROACH

& APPROACH () WHEN TO USE? EXAMPLES
Break down demand by When estimating market size, e Market Size for Sanitary
identifying the target revenue, or consumption Pads in India
population, usage frequency, patterns. e Estimate the number of pet
and average consumption. dogs in a city.
DEMOGRAPHICS ECONOMY GEOGRAPHY DIGITAL & LITERACY

AN
& AGE % INCOME COUNTRY R SENETRATION
[/
QD) GENDER | OCCUPATION @ LOCATION !. LITERACY

EXAMPLE: Market Size of Refrigerators in India

? ASSUMPTIONS Rural Areas don’t have access to refrigerators.

[ TOTAL POPULATION ]
[ GEOGRAPHIC SEGMENTATION ]
{ URBAN ) RURAL
[ FRIDGE PENETRATION SPLIT j
[ HOUSEHOLDS WITH FRIDGE ] [ HOUSEHOLDS WITH NO FRIDGE ]
70% 30%
[ REPLACEMENT RATE ] [ ADOPTION RATE j

[ ANNUAL DEMAND ]

ANNUAL DEMAND @ AVERAGE PRICE e

MARKET SIZE
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SUPPLY SIDE APPROACH

42 APPROACH () WHENTO USE? EXAMPLES
Estimates market size using When supply is constrained by e Number of parcels delivered
production capacity, supply capacity limits, delivery lead by Amazon in India in a day.
limits, and distribution reach times, regulations, or transport e Number of limited edition
instead of demand. barriers. sneakers resold each year.

TAM-SAM-SOM FRAMEWORK

TAM-SAM-SOM is a framework used in business that helps businesses understand the
size of their market and identify their revenue potential.

e TAM (Total Addressable Market) — It represents the maximum market opportunity.

e SAM (Serviceable Available Market) — It denotes that portion of TAM that a company
can serve based on its capabilities and the demographics it operates in.

e SOM (Serviceable Obtainable Market) — It denotes that portion of SAM that a
company can capture given its current resources, competition, etc.

EXAMPLE: Estimate the Daily Revenue of a Fast Food Chain

? ASSUMPTIONS  Only Dine-In orders to be considered.

[ TOTAL POPULATION ]

| AVERAGEPRICE (2100) | | #OFITEMSSOLD |

TAKEAWAY [ DINE-IN ] DELIVERY

l

[ # OF ITEMS SOLD IN DINE-IN ]

+ OF CAPACITY AVERAGE # OF ITEMS AVG TIME A
OPERATIONAL| (# OF ® |OCCUPANCY| @ PER (X SEAT IS
HOURS SEATS) RATE PERSON OCCUPIED
AVERAGE PRICE @ NO. OF ITEMS SOLD e
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CHEATSHEET
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GUESSTIMATE CHEAT SHEET

POPULATION & HOUSEHOLD STRUCTURE

AGE PROPORTION .

0'14 20% j DELHI : i
15-19 'IO% 44 3 5 CRORES B _
0% Wy

Vs KOLKATA

25-39 25% ® 1.6 CRORES
40-59 20% 9 HYDERABAD

504 i \ 1.2 CRORES
WORLD INDIA AN CHENNAL

830 CRORES 147 CRORES 2 3 CRORES q 1.3 CRORES
. BANGALORE !
RATIO l l )
RURAL URBAN DIVIDE
RURAL AREAS METRIC URBAN AREAS

78% i Literacy Rate i 90%
67.7% ~ LifeExpectancy | 72.4%
4.6% | UnemploymentRate |  6.6%
5  Familysize 4
GEOGRAPHY AND URBANISATION
TOTAL GEOGRAPHICAL AREA TIER-WISE SEGMENTATION

> TIER1CITIES - 8

> TIER 2 CITIES - 100

> TIER 3 CITIES - 400+

3.28 Million ~1500 sq.
sq. km
i INFRASTRUCTURE
AIRPORTS SEAPORTS

International 34 Major 14
Domestic 103 :

NDIA DELHI Non-Major 217
Customs 10
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ECONOMIC VARIABLES

INCOME BRACKETS

EMPLOYMENT TYPE

60% 20%

WORKFORCE

MARMAAAR

Self-employed Regular Casual
e Salaried  Wage  |nformal 90% Formal 10%
Upper 30%
Middle GDP METRICS
20%
GROSS DOMESTIC PRODUCT $3.91 TRILLION
Lower Middle GDP GROWTH RATE 7.60%
40% UNEMPLOYMENT RATE 5%
INFLATION RATE 3.40%
SECTOR-WISE SPLIT DIGITAL CONNECTIVITY

SERVICE INDUSTRY

MANUFACTURING
INDUSTRY

AGRICULTURE

USERS

500 M

UPI ACTIVE

85%

UPI
TRANSACTION
SHARE -
°%
CREDIT CARD
PENETRATION

1year 52 weeks | . . I
' AnnualSales _ Replacement Stock . First-time Demand |

1Ton 1000 kg i (Durable Goods) Demand Avg. Lifespan (New users) i
1Acre ~43,560 sq. feet T Tttt Tt T T Tt

. Revenueper _ Footfall x Conversion Rate x Avg. Basket Size x |

1Foot 0.3 metres | Outlet Operating Days I
.- ]

o o " T T 1
1Mile 1.6 Kilometres | . | | Users x Usage + |
| Cash in Bank o |

1m/sec 3.6 km/hour - Runway = Monthly Net B | Demand = Replacement + Small
1Inch 2.54 centimeters T~ ST T R

| Supply-Side  _ No. of Providers x Capacity per Provider x Utilisation |

1Pound 0.4535 Kilograms ' Capacity Model Rate x Price |

Profit = Revenue - COGS - (SGA +
Licensing) - (Interest + Tax + A&D)

I

i Market  Target Population x

| Size = Penetration Rate x

' (Volume) Purchasing Frequency
S S
i Customer Average Revenue Per User
. Lifetime = X

i Value Avg Customer Lifespan

Profit Margin = Net Profit

|
|
|
| (%) Total Revenue
| i
MARKET SIZING

o |
. Market _ Company Revenue o |
| = X ]OO/O'
' Share (%) Total Market Revenue i
e |

UNIT ECONOMICS

_ Net Profit from Investment

|

|

|

' ROI =
| Cost of Investment
|

|

Break-Even

1
Fixed Costs i
|
I

Point (Units) ~ Price-Variable Cost
L e _
- o i
' Addressable Population x |
| Users = Demographic Filter X |
i Behavioural Filter i
e 1
i Customer Total Marketing & i
. Acquisition = >ales Spen |
| Number of New |
| Cost |

Customers Acquired
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GUESSTIMATES

BOSTON CONSULTING GROUP
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MARKET SIZE OF THE INDIAN D ikt e pette
REFRIGERATOR INDUSTRY

Click to Go Back to

@ B[ [ 1[> Boston Consulting Group Index
Eed ASSUMPTIONS
€) The average size of a family is assumed to be 4. Q The population division for T1, T2 & T3 cities is 20%,
50% & 30% respectively.
9 It is assumed that Tl cities will have a higher
refrigerator penetration than T2 and T3 cities. © Average price of a refrigerator is INR 25,000.
e Average lifespan of a refrigerator is assumed to
be 7 years.
{ TOTALPOPULATION
( 1.4 BILLION )
| AVERAGEHOUSEHOLDSIZE=4 |
| TOTAL HOUSEHOLDS = 350,000,000 |
[ TIER WISE SEGMENTATION |
( TIER1(20%) ] TIER 2 (50%) ] TIER 3 (30%) )
70 MILLION 175 MILLION 105 MILLION
( REFRIGERATOR PENETRATION RATE )
80% 60% 30%
| 56MILON | . 105MILLON | | 3L5MILON |
4 )
192.5 MILLION
\ J
e
| AVERAGELIFESPAN |
7 YEARS

ANNUAL MARKET = @ AVERAGE PRICE = e 268 750 MILLION
27,500,000 RS. 25,000

QL

Qs

12
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https://docs.google.com/spreadsheets/d/1YT8_f5DIuX5PipGj06r0jQ0nmpzQOMWZ2gc1DLpuxgw/edit?gid=0#gid=0
https://docs.google.com/spreadsheets/d/1YT8_f5DIuX5PipGj06r0jQ0nmpzQOMWZ2gc1DLpuxgw/edit?gid=0#gid=0
https://docs.google.com/spreadsheets/d/1YT8_f5DIuX5PipGj06r0jQ0nmpzQOMWZ2gc1DLpuxgw/edit?gid=0#gid=0
https://docs.google.com/spreadsheets/d/1YT8_f5DIuX5PipGj06r0jQ0nmpzQOMWZ2gc1DLpuxgw/edit?gid=0#gid=0
https://docs.google.com/spreadsheets/d/1YT8_f5DIuX5PipGj06r0jQ0nmpzQOMWZ2gc1DLpuxgw/edit?gid=0#gid=0
https://docs.google.com/spreadsheets/d/1YT8_f5DIuX5PipGj06r0jQ0nmpzQOMWZ2gc1DLpuxgw/edit?gid=0#gid=0
https://docs.google.com/spreadsheets/d/1YT8_f5DIuX5PipGj06r0jQ0nmpzQOMWZ2gc1DLpuxgw/edit?gid=0#gid=0

CONSUMPTION OF WHEAT IN
INDIA PER MONTH

aEmEm>

Boston Consulting Group

¢) We assume India’s population is divided equally
into three categories: high, moderate, and low
wheat-consuming states.

@) For this calculation, we assume people only eat
wheat in the form of rotis.

€) Majority of North Indian states fall under the high
category, South and North Eastern ones in the low
category, and the remaining in medium.

Click to View Detailed
Spreadsheet

Click to Go Back to
IndeXx

ASSUMPTIONS

Q No of meals containing roti consumption in a day
Is 2.5, 1.6 and 0.5 respectively for High, Moderate
and Low Wheat Consumption States.

@ 40g (0.04kg) of wheat is used in preparation of
one roti.

() Each person is assumed to eat 3 meals per day,
with an average consumption of 2 rotis per meail.

TOTAL POPULATION

1.4 BILLION

REGIONAL WHEAT CONSUMPTION SPLIT

[ HIGH WHEAT CONSUMPTION (33%) ] [ MEDIUM WHEAT CONSUMPTION (33%)] [ LOW WHEAT CONSUMPTION (33%) ]
462 MILLION

462 MILLION 462 MILLION

( ROTIS CONSUMED PER MEAL )

2
MEALS WITH ROTI MEALS WITH ROTI MEALS WITH ROTI
CONSUMPTION CONSUMPTION CONSUMPTION
2.5 1.5 0.5

[ ROTIS CONSUMED PER DAY j

[ ROTIS CONSUMED PER DAY J

[ ROTIS CONSUMED PER DAY j

2.31 BILLION 1.386 BILLION 462 MILLION
[ WHEAT PER ROTI (KGS) j
0.04
WHEAT CONSUMED PER WHEAT CONSUMED PER WHEAT CONSUMED PER
DAY (KGS) DAY (KGS) DAY (KGS)
92.4 MILLION 55.44 MILLION 18.48 MILLION
WHEAT CONSUMED

PER DAY (KGS) X DAYS IN A3 (')V'ONTH = 4.98 BILLION KGS
= 0.166 BILLION -

13
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https://docs.google.com/spreadsheets/d/1JD7uNTHXVCBmO-xO0Oz-QZEnwXoUr0mHkrLvyzZLaGs/edit?gid=1088813315#gid=1088813315
https://docs.google.com/spreadsheets/d/1JD7uNTHXVCBmO-xO0Oz-QZEnwXoUr0mHkrLvyzZLaGs/edit?gid=1088813315#gid=1088813315
https://docs.google.com/spreadsheets/d/1JD7uNTHXVCBmO-xO0Oz-QZEnwXoUr0mHkrLvyzZLaGs/edit?gid=1088813315#gid=1088813315
https://docs.google.com/spreadsheets/d/1JD7uNTHXVCBmO-xO0Oz-QZEnwXoUr0mHkrLvyzZLaGs/edit?gid=1088813315#gid=1088813315
https://docs.google.com/spreadsheets/d/1JD7uNTHXVCBmO-xO0Oz-QZEnwXoUr0mHkrLvyzZLaGs/edit?gid=1088813315#gid=1088813315
https://docs.google.com/spreadsheets/d/1JD7uNTHXVCBmO-xO0Oz-QZEnwXoUr0mHkrLvyzZLaGs/edit?gid=1088813315#gid=1088813315
https://docs.google.com/spreadsheets/d/1JD7uNTHXVCBmO-xO0Oz-QZEnwXoUr0mHkrLvyzZLaGs/edit?gid=1088813315#gid=1088813315

GUESSTIMATE

KEARNEY
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NUMBER OF WEIGHT LOSS DRUGS
SOLD BY APHARMA COMPANY

aEmEm>

Kearney

0 The drug can only be prescribed by a doctor and
Is intended only for medically diagnosed obesity,
not for cosmetic weight loss.

¢) Obesity rates have a higher prevalence among
urban and higher-income groups.

€) No direct competitors exist in the prescription
weight-loss drug market in India.

Click to View Detailed
== Spreadsheet

Click to Go Back to
IndeXx v

ASSUMPTIONS

¢d In rural areas, only upper and some middle-
Income groups are assumed to have access due
to healthcare infrastructure limitations.

€ Not all obese individuals will be eligible for the
drug.

() The client has been performing well in its existing
markets.

( TOTAL POPULATION )

([ 14BILON

( GEOGRAPHIC SEGMENTATION ]

( URBAN (40%) )
560 MILLION

( RURAL(60%) )
840 MILLION

( INCOME SEGMENTATION ]

( upPER(10%) ) ( MIDDLE(60%) ) ( LOWER(30%) ) ( UPPER(10%) ) ( MIDDLE(50%) ) ( LOWER (40%) )
56 MILLION 336 MILLION 168 MILLION 84 MILLION 420 MILLION 336 MILLION

( OBESITY PREVALENCE )

( uPpPER(20%) ) ( MIDDLE(15%) ) ( LOWER(5%) ) ( upPER(10%) ) ( MIDDLE(5%) ) (
1.2 MILLION 50.4 MILLION 8.4 MILLION 8.4 MILLION 21 MILLION

LOWER (1%) )
3.36 MILLION

( MEDICAL ELIGIBLITY )

( UPPER(60%) ) ( MIDDLE(50%) ) ( LOWER(40%) ) ( UPPER(50%) ) ( MIDDLE (40%) ) ( LOWER (20%) )
6.72 MILLION 25.2 MILLION 3.36 MILLION 4.2 MILLION 8.4 MILLION 0.67 MILLION

( AFFORDABILITY ]

( UPPER(90%) ) ( MIDDLE (70%) ) ( LOWER(50%) ) ( UPPER(10%) )
6.04 MILLION 17.64 MILLION .68 MILLION

MIDDLE (0%) LOWER (0%)
0.42 MILLION 0 0

( EXPECTED ADOPTION RATE ]

( UPPER(80%) ) ( MIDDLE (60%) ) ( LOWER (40%) )
4.83 MILLION 10.58 MILLION

UPPER (0%)
0.67 MILLION 0

( TOTAL URBAN )

( 16.09 MILLION j

16,094,400

15
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https://docs.google.com/spreadsheets/d/1SZJE5PKuVhga80_zKjOiUmC8wlHjXCoGZTFGoU6GdLc/edit?gid=0#gid=0
https://docs.google.com/spreadsheets/d/1SZJE5PKuVhga80_zKjOiUmC8wlHjXCoGZTFGoU6GdLc/edit?gid=0#gid=0
https://docs.google.com/spreadsheets/d/1SZJE5PKuVhga80_zKjOiUmC8wlHjXCoGZTFGoU6GdLc/edit?gid=0#gid=0
https://docs.google.com/spreadsheets/d/1SZJE5PKuVhga80_zKjOiUmC8wlHjXCoGZTFGoU6GdLc/edit?gid=0#gid=0
https://docs.google.com/spreadsheets/d/1SZJE5PKuVhga80_zKjOiUmC8wlHjXCoGZTFGoU6GdLc/edit?gid=0#gid=0
https://docs.google.com/spreadsheets/d/1SZJE5PKuVhga80_zKjOiUmC8wlHjXCoGZTFGoU6GdLc/edit?gid=0#gid=0
https://docs.google.com/spreadsheets/d/1SZJE5PKuVhga80_zKjOiUmC8wlHjXCoGZTFGoU6GdLc/edit?gid=0#gid=0

GUESSTIMATES

ACCENTURE
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NUMBER OF CANDLES SOLD IN Cick o View etalled

== Spreadsheet

ASSAM DURING DIWALI o

Click to Go Back to

IndeXx

@M [ ]I[> Accenture " ’@
Eed ASSUMPTIONS
0 Assam has a total population of approximately Q Consumption is 2 packs per day for Assamese and
35 million people. Bengalis and 1 for Marwadis, with 5 candles per pack.
€¢) About 60% of the population is Hindu, forming the @) Diwali lasts 3 days, with population converted into
relevant consumer base for Diwali candles. households using an average family size of 4.
e Hindu population is divided into Assamese and Q An additional 2% of the population is assumed to buy

Bengalis (80%) and Marwadis (20%). candles for gifting.

[ ASSAM POPULATION ]

( 35 MILLION )

[ SECONDARY SOURCE OF CANDLE CONSUMPTION j [ PRIMARY SOURCE OF CANDLE CONSUMPTIONJ

[ CANDLE GIFTING ] [ RELIGIOUS SEGMENTATION j
[ POPULATION INVOLVED (2%) j [ HINDU (60%) ] OTHERS (40%)
700,000 21 MILLION 14 MILLION

[CULTURAL SEGMENTATION OF ASSAMESE HINDUS]

(ASSAMESE & BENGALIS(80%) ] [ MARWADIS (20%) ]

16,800,000 4200,000
[ TOTAL FAMILIES j [ TOTAL FAMILIES ] [ TOTAL FAMILIES j
175,000 4,200,000 1,050,000

[ NUMBEROF PACKS GIFTED | | PACKS CONSUMED OVER 3 DAYS | PACKS CONSUMED OVER 3 DAYS |

1 6 3
X X X
| CANDLES PERPACK | [ CANDLESPERPACK | | CANDLES PER PACK |
5 5 5

875,000 CANDLES 126,000,000 CANDLES 15,750,000 CANDLES

142,625,000 CANDLES

17
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https://docs.google.com/spreadsheets/d/1DLLFSb7zlbBrFFv1-1NxtT8NA3z0l5GxkkMiOmWIvr4/edit?gid=1115260592#gid=1115260592
https://docs.google.com/spreadsheets/d/1DLLFSb7zlbBrFFv1-1NxtT8NA3z0l5GxkkMiOmWIvr4/edit?gid=1115260592#gid=1115260592
https://docs.google.com/spreadsheets/d/1DLLFSb7zlbBrFFv1-1NxtT8NA3z0l5GxkkMiOmWIvr4/edit?gid=1115260592#gid=1115260592
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NUMBER OF PIZZAS SOLD IN DELHI Cick o View Detailea

== Spreadsheet

PER MONTH s

Click to Go Back to
IndeXx

@M [ ]I[> Accenture ’@
Eed ASSUMPTIONS
¢) Delhi has a total population of approximately 30 Q The population is split by age into 0 to 18 years, 18 to 60
million people. years, and 60+ years, with the 60+ group excluded.
e The population is split by income into 20% high Q Pizza consumption is assumed only for middle & high
iIncome, 50% middle income, and 30% low income. iIncome groups, with penetrations of 80% and 100%.
e The low income group is assumed not to Q Monthly consumption is assumed at 0.5 to 1 pizza for
consume pizza due to affordability constraints. children and 1to 1.5 pizzas for adults.
| DELHI'SPOPULATION |
( 30 MILLION )
| OWER INCOME (30%) (MIDDLE INCOME (50%) | UPPER CLASS (20%)
9 MILLION 15 MILLION 6 MILLION

([ 0-18(30%) [ 18-60(60%) | ( 0-18(30%) |( 18-60(60%)

)

4.5 MILLION 9 MILLION 1.8 MILLION 3.6 MILLION
( PIZZA PENETRATION (80%) ] ( PIZZA PENETRATION (100%) ]
3.6 MILLION 7.2 MILLION 1.8 MILLION 3.6 MILLION
[ PI1ZZAS CONSUMED PER PERSON PER MONTH

( 0-18 (0.5) ) ( 18-60 (1) ) [ o0-18(1) ) [ 18-60(1.5)

1.8 MILLION /.2 MILLION 1,800,000 5,400,000

9 MILLION PIZZAS /7,200,000 PIZZAS

MIDDLE CLASS CONSUMPTION UPPER CLASS CONSUMPTION
= 9,000,000 PIZZAS Q = 7,200,000 PIZZAS 6 16,200,000 PIZZAS
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https://docs.google.com/spreadsheets/d/1G71JHf2FkCkLcGIBWrMfuBWgkNHRh7eFBxb0hNk3Q8g/edit?gid=0#gid=0
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NUMBER OF OLA AND UBER CABS @ cickovowvetie

—— Spreadsheet .
i\
RUNNING IN DELHI-NCRIN A DAY =
.
m — Click to Go Back to
n m— Ind
@ B 1 1D Accenture naex Q\“B
Eed ASSUMPTIONS
0 Since Ola and Uber are the primary cab service e Since cabs run full fay, demand will be calculated
providers so the demand of cabs in general is for all 24 hours.
estimated and no company wise split is made.
[ TOTALPOPULATION OF DELHI |
([ 33MILLON |
( GEOGRAPHIC SEGMENTATION )
( URBAN (40%) ) ( RURAL(60%) )
13.2 MILLION 19.8 MILLION
( INCOME SEGMENTATION ]
( UPPER(20%) ) ( MIDDLE(50%) )  LOWER (30%) ( uPPER(10%) ) ( MIDDLE(30%) )  LOWER (60%)
2.64 MILLION 6.6 MILLION 3.96 MILLION 1.98 MILLION 5.94 MILLION 11.88 MILLION
( USER RATE )
( UPPER(20%) ) ( MIDDLE (10%) ) ( UPPER (10%) ) ( MIDDLE (10%) )
0.52 MILLION 0.66 MILLION 0.20 MILLION 0.59 MILLION
( TOTALUSERS )
1.98 MILLION
( HOUR-WISE SEGMENTATION ]
( PEAKHOURS (40%) ) ( NON- PEAK HOURS (60%))
0.79 MILLION 1.18 MILLION
( OoccuPANCY (50%) ) ( OCCUPANCY (20%) )
0.39 MILLION 0.24 MILLION
6,30,000
NO. OF CABS USED IN NO. OF RIDES PER 63.000
A DAY Qe CAB IN A DAY = '
= 6,30,000 =10
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https://docs.google.com/spreadsheets/d/1HNWJpfwfGLOzUfrzzHAXgk1aeMtWaoIt/edit?gid=1536588277#gid=1536588277
https://docs.google.com/spreadsheets/d/1HNWJpfwfGLOzUfrzzHAXgk1aeMtWaoIt/edit?gid=1536588277#gid=1536588277
https://docs.google.com/spreadsheets/d/1HNWJpfwfGLOzUfrzzHAXgk1aeMtWaoIt/edit?gid=1536588277#gid=1536588277
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NUMBER OF USED TYRES IN
DELHI

@MW [> Accenture

- ASSUMPTIONS

Click to View Detailed
== Spreadsheet

Click to Go Back to
IndeXx

) The average size of a family is assumed to be 4 €) Every four-wheeler is assumed to be having a

members in urban areas and 5 members in rural spare tyre.
areas.

Q Car ownership rates dre segmented on the basis
of income.

[ TOTAL POPULATION OF DELHI ]

{ 3.5 CRORES )

[ GEOGRAPHIC SEGMENTATION

[ URBAN (30%) ) ( RURAL (70%) )

1.05 CRORES 2.45 CRORES

-

USING 4 WHEELER | NOT USING 4- NOT USING 4-
(90%) WHEELER (10%) WHEELER (70%)

& J

0.945 CRORES 0.105 CRORES 1.715 CRORES

"USING 4 WHEELER |
(30%)

. J

0.735 CRORES

[ NUMBER OF HOUSEHOLDS |

[ NUMBER OF HOUSEHOLDS |

0.23625 CRORES

0.147 CRORES

( INCOME GROUP SEGMENTATION (IN CRORES)

QL

Qs

(HIGH (20%)) (MIDDLE (55%)) (LOW (25%) ) ( HIGH (5%) ) (MIDDLE (35%) (LOW (60%)

0.04725 0.129937/5 0.0590625 0.00735

0.05145 0.0882

( NUMBER OF CARS

( HIGH(2) ) (MIDDLE(1) ) ( Low (0.5) | ( HIGH(1) ) (MIDDLE(0.5)] ( Low (0.2) )

0.0945 0.1299 0.0295 0.007/35

NUMBER OF CARS NUMBER OF

(IN CRORES) @ TYRES/CAR e
= 0.30468375 =5

0.025725 0.01/64

1.52341875 CRORES
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https://docs.google.com/spreadsheets/d/1PsLa_ZSPjty1U3GNlIUOlWAPtm7hu0AB/edit?gid=2024278857#gid=2024278857
https://docs.google.com/spreadsheets/d/1PsLa_ZSPjty1U3GNlIUOlWAPtm7hu0AB/edit?gid=2024278857#gid=2024278857
https://docs.google.com/spreadsheets/d/1PsLa_ZSPjty1U3GNlIUOlWAPtm7hu0AB/edit?gid=2024278857#gid=2024278857
https://docs.google.com/spreadsheets/d/1PsLa_ZSPjty1U3GNlIUOlWAPtm7hu0AB/edit?gid=2024278857#gid=2024278857
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NUMBER OF USERS WHO JOINED Clck o view Detailed

== Spreadsheet

INSTAGRAM IN THE LAST YEAR . -

Click to Go Back to

: Index oL
@ MM > Accenture iy
Eed ASSUMPTIONS
¢) Developed (70/30), Developing (30/70), and @) Instagram penetration among smartphone users
Under-developed (10/90) urban-rural splits are iIs assumed at 70% for 18-25, 45% for 25-40, 20%
assumed based on infrastructure levels. for 40—60, and 5% for 60+.
(2 Smartphone penetration rates vary by geography e Only first-time users are considered, with 33%
and development level, ranging from 90% to 10%. addition for 18—-25 and 8% for other age groups.

e The 0-18 age group is excluded, assuming
negligible Instagram presence.

[ GLOBAL POPULATION ]

( 8 BILLION )

| DEVELOPEDNATIONS (20%) | (  DEVELOPING NATIONS (60%) | [ UNDER-DEVELOPED NATIONS (20%) |

1.6 BILLION 4.8 BILLION 1.6 BILLION
(URBAN (70%) ] ( RURAL (30%) ] (URBAN (30%)] ( RURAL (70%)] (URBAN (10%) ] ( RURAL (90%) ]
112 BILLION 0.48 BILLION 1.44 BILLION 3.36 BILLION 0.16 BILLION 1.44 BILLION
(PHONE USERS (90%)] (PHONE USERS (80%)] (PHONE USERS (70%)] (PHONE USERS (40%)j (PHONE USERS (40%)] (PHONE USERS (m%)]
1.008 BILLION 0.384 BILLION 1.008 BILLION 1.344 BILLION 0.064 BILLION 0.144 BILLION
( TOTAL )
3.952 BILLION

| 0-18YEARS (25%) |  18-25YEARS (15%) | [ 25-40 YEARS (30%) | [ 40-60 YEARS (20%)| [ 60+ YEARS (10%) |
988 MILLION 592.8 MILLION 118 BILLION 790 MILLION 395 MILLION

[ INSTAGRAM USAGE RATE ]

0-18 YEARS (0%) [ 18-25YEARS (70%) | [ 25-40YEARS (45%) | ( 40-60 YEARS (20%) | 60+ YEARS (5%) |
0 414.96 MILLION 533.52 MILLION 158 MILLION 19.76 MILLION

[ PERCENTAGE JOINING LAST YEAR ]

| 18-25YEARS (33%) | [ 25-40 YEARS (8%) | [ 40-60 YEARS (8%) | | 60+YEARS (8%) |

136.93 MILLION 42.68 MILLION 12.64 MILLION .58 MILLION

193,845,600
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INDUSTRY ININDIA

] ] i

[

Kepler Cannon

ASSUMPTIONS

) The population below poverty is assumed to not
use skin care entirely.

e Skincare is treated as an individual product
rather than household product, avoiding the
need to divide by average family size of four.

MARKET SIZE OF SKIN CARE

Click to View Detailed
Spreadsheet

QL

Click to Go Back to
IndeXx

Qs

) 70% of females use skincare whereas only 30% of
males use skincare.

€) The entire rural population is assumed to not use
skincare, reasoning that skincare penetration is
low in rural areas due to higher costs and

preference for traditional Ayurvedic products like

€) The average replacement rate of the skincare
product is 3 months at an average price of 2350.

Multani Mitti and Neem leaves.

TOTAL POPULATION

140 CRORES

(

)

(

GEOGRAPHIC SEGMENTATION

J

[ URBAN (35%) |
49 CRORES

RURAL (65%)
91 CRORES

INCOME SEGMENTATION

4 )

BELOW POVERTY LOWER MIDDLE UPPER MIDDLE UPPER CLASS
LINE (20%) ~ CLASS (30%) | | CLAss (30%) /. (20%) ’
7.4 CRORES 19.6 CRORES 14.7 CRORES 7.4 CRORES
[ GENDER SEGMENTATION ]
| MALE(50%) | FEMALE (50%) |

20.8 CRORES

20.8 CRORES

NUMBER OF PEOPLE USING SKINCARE

MALE (30%)
6.2 CRORES

20,80,00,000

NO. OF CONSUMERS
= 20,80,00,000

(X AVG SKINCARE PRICE
= 2350

AVG REPLACEMENT
RATE= 3 MONTHS

[ FEMALE (70%) ]
14.6 CRORES

=} 229,155 CRORES
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WEEKLY REVENUE OF AN AVERAGE Cic to viow Detaled

== Spreadsheet

URBAN INDIAN CINEMA . -

Click to Go Back to
IndeXx

@ WM ][> FTIConsulting - Q@
- ASSUMPTIONS
o There are 4 shows: morning, noon, evening, and Q Only two food items are considered- Popcorn

night. (2450) and Coke (200).

€) The first two shows are non-peak hours, while the

It is assumed that a group of 4-5 people share
last two are the peak hours. 6 group peop

one tub of popcorn, and not all people are willing
€) The ticket price for the peak-hour shows is higher to buy it in the first place.

than that for non-peak hour shows. :
P @) Average occupany rate is calculated as the

@) similarly, the ticket price on weekends is higher weighted average occupancy of weekends and
than that on weekdays. weekdays.

[ NO. OF SCREENS ] X [ SHOWS PER SCREEN ]a[ SEATING CAPACITY ] = [ TICKETS AVAILABLE ]

{ 4 ) ( 4 ) { 200 ) { 3200 )

[ WEEK ]

{ WEEKDAY | { WEEKEND |

(NONPEAKSHOWS (2)] ( PEAKSHOWS(2) | [(NONPEAKSHOWS(2)] ( PEAKSHOWS(2) |

( AVG TICKET PRICE ( AVG TICKET PRICE ( AVGTICKETPRICE | [ AVG TICKET PRICE
200 300 250 350
([ OCCUPANCY | ([ OCCUPANCY ) ([ OCCUPANCY | ( OCCUPANCY |
30% 60% 40% 80%
1,92,000 5,76,000 3,20,000 8,96,000

[ 262,72,000 ]

[ FOOD & BEVERAGES ]
| POPCORN (2450) | [ AVG.OCCUPANCY ) | COKE (2200) )
49% (~50%)
( INTERESTED | o Weighted Average [ INTERESTED |
20% 15%
( 144,000 ) ( 1,92,000 ) ( F48,000 )

SALE OF TICKETS SALE OF F&B 64.64.000
=262,72,000 6 =< 1,92,000 e

25

© 180 Degrees Consulting, Shri Ram College of Commerce
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Indus Insights

o The bowling alley is a small establishment
located in a moderately busy area of Delhi, and
operates for 10 hours a day.

Q There are five bowling lanes in the alley, and each
lane accommodates two people playing for
approximatel an hour per game.

Q Customer footfall averages 60% of full capacity

WEEKLY FOOD REVENUE OF A
BOWLING ALLEY IN DELHI

Click to View Detailed
Spreadsheet

Click to Go Back to
IndeXx

ASSUMPTIONS

) Customers are 50% upper-income and 50%
middle-income; lower-income groups avoid it
due to pricing.

Q Due to premium pricing, only 75% of upper-
income and 50% of middle-income customers
buy food.

() The average spend comes out to approximately

on weekdays and 80% on weekends. 2250 per person

( TOTAL CAPACITY )

BASE CAPACITY
Alleys x Capacity per Alley

5 X 2 =10 PEOPLE/HOUR

[ DAILY CAPACITY ]
10 X 8 = 80 PEOPLE/DAY

( TOTAL CUSTOMER OCCUPANCY PER WEEK ]

( WEEKDAYS (60%) ) (
48 X 5 = 240 PEOPLE

WEEKENDS (80%)
64 X 2 = 128 PEOPLE

368 PEOPLE

( INCOME SEGMENTATION )

LOWER INCOME
(0%)

(MIDDLE INCOME (50%))
184 PEOPLE

| UPPER INCOME (75%) |
276 PEOPLE

[ NUMBER OF PEOPLE ORDERING ]

(MIDDLE INCOME (50%))
92 PEOPLE

| UPPER INCOME (75%) |
207 PEOPLE

299 PEOPLE

o BTN

NO. OF PEOPLE
ORDERING = ~300

AVG ORDER VALUE/
PERSON = 250

X

QL

Qs
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WEEKLY COMMUTE TIME FOR Cic o View Detaled

== Spreadsheet

OFFICE-GOERS IN DELHI . <

Click to Go Back to
IndeXx y

@MW M ][D Induslinsights - Q{B

- ASSUMPTIONS

¢) Time taken in one way commute from Delhi to the €) 50% of the workforce commutes outside Delhi
satellite towns of Faridabad, Gurugram or Noida and 50% commutes within Delhi.
= 1.5 hours (3 hours per day).

Q Only workers in the Tertiary sector are assumed Q 40% of the companies follow a hybrid model with
to be office go-ers. a 3-day in-office work mandate.

[ TOTAL DELHI POPULATION ]

{ 30 MILLION )

[ GEOGRAPHIC SEGMENTATION j

( URBAN (97%) ) RURAL (3%)
29.1 MILLION 0.9 MILLION

0-20 (28%) [ 20-35(35%) | [ 35-50(15%) | 50+ (22%)
3.6 MILLION 10.18 MILLION 4.36 MILLION 3.6 MILLION

( TOTAL WORKFORCE IN DELHI ]
14.5 MILLION

PRIMARY SECTOR (2%) SECONDARY SECTOR (38%) | TERTIARY SECTOR (60%) |
0.291 MILLION 5.52 MILLION 8.73 MILLION

( COMMUTING OUTSIDE DELHI (50%)] (COMMUTING WITHIN DELHI (50%)]
4.36 MILLION 4.36 MILLION

( ON-SITE WORKFORCE (60%) ] [ HYBRID WORKFORCE (40%) ] ( ON-SITE WORKFORCE (60%)] ( HYBRID WORKFORCE (40%) ]
2.601 MILLION 1.74 MILLION 2.61 MILLION 1.74 MILLION

X X X X

( WORK-FROM-OFFICE DAYS ] ( WORK-FROM-OFFICE DAYS ] [ WORK-FROM-OFFICE DAYS j ( WORK-FROM-OFFICE DAYS ]
5 3 5 3

X X X X

[ AVERAGE COMMUTE TIME ] ( AVERAGE COMMUTE TIME j ( AVERAGE COMMUTE TIME ] ( AVERAGE COMMUTE TIME ]

3 HOURS 3 HOURS 1.5 HOURS 1.5 HOURS

39.28 MILLION 15.71 MILLION 19.64 MILLION /.85 MILLION

82.49 MILLION HOURS
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REVENUE OF A DELHI-GURGAON
TOLLPLAZAIN ADAY

Click to View Detailed
== Spreadsheet

Click to Go Back to

@M I I[D BainCapability Network Index
- ASSUMPTIONS

o The toll plaza is assumed to be fully operational e Assume there are 15 booths for Delhi-Gurgaon and

24 hours a day, processing the vehicles. 15 booths for Gurgaon-Delhi.
Q A vehicle passes by every 5 minutes, 1 minute and Q We assume a day has 10 low, 6 medium, and 8

every 10 seconds through one of the booths in low, high-frequency hours.

ledium and high frequency hours resepctively.

[ 24 HOUR COLLECTION PERIOD]
[ FREQUENCY-WISE SEGMENTATION ]
[ LOW FREQUENCY ] [ MEDIUM FREQUENCY ] [ HIGH FREQUENCY ]
10 HOURS 6 HOURS 8 HOURS
[ FREQUENCY OF CARS PASSING] [FREQUENCY OF CARS PASSING] [FREQUENCY OF CARS PASSING]
12/HOUR 60/HOUR 360/HOUR
( TOTAL BOOTHS ) ( TOTAL BOOTHS ) { TOTAL BOOTHS )
30 30 30
TOTAL VEHICLES TOTAL VEHICLES TOTAL VEHICLES
- 3600 ~ 10,800 = 86,400
100,800 VEHICLES
[ TYPE WISE SEGMENTATION ]
[ 2WHEELER (10%) | AWHEELER(60%) | [ HEAVY VEHICLES (30%) |
10,800 60,480 30,240
[ TOLL TAX ] [ TOLL TAX ] [ TOLL TAX ]
o0 2100 2300
©95,04,000 260,48,000 290,7/2,000
21,56,24,000

QL

Qs
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https://docs.google.com/spreadsheets/d/1hMdbND8H8QJbe7Z3Jf3kWNNk1KbbUQZc-JTyg0xFsYo/edit?usp=sharing
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NUMBER OF ORDERS PLACED ON
SWIGGY IN DELHIIN ADAY

L_J i

1D

o Rural part of Delhi population will not prefer food

delivery platforms.

Click to View Detailed
Spreadsheet

Click to Go Back to
IndeXx

Bain Capability Network

ASSUMPTIONS

e The middle-income class population will place
only 1 order and the high-income class population
will place 2 orders in a week.

€¢) Low income population in the urban areas will not

use food delivery platforms.

Q Market Share of Swiggy is assumed to be 40%.

[ POPULATION OF DELHI ]

( 40 MILLION |
[ GEOGRAPHIC SEGMENTATION ]
( URBAN ) RURAL
36 MILLION (90%) 4 MILLION (10%)
INCOME SEGMENTATION ]
LOW INCOME ([ MIDDLEINCOME | (  HIGHINCOME |
7.2 MILLION (20%) 21.6 MILLION (60%) 7.2 MILLION (20%)
( INTERNET PENETRATION )
18.36 MILLION (85%) 6.84 MILLION (95%)
( ONLINE FOOD DELIVERY ADOPTION RATE )
9.18 MILLION (50%) 4.78 MILLION (70%)
( SWIGGY'S MARKET SHARE )
3.67 MILLION (40%) 1.91 MILLION (40%)
Q X2
( NO.OFORDERS | ( NO.OFORDERS )
3.67 MILLION 3.83 MILLION

MIDDLE-INCOME ORDERS
= 3,672,000

TOTAL ORDERS IN A WEEK
= 7,052,400

HIGH-INCOME ORDERS
= 3,830,400

e 7,052,400 ORDERS
e 1,071,771 ORDERS

DAYS IN A WEEK
=7

QL

Qs
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NUMBER OF CREDIT CARDSIN Cic o View Detaled

== Spreadsheet

e
INDIA

Click to Go Back to

: Index oL
@B [[)> BainCapability Network Q\“B
Eed ASSUMPTIONS
o Includes all the credit cards taken by Indians, not Q The percentage of working women in the high
just the active ones. and low-income categories is higher compared

to the middle-income category.
¢) India is a low to middle-income earning country

and hence the low percentage of high-income Q Middle-income earners are a growing population
earners. with growing credit needs.

e Low-income earners would prefer informal loans
over credit cards.

[ TOTAL POPULATION ]
( 1.4 BILLION )
{ INCOME SEGMENTATION |
| HIGHINCOME (10%) | | MEDIUM INCOME(60%) | | LOWINCOME (30%) |
140 MILLION 840 MILLION 420 MILLION
{ CREDIT / LOAN WILLINGNESS |
| HIGH INCOME (50%) | | MEDIUM INCOME (30%) | | LOWINCOME (10%) |
70 MILLION 252 MILLION 42 MILLION
{ ACTUALLY APPLYING FOR LOANS |
| HIGH INCOME (70%) | | MEDIUM INCOME (40%) | | LOWINCOME (20%) |
50 MILLION 100 MILLION 8.4 MILLION
[ CREDIT CARDS AFFORDABLE j
| HIGH INCOME ) [ MEDIUMINCOME | ( LOW INCOME )
2 1 1

Approach continued on the next page.
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NUMBER OF CREDIT CARDS IN ) oo
INDIA

@ B B[ 1D Bain Capability Network

Click to Go Back to
IndeXx

QL

Qs

CONTINUED APPROACH
[ NUMBER OF CREDIT CARDS ]
[ HIGHINCOME ) | MEDIUMINCOME | ( LOW INCOME
100 MILLION 100 MILLION 10 MILLION
100 100 10 210 MILLION
MILLION © MILLION © MILLION = CREDIT CARDS
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NUMBER OF OUTSTANDING D) Cickto View Detailed

== Spreadsheet

EDUCATION LOANS IN INDIA | E

Click to Go Back to

: Index oL
@B [[)> BainCapability Network Q\“B
Eed ASSUMPTIONS
o Outstanding loans are being calculated in the e Outstanding loans include those loans that have
context of domestic education. been outstanding for 7 years or more.
€) People below poverty line will not be pursuing () Outstanding loans are being considered for only
undergrad education due to lack of affordability. under-graduation level, thus only age group 18-

25 Is considered.

[TOTAL POPULATION AGED 18-25 (20%) ]
\ 280 MILLION |

{ INCOME SEGMENTATION |
| LOWER MIDDLE (35%) | | UPPER MIDDLE (25%) | { ELITE (10%) )
98 MILLION 70 MILLION 28 MILLION
{ PERCENTAGE PURSUING GRADUATION )
| LOWER MIDDLE (50%) | | UPPERMIDDLE (90%) | ( ELITE (100%) )
49 MILLION 63 MILLION 28 MILLION
{ NO. OF STUDENTS IN PUBLIC INSTITUTIONS |
| LOWER MIDDLE (80%) | | UPPERMIDDLE (60%) | ( ELITE (40%) )
39.2 MILLION 37.8 MILLION 1.2 MILLION
{ NO. OF PEOPLE TAKING LOANS |
| LOWER MIDDLE (50%) | | UPPER MIDDLE (20%) | ELITE (0%)
19.6 MILLION 7.56 MILLION 0
{ NO. OF STUDENTS IN PRIVATE INSTITUTIONS ]
| LOWER MIDDLE (20%) | | UPPERMIDDLE (40%) | ( ELITE (60%) )
9.8 MILLION 25.2 MILLION 16.8 MILLION
[ NO. OF PEOPLE TAKING LOANS |
| LOWER MIDDLE (80%) | | UPPERMIDDLE (40%) | ( ELITE (10%) )
7.8 MILLION 10.08 MILLION .68 MILION

LOWER MIDDLE CLASS UPPER MIDDLE CLASS ELITE CLASS
= 27.44 MILLION G = 17.64 MILLION ° = 1.68 MILLION e 46.76 MILLION
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Click to View Detailed

NUMBER OF BURGERS 3 e
CONSUMED PER DAY IN DELHI | E

Click to Go Back to
IndeXx y

@ B[ I 1D Nationwith Nomo . Q\“B
Eed ASSUMPTIONS

o Children aged 0-5 are excluded from burger e Not all fast-food consumers eat burgers, so a
consumption fixed percentage of fast-food users is assumed

to prefer burgers.

Q Fast-food consumption varies by income, with Q Lower Middle Class, Upper Middle Class, and High
higher income segments having higher Income Class consumers eadt burgers 2, 4, and 6
frequency and penetration. times a month respectively.

| TOTALPOPULATION
( 30 MILLION )
[ AGE WISE SEGMENTATION ]

0-5 YEARS (10%) [ 5-16 YEARS (20%)] (16-30 YEARS (30%)] [30-45 YEARS (25%)] [45+ YEARS (15%)]
3 MILLION 6 MILLION 9 MILLION 7.5 MILLION 4.5 MILLION

[ BURGER ELIGIBLE POPULATION ]

[ 27 MILLION ]
[ INCOME SEGMENTATION ]
BELOW POVERTY LINE (10%) [ LOWERMIDDLE (50%) ) ( UPPERMIDDLE (30%) ( HIGH (10%) )
2.7 MILLION 13.5 MILLION 8.1 MILLION 2.7 MILLION
(OPTING FOR FAST FOOD (20%)) (OPTING FOR FAST FOOD (55%)) (OPTING FOR FAST FOOD (70%))
2.7 MILLION 4.45 MILLION 1.9 MILLION
( OPTING FOR BURGERS (25%) ) ( OPTING FOR BURGERS (35%) ) ( OPTING FOR BURGERS (30%) )
0.67 MILLION 1.55 MILLION 0.56 MILLION
X (X X
( BURGERS/MONTH ) ( BURGERS/MONTH ) ( BURGERS/MONTH )
2 4 6
( TOTALBURGERS ) ( TOTALBURGERS ) ( TOTALBURGERS )
1.35 MILLION 6.2 MILLION 3.4 MILLION
BURGERS PER MONTH DAYS IN A MONTH 0.365 MILLION
= 10.95 MILLION 6 = 30 e BURGERS
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DAILY NETFLIX VIEWING HOURS

2 Click to View Detailed
—— Spreadsheet .
B\
OF SRCC STUDENTS =
— Click to Go Back to
. . =  Index b
@ [ ][O Nationwith Noamo Q\“B
Eed ASSUMPTIONS

o Students are segmented by income, with a larger Q Not all users watch Netflix daily, only a fraction
share in middle income group. are active on any given day (~25%).

e Netflix penetration varies by income due to Q Netflix consumption is assumed to be similar
affordability, with highest adoption in high across days, with no major weekday-weekend
Income group. variation.

e Students who watch Netflix spend a limited and
fairly consistent amount of time per day, with an
average watch time of ~1 hour per user.

| NO.OF STUDENTS INSRCC |
( 4,000 )
{ INCOME SEGMENTATION |
[ HIGH (20%) ) [ MIDDLE (50%) | LOW (30%) )
800 2,000 1,200

[ NETFLIX PENETRATION (100%) | [ NETFLIX PENETRATION (50%) | | NETFLIX PENETRATION (10%) )

800 1,000

( TOTAL NETFLIX USERS )
1,920

[ DAILY ACTIVE USERS (25%) |

480
DAILY ACTIVE USERS DAILY WATCHTIME

© 180 Degrees Consulting, Shri Ram College of Commerce
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NUMBER OF FLIGHTS THAT TAKE Cic to iew Detaled

== Spreadsheet

OFF FROM DELHI IN A DAY | E

Click to Go Back to

: Index oL
@G BB _I[D Nationwith NaMo Q\“B
Eed ASSUMPTIONS
) Al 3 runways of the 3 terminals of IGI airport to be ) The airport remains operational for all 24 hours,
used for calculation. everyday. Utilisation varies hour-by-hour.

¢) Segmentation of Hours:
Peak Hours: 6AM-9AM, 6PM-9PM
Mid-Peak Hours: 9AM-6PM, 9PM-12AM

Non-Peak Hours: 12AM-6AM () 25% of all departures are international departures,
a smaller number of planes tend to carry a larger
quantum of people.

e Half of total flight movements are departures, the
other half being arrivals.

e Only domestic flights taking off from Delhi are to
be taken into account.

[ TOTAL CAPACITY (AIRPORT INFRASTRUCTURE) ]

4 )

No. of Terminals x No. of Runways
3 x3 =9 OPERATIONAL UNITS

[ HOURLY MOVEMENTS PER RUNWAY J

| PEAK HOURS (4 MINGAP) | [ MID-PEAK HOURS (10 MINGAP)| [ NON-PEAK HOURS (15 MIN GAP) |
15 MOVEMENTS/HR 6 MOVEMENTS/HR 4 MOVEMENTS/HR

( UTILISATION PER DAY J

( PEAK HOURS (6) | | MID-PEAK HOURS (12) | | NON-PEAK HOURS (6) |
[ UTILISATION j [ UTILISATION ] [ UTILISATION j
100% 50% 25%

( HRS*MOVEMENTS J ( HRS*MOVEMENTSJ ( HRS*MOVEMENTS ]

6 X 15 12 X 6 6 X 4
(TOTAL MOVEMENTS] [TOTAL MOVEMENTS] [TOTAL MOVEMENTS]

310 324 54

TOTAL MOVEMENTS 50% DEPARTURES DOMESTIC
— 1188 (X — £94 (X o '~} 446 DEPARTURES
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NUMBER OF TEA CUPS
CONSUMED IN DELHIEACH DAY

@& I 11D Meesho

Click to View Detailed
== Spreadsheet

Click to Go Back to
IndeXx

- ASSUMPTIONS

o Delhi has a total population of approximately 30 Q The tea-drinking adults are divided into three

million. groups: 30% office-goers, 30% non-office workers,
and 40% non-working adults
e Children aged 0-15 years are assumed to not

e Office-goers are assumed to drink 4 cups per
drink ted, accounting ~20% of the population.

day, with 2 cups at home and 2 cups at work.

e About 65% of these adults are assumed to drink 0

Non-office workers drink 3 cups per day, while
tea regularly.

non-working adults consume 2 cups per day.

[ DELHI'S POPULATION ]

( 30 MILLION )

[ AGE WISE SEGMENTATION ]

0-15 YEARS(20%) [ 15+YEARS (80%) |
6 MILLION 24 MILLION

[ PROPORTION OF ADULTS WHO ARE TEA DRINKERS (65%) ]
15,600,000

[ OCCUPATION BASED SEGMENTATION ]

[ WORKING (60%) | [ NONWORKING(40%) |
9,360,000 6,240,000

[ OFFICE GOERS (30%) | [ NON OFFICE GOERS (30%) |

4,680,000 4,680,000

( CUPS PER DAY ) ( CUPS PER DAY ) ( CUPSPERDAY |
4 3

2

[ 18,720,000 CUPS ] L 14,040,000 CUPS ] [ 12,480,000 CUPS ]

45,240,000 CUPS

QL

Qs
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NUMBER OF COLLEGE CANTEENS Cic to iew Detaled

== Spreadsheet

OPERATING IN DELHI . -

Click to Go Back to

@M I[][> Meesho Index @
Eed ASSUMPTIONS

0 Delhi has a total land area of approximately Q College campuses are classified as large (50-1000

350,000 acres. acres), medium (10-50 acres), and small (0-10 acres).
e About 5% of Delhi's total land is assumed to be Q The proportion of campuses in each category is

dedicated to college campuses. assumed to be 40% large, 40% medium, and 20% small.
e Every college is assumed to have only one Q Average college size is based on campus distribution

canteen. to estimate total number of colleges.

[ TOTAL AREA OF DELHI ]
| 350,000 ACRES |
[ TOTAL COLLEGE LAND (5%) |
17500 ACRES
[ LAND DIVISION COLLEGE SIZE WISE ]
| LARGE COLLEGES (50%) | [ MEDIUM COLLEGES (30%) |  SMALL COLLEGES (20%) |
8750 ACRES 7000 ACRES 1750 ACRES
[ AVGCAMPUSSIZE | ( AVG CAMPUS SIZE ) [ AVGCAMPUSSIZE |
70 ACRES 25 ACRES 5 ACRES
| NUMBER OF COLLEGES | [ NUMBER OF COLLEGES | [ NUMBER OF COLLEGES |
125 280 350
[ NUMBER OF CANTEENS | [ NUMBER OF CANTEENS | | NUMBER OF CANTEENS |
2 1.5 1
TOTAL CANTEENS IN TOTAL CANTEENS IN TOTAL CANTEENS IN
LARGE COLLEGES MEDIUM COLLEGES SMALL COLLEGES
= 250 CANTEENS = 420 CANTEENS = 360

670 CANTEENS
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NUMBER OF FOOTWEAR BOUGHT g cucusoume
IN INDIA IN A YEAR

Click to Go Back to
IndeXx

QL

@M ] Meesho : s
Eed ASSUMPTIONS
o All kinds of footwear are included (formails, Q Women purchase more footwear annually than
casuals, sports, sandals, etc.). men due to a greater variety in footwear styles
and fashion preferences.
( TOTAL POPULATION )
[ laBILON )
( GEOGRAPHIC SEGMENTATION )
( URBAN (35%) ) ( RURAL(65%) )
490 MILLION 910 MILLION
( INCOME SEGMENTATION ]

( UPPER(10%) ) ( MIDDLE(50%) ) ( LOWER(40%) ) ( UPPER(5%) ) ( MIDDLE (25%) ) ( LOWER (70%) )
49 MILLION 245 MILLION 196 MILLION 45.5 MILLION 227.5 MILLION 637 MILLION

[ GENDER SEGMENTATION j

( MALE(50%) ) ( MALE(50%) ) ( MALE(50%) ) ( MALE(60%) ) ( MALE(60%) ) ( MALE(60%) )
24.5 MILLION 122.5 MILLION 98 MILLION 27.3 MILLION 136.5 MILLION 382.2 MILLION

( FEMALE (50%) ) ( FEMALE(50%) ) ( FEMALE(50%) ) ( FEMALE (40%) ) ( FEMALE(40%) ) ( FEMALE (40%) )
24.5 MILLION 122.5 MILLION 98 MILLION 18.2 MILLION 91 MILLION 254.8 MILLION

( NUMBER OF FOOTWEAR BOUGHT ANNUALLY j

( MALE(4) ) ( MALE(3) ) ( MALE(1LE) ) (  MALE(2) ) ( MALE(1LE) ) (  mMALE(1) )

98 MILLION 367.5 MILLION 147 MILLION 54.6 MILLION 204.7 MILLION 382.2 MILLION

( FEMALE(5) ) ( FEMALE(4) ) ( FEMALE(2) ) ( FEMALE(3) ) ( FEMALE(2) ) ( FEMALE(1.5) )
122.5 MILLION 490 MILLION 196 MILLION 54.6 MILLION 182 MILLION 382.2 MILLION

([ 220.5MILLION | [ 857.5MILLION ([ 343MILLION | [ 109.2MILLION ( 386.7MILLION | | 764.4MILLION |

( TOTAL URBAN ] ( TOTAL RURAL ]

1,421,000,000 ' 1,260,350,000 |

UBRAN FOOTWEAR DEMAND 6 RURAL FOOTWEAR DEMAND e 2,681,350,000
= 1.421 BILLION = 1.260 BILLION FOOTWEAR
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NUMBER OF WEDDINGS TAKING 2 clecovew oaties

== Spreadsheet

PLACE IN INDIA IN A YEAR | E

Click to Go Back to

Ind v
@M I ][> Meesho ndex :Q\“B
Eed ASSUMPTIONS
0 Majority of marriages in India occur in the 21-35 Q Marriage rates are expressed as an annudl
age group, the peak marrying age. percentage (%) of the segment population.
e In the 40+ age group, the number of new marriages 6 The number of weddings is half the number of
Is less, as most individuals are already married by people married, since a marriage involves two
this age and late marriages are uncommon. individuals.
e Rural areas see more marriages than urban ones
due to socidl norms favouring early marriage.
| TOTALPOPULATION |
( 1.4 BILLION )
[ GEOGRAPHIC SEGMENTATION j
( URBAN (35%) ) ( RURAL (65%) )
490 MILLION 910 MILLION
( AGE GROUP SEGMENTATION J [ AGE GROUP SEGMENTATION j

0-21 (40%) ( 21-40(25%) )( 40+(35%) ) 0-21(40%) [ 21-40(25%) )( 40+(35%)

196 MILLION ~ 122.5 MILLION 171.5 MILLION 364 MILLION  227.5 MILLION 318.5 MILLION

( MARRIAGE RATE ) ( MARRIAGE RATE ) ( MARRIAGE RATE ) ( MARRIAGE RATE )

5% 1% 6% 0.5%
(PEOPLE MARRYING ) (PEOPLE MARRYING ) (PEOPLE MARRYING ) (PEOPLE MARRYING )

6.125 MILLION 1.715 MILLION 13.65 MILLION 1.59 MILLION
( TOTAL PEOPLE MARRYING ) ( TOTAL PEOPLE MARRYING )
7.84 MILLION 15.24 MILLION
| TOTALWEDDINGS | | TOTALWEDDINGS |

3,920,000 7,621,250

URBAN WEDDINGS RURAL WEDDINGS m
= 3,920,000 -+ = 7621250 =
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NUMBER OF EV 2-WHEELERS TO BE Cic to viow Detaled

== Spreadsheet

SOLDININDIAINTHENEXTYEAR _ . ..o
@& WD Meesho =  Index s
Eed ASSUMPTIONS
0 The average household size has 3 people in Q The annual GDP growth rate is assumed to hold
urban areas and 5 people in rural areas. steady at approximately 7%.
e Two-wheeler penetration is assumed to be 60% in Q The number of EVs is assumed to grow by 20%
urban areas and 40% in rural areas. within the existing EV-owning segment.
e EV non-adoption is concentrated in the lower- Q The average lifetime of an EV two-wheeler is
middle and lower rural segments. assumed to be 5 years.
| TOTALPOPULATION |
{ 1.4 BILLION )
{ GEOGRAPHIC SEGMENTATION |
( URBAN (35%) ) ( RURAL (65%) )
490 MILLION 910 MILLION
| NO. OF HOUSEHOLDS (/3) | | NO. OF HOUSEHOLDS (/5) |
163.3 MILLION 182 MILLION
[ 2 WHEELER PENETRATION (60%) j [ 2 WHEELER PENETRATON (40%) ]
98 MILLION 72.8 MILLION
( EV ADOPTION INTEREST RATE AS PERINCOME ]
UPPER UPPER MIDDLE | | LOWER MIDDLE LOWER UPPER UPPER LOWER MIDDLE LOWER
(40%) (25%) (10%) (2%) (15%) MIDDLE (10%) (0%) (0%)
39.2 MILLION 24.5 MILLION 9.8 MILLION 1.96 MILLION 10.92 MILLION 7.28 MILLION 0 0

[ TOTALEV INTEREST HOUSEHOLDS ]

93.66 MILLION
 NEWENTRIES (7%) )  REPLACEMENT DEMAND
6.55 MILLION 0.34 MILLION
NEW ENTRIES REPLACEMENT DEMAND 9,972,200 EVTWO
= 6,556,200 ° = 3,416,000 e WHEELERS
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NUMBER OF WORKERS REQUIRED Cic to iew Detaled

== Spreadsheet

TO CATERTO 3000 ZEPTO ORDERS  _ ..o
. — Index s
@GEMELI[D> Meesho iy
Eed ASSUMPTIONS
o There are two shifts: day (7 AM - 11 PM) and night e The night shift has a low number of orders and thus,
(MPM -7 AM). requires lesser workers.
e The d(]y shift is divided into two peCIk hour slots- G Averqge time taken by a darkstore worker to
Morning (7 AM - 9 AM) and Evening (7 PM - 9 PM) complete an order is 3 minutes (20 orders/hr) and
and non-peak hours. that for a delivery executive is 15 mins (4 orders/hr).

€) Customer demand is highly concentrated, with

oeak hours driving 60% of the total daily orders. Q There are a total of 4 supervisers and 2 security

guards for both shifts combined.
Q The number of workers required in the morning shift
Is on the basis of the peak hours.

[ TOTAL ORDERS ]
{ 3000 )
{ SHIFT-WISE SEGMENTATION )
| DAYSHIFT(85%) | | NIGHTSHIFT (15%) |
{ HOUR-WISE SEGMENTATION ] HOUR-WISE SEGMENTATION )

( PEAK(60%) | NON-PEAK (40%) [ NON-PEAK )

1800 /950 450
( ORDERSPERHOUR )  ORDERS PER HOUR ( ORDERS PER HOUR )

450 62.5 56

(DARKSTORE WORKERS ) ( DELIVERY EXECUTIVES |  ( DARKSTORE WORKERS ) ( DELIVERY EXECUTIVES)
23 13 3 14

| TOTALWORKERS | [ TOTALWORKERS |
135 17

DAY SHIFT NIGHT SHIFT SUPERVISORS &

WORKERS [+ WORKERS + SECURITY Q 158 WORKERS
=135 =17 =6
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NUMBER OF RIDES A CAB Cic to View Detaled

== Spreadsheet L
R
DRIVER WOULD TAKEIN A DAY N
- Meesho n — Index S&B

- ASSUMPTIONS

0 Average trip duration is 20 minutes, reflecting o e A cab driver works an 11-hour shift per day with a 80%

typical short-to-medium urban trip in a city like Delhi. utilisation rate, accounting for breaks and traffic.
€) Each ride cycle is 35 minutes covering pickup ¢) The driver operates independently; platform
travel (8 mins), passenger loading (2 mins), the optimisations like pre-assigned next rides are not
trip (30 mins), and repositioning (5 mins). factored in.
( AVERAGE TIME TAKEN PER RIDE )
) 4 ) 4 ) 4
TIME TO REACH PASSENGER ACTUALTRIP REPOSITIONING
CUSTOMER )L WAITING/LOADING J L DURATION J | AFTER DROP-OFF
8 MINUTES 2 MINUTES 30 MINUTES 5 MINUTES

45 MINUTES

[ CALCULATION OF PRODUCTIVE TIME ]

( TOTAL WORKING HOURS ]

11 HOURS

( UTILISATION RATE J
80%

(=
{ PRODUCTIVE HOURS |

8.8 HOURS

[ TOTAL PRODUCTIVE TIME J

528 MINUTES
TOTAL PRODUCTIVE TIME 6 TOTAL RIDE CYCLE TIME e 11 RIDES / DAY
= 528 MINUTES = 45 MINUTES
Approach continued on the next page. 46
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NUMBER OF CARS ON BANDRA- Cick to view Detaled

—— Spreadsheet "
WORLI SEA LINK PER MONTH -
— Click to Go Back to
@EM D Meesho = Index s
Eed ASSUMPTIONS

0 Toll is operational 24 hours a day and there are 8 e Low, Medium & High frequency hours are 10, 6, 8,
booths in total. respectively.

Q A vehicle passes a booth every 2 minutes during Q On weekends, the volume of cars passing
low-frequency hours, every 30 seconds during through the booth increases by 25% relative to
medium-frequency hours, and every 10 seconds average weekday traffic.
during high-frequency hours.

{ HOURS IN A DAY |
( 24 HOURS )

[ FREQUENCY SEGMENTATION ]

( ow | [ MEDIUM | ([ HIGH |
10 HOURS 6 HOURS 8 HOURS
[ NUMBER OF VEHICLES PASSING THROUGH EVERY HOUR IN ALL BOOTHS ]
([ Low(30) ) [ MEDIUM (120) ) [ HIGH (360)
300 VEHICLES /20 VEHICLES 2880 VEHICLES
( TOTAL NUMBER OF VEHICLES IN A WEEK )
| WEEKDAYS (3900*5) | | WEEKENDS (3900*1.25*2) |
19,500 9,750
NO. OF VEHICLES PASSING NUMBER OF PERCENTAGE
THROUGH IN A WEEK X WEEKS X, OF CARS (= 81,900 CARS
= 29,250 =4 =70%
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SALES IN DELHI

Meesho

aEmEm>

¢) This estimation focuses solely on residential AC
sales and excludes the commercial segment.

€¢) The calculation is driven by household income

segments, with the assumption that an average

ANNUAL AIR CONDITIONER

Click to View Detailed
== Spreadsheet

Click to Go Back to
IndeXx

ASSUMPTIONS

€) The average household size is estimated to be 4

AC unit has a lifespan of 8 years.

members.

¢) The demand calculation includes  only
replacement purchases, excluding any first-time
buyers.

TOTAL POPULATION ]

( 30 MILLION )

NUMBER OF HOUSEHOLDS (4)

( 7.5 MILLION )

INCOME SEGMENTATION

[ UPPER(20%) )
1.5 MILLION

[ MIDDLE (60%) )
4.5 MILLION

[ LOWER(20%) )
1.5 MILLION

ACs PENETRATION

[ UPPER(100%) )
1.5 MILLION

[ MIDDLE (60%) |
2.7 MILLION

[ LOWER(20%) )
0.3 MILLION

ACs PER HOUSEHOLD

[ UPPER(4AcCS) )
6 MILLION

TOTAL STOCK=
10,350,000

[ MIDDLE (1.5ACS) |
4.05 MILLION

10,350,000

AC LIFESPAN (YEARS)
= 8

( LOWER(1AC) |
0.3 MILLION

1,293,750 ACs

QL

Qs

48

© 180 Degrees Consulting, Shri Ram College of Commerce



https://docs.google.com/spreadsheets/d/106kkh-Z-HXE8Wxaf-a2rfVkyhX0lfD50HKNt043x0VU/edit?usp=sharing
https://docs.google.com/spreadsheets/d/106kkh-Z-HXE8Wxaf-a2rfVkyhX0lfD50HKNt043x0VU/edit?usp=sharing
https://docs.google.com/spreadsheets/d/106kkh-Z-HXE8Wxaf-a2rfVkyhX0lfD50HKNt043x0VU/edit?usp=sharing
https://docs.google.com/spreadsheets/d/106kkh-Z-HXE8Wxaf-a2rfVkyhX0lfD50HKNt043x0VU/edit?usp=sharing
https://docs.google.com/spreadsheets/d/106kkh-Z-HXE8Wxaf-a2rfVkyhX0lfD50HKNt043x0VU/edit?usp=sharing
https://docs.google.com/spreadsheets/d/106kkh-Z-HXE8Wxaf-a2rfVkyhX0lfD50HKNt043x0VU/edit?usp=sharing
https://docs.google.com/spreadsheets/d/106kkh-Z-HXE8Wxaf-a2rfVkyhX0lfD50HKNt043x0VU/edit?usp=sharing

GUESSTIMATES

TRINITY LIFE SCIENCES

© 180 Degrees Consulting, Shri Ram College of Commerce



MARKET SIZE OF ELECTRIC

Click to View Detailed

—— Spreadsheet ’@
VEHICLES IN INDIA i
@ MBI ][> Trinity Life Sciences gy 'noex Q\“B
Eed ASSUMPTIONS
o Only 4-wheeler personal vehicles are accounted Q Rural areas have zero EV adoption due to
for: commercial vehicles excluded. infrastructure constraints.
e Average family size is 5 in rural areas and 4 in Q Vehicles owned per household - Lower Middle Class:
urbban areas. 1, Upper Middle Class: 2, High Income Class: 3.
€) Below Poverty Line households are excluded from () Average EV life is 10 years, implying an annual
vehicle ownership. replacement rate of 10%.
. TOTALPOPULATION
{ 1.4 BILLION )
[ GEOGRAPHIC SEGMENTATION j
( URBAN (35%) ) RURAL (60%)
560 MILLION 840 MILLION
{ URBAN HOUSEHOLDS |
140 MILLION
BPL (10%) | LOWER MIDDLE (50%) | | UPPERMIDDLE (30%) | | HIGH (10%) )
14 MILLION /70 MILLION 42 MILLION 14 MILLION
[ OWN VEHICLES (20%) ] [ OWN VEHICLES (60%) j [ OWN VEHICLES (100%) j
14 MILLION 25.2 MILLION 14 MILLION
[ NO.OFVEHICLES | ([ NO.OFVEHICLES | [  NO.OFVEHICLES |
14 MILLION 50.4 MILLION 42 MILLION
EV ADOPTION (0%) | EVADOPTION (10%) | | EVADOPTION (30%) |
0 5.04 MILLION 12.6 MILLION
NO. OF EVs 6 REPLACEMENT RATE e 17.64.000 EVs
=1,76,40,000 OF EVs = 10%
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MILK REQUIRED BY EACH COFFEE

Click to View Detailed
== Spreadsheet

SHOP IN CONNAUGHT PLACE

Click to Go Back to

Index
@MBEME [[)> Trinity Life Sciences
Eed ASSUMPTIONS
o Preparation time for a coffee is 5-10 minutes e Coffees are segmented as follows, along with
(average = 7 minutes). proportions of total coffee orders:
e Black Coffee (no milk), 20%
@ The day is segmented into different slots with o Latte/Cappuccino (50-100mI milk), 50%

varying occupancy rates:
Weekdays:
e 8 am-12 pm, 70% occupancy
e 12 pm-4 pm, 50% occupancy

e Regular Coffee (250 ml milk), 30%

Q Weighted average is calculated by multiplying the
weekday value by 5 and weekend value by 2 and

QL

\Y %%

R

Approach continued on the next page.

e 4 pm-10 pm, 80% occupancy dividing by 7.
Weekends:
e 8 am-12 pm, 60% occupancy
e 12 pm-4 pm, 80% occupancy
e 4 pbm-10 pm, 90% occupancy
[ NUMBER OF COFFEES (WEEKDAY) ]
| 8AM-12PM ) ( 12PM - 4 PM ) ( 4 PM - 10 PM )
240 MINUTES 240 MINUTES 360 MINUTES
X X X
| OCCUPANCY ) [ OCCUPANCY ) [ OocCuPANCY )
70 % 50 % 80 %
-+ -+ o
| PREPARATIONTIME | [ PREPARATIONTIME | | PREPARATIONTIME |
7 MINUTES 7 MINUTES 7 MINUTES
= = =
( 24 COFFEES ) ( 17 COFFEES ) { 41 COFFEES
( 82 COFFEES ) ( 5 DAYS
(= 410 COFFEES

5]
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Click to View Detailed

MILK REQUIRED BY EACH COFFEE (@ coivumomis
SHOP IN CONNAUGHT PLACE | E

Click to Go Back to
IndeXx

@ B[] Trinity Life Sciences ' Q\«B
CONTINUED APPROACH
{ NUMBER OF COFFEES (WEEKEND) )
( 8 AM - 12 PM ) ( 12PM - 4 PM ) ( 4 PM - 10 PM )
240 MINUTES 240 MINUTES 360 MINUTE

| OCCUPANCY ) | OCCUPANCY ) [ OCCUPANCY )
60 % 80 % 90 %

| PREPARATIONTIME | | PREPARATIONTIME | | PREPARATIONTIME |
7 MINUTES 7 MINUTES 7 MINUTES
(= (= (=
( 20 COFFEES ) ( 27 COFFEES ) ( 46 COFFEES )
( 94 COFFEES ] Q@ 2 DAYS )
(= 188 COFFEES
[ AVERAGE NUMBER OF COFFEES PER DAY |
| WEEKDAYTOTAL | [ WEEKENDTOTAL |
410 COFFEES 188 COFFEES
{ 598 COFFEES )
e
{ 7 DAYS |

895 COFFEES

Approach continued on the next page.
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SHOP IN CONNAUGHT PLACE

MILK REQUIRED BY EACH COFFEE

Click to View Detailed
== Spreadsheet

QL

Click to Go Back to
IndeXx

Qs

@ BB 1> Trinity Life Sciences
CONTINUED APPROACH
{ MILK CONSUMPTION
| BLACK COFFEE ) | LATTE/CAPUCCINO |
0 ML 75 ML

[ PERCENTAGE OF ORDERS ]
50 %

[ PERCENTAGE OF ORDERS ]
20 %

@ @

[ DAILY AVERAGE COFFEES ] ( DAILY AVERAGE COFFEES ]
85 85

= =
( 0 ML ) (

3187 ML ]

9.56 L/DAY

[ REGULAR COFFEE ]
250 ML

| PERCENTAGE OF ORDERS |

30 %

@

( DAILY AVERAGE COFFEES J
85

( 6375 ML )
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Click to View Detailed

NUMBER OF OPERATIONAL 3 oo
METRO TRAINS IN DELHI NCR | E

Click to Go Back to

IndeXx N

@M1 Trinity Life Sciences . Q\“B
Eed ASSUMPTIONS
0 The rural segment is not considered for availing Q A train can carry 1500 people per trip, and does
metro services. 8.5 trips per day.
e Ages 0-10 and 60+ are excluded from metro 6 Each train has 6 coaches with average capacity
ridership, and is approximately 30% of the of 250 people.
population.
€) Assume the train operates daily from 6:00 AM to
11:00 PM.
| TOTALDELHIPOPULATION
{ 30 MILLION )
{ GEOGRAPHIC SEGMENTATION |
( URBAN (80%) ) RURAL (20%)
24 MILLION 6 MILLION
[ URBAN POPULATION - AGE WISE SEGMENTATION j
24 MILLION
0-18 (30%) [ 18-25(15%) | ( 25-40(25%) | [  40-60(20%) | 60+ (10%)
/.2 MILLION 3.6 MILLION 6 MILLION 4.8 MILLION 2.4 MILLION
METRO ADOPTION METRO ADOPTION METRO ADOPTION
( (75%) J [ (50%) J ( (20%) J
2.7 MILLION 3 MILLION 0.96 MILLION
[ INCOME WISE SEGMENTATION j
6.66 MILLION
BELOW POVERTY LINE (10%) ( LOWER MIDDLE J ( HIGHER MIDDLE J ( HIGH INCOME J
oo oo 2 °o
0.67 MILLION INCOME (30%) INCOME (40%) (20%)
2 MILLION 2.66 MILLION 1.33 MILLION
METRO ADOPTION METRO ADOPTION METRO ADOPTION
( (50%) J ( (30%) J ( (5%) J
1 MILLION 0.8 MILLION 0.07 MILLION

Approach continued on the next page.
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NUMBER OF OPERATIONAL
METRO TRAINS IN DELHINCR

@ BB 1> Trinity Life Sciences

CONTINUED APPROACH

Click to View Detailed
== Spreadsheet

Click to Go Back to
IndeXx

[ TOTAL DAILY UNIQUE RIDERS

1.87 MILLION

( AVG. TRIPS PER RIDER ]

1.7

( TOTAL DAILY JOURNEYS ]
3.18 MILLION

[ AVG. CAPACITY PER TRAIN

1,500

( TRIPS PER TRAIN PER DAY ]

8.5

[ DAILY CAPACITY PER TRAIN ]

0.01275 MILLION

TOTAL DAILY JOURNEYS DAILY CAPACITY PER
= 3,170,160 e TRAIN = 12,750

249 METROS

QL

Qs
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NUMBER OF SPOTIFY PREMIUM Cic to iew Detaled

== Spreadsheet

SUBSCRIBERS IN INDIA | E

Click to Go Back to

: Index oL
@ BB MBE > Trinity Life Sciences Q\“B
Eoa ASSUMPTIONS
o Internet penetration directly correlates with e Premium subscription preferences are more likely
income levels, assuming higher income groups to be adopted by younger age groups. They tend
have greater internet access. to decrease with age due to lower tech adoption

and less utility of the service.
¢) Taken a blanket assumption that 30% of all music
listeners use Spotify.

~

! POPULATION OF INDIA

\ 1.4 BILLION )
{ URBAN (35%) | | RURAL(65%) |
490 MILLION 910 MILLION
[ INCOME SEGMENTATION j

[ HIGH (20%) J[ MIDDLE (40%) J[ LOW (40%) J [ HIGH (10%) J[ MIDDLE (40%) J[ LOW (50%) ]
98 MILLION 196 MILLION 196 MILLION 91 MILLION 364 MILLION 455 MILLION

{ INTERNET PENETRATION |

[ HIGH (100%) J[ MIDDLE (70%) J[ Low (30%) J [ HIGH (50%) J[ MIDDLE (25%) J[ LOW (5%)

—

98 MILLION 137 MILLION 58 MILLION 45 MILLION /2 MILLION 22 MILLION
( PEOPLE WITH INTERNET CONNECTIVITY j
435 MILLION

[ 0-14 YRS (26%) J [15-24 YRS (lB%)J [25-34 YRS (lG%)J [35-44 YRS (24%)} [ 45+ YRS (26%) J

113 MILLION /8 MILLION /70 MILLION 61 MILLION 113 MILLION
4 D 4 ) 4 A 4 A 4 A
MUSIC LISTENERS MUSIC LISTENERS MUSIC LISTENERS MUSIC LISTENERS MUSIC LISTENERS
N\ (50%) J \ (90%) y . (85%) J - (60%) J N\ (40%) J
56 MILLION /70 MILLION 59 MILLION 37 MILLION 45 MILLION

Approach continued on the next page.
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NUMBER OF SPOTIFY PREMIUM Cic to iew Detaled

== Spreadsheet

SUBSCRIBERS IN INDIA | E

Click to Go Back to
IndeXx

@M Trinity Life Sciences - Q{D

CONTINUED APPROACH

e

NUMBER OF SPOTIFY USERS (30%)
PREMIUM SUBSCRIPTION USERS

\. J

| 5% | | 40% o a0% | [ 20% [ 0%

848K 8.4 MILLION /.1 MILLION 2.1 MILLION 2.2 MILLION

19.96 MILLION USERS
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CHECK OUT OUR RELATED RESOURCES!

CASE INTERVIEW GUIDE 4.0

€

PROFITABILITY CASES e
In this type of case, you have to analyze the sources of revenue and costs for a company and identify ways to improve its profitability.

| DENTIFY THECASE [l PRELIMINARY QUESTIONS | TYPES OF PROFITABILITY CASES

. - Since when is the client facing this
STu g e s issue and whot is the magnitude? PROFIT PROBLEM
declining/ stagnant profits.
Identify the issue and suggest Where is the client operating?
ways to rectify.

The question asks to find ways to increase profitability or profitability
‘ growth. This is the mest straightferward and easy-to- identify prefitability case
question

Is the owverall market demand

d ing?
m ecransing [_. Example: Nike is facing declining profits. Analyze and suggest ways to rectify.

Is this industry- wide? Are dll

180Degrees

CONSUDLT N

Starbucks has been experiencing stores/products facing this issue?
declining profitability over the LOSS PROBLEM
past three years in India. Are the competitors driving The gquestion wants you to identify the reasens why your client is losing money
Analyze this  decline in prices down? Has there been a due to losses in their business and fix the issue by giving recommendations.
p re Se n tS profitability and suggest ways sudden hike in costs?

EelsveElit: — L » Example: Airtel has been facing losses for 2 years. Analyze the issues it
Is the market declining? J ;
may be facing.

FRAMEWORKS TO SOLVE PROFITABILITY CASES

MARGIN PROBLEM

/ / \ The question wants you to identify the reasons why your client company is seeing
- "‘9 \ tightening margins and wants you to address the issue.
i |
v BuIl's Eye ‘— Example: Amul is facing tightening margins affecting their profitability. Analyze.

Framework
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Ace and Master all Cases
with our exclusive guide:
Click Here.
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L Case Type | [ Organizing Body J | No. of slides | i DELIVERABLES SUMMARY |
Finance Emst& Young 17 |« SWOT analysis of blockchain in trade |
| * Cost-benefit comparison !
Rank Sector | » 1-3 year ROI modeling | ¥
N . | * Technology platform selection e SOLUTION DECK
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[ PROBLEM OVERVIEW [ SOLUTION OVERVIEW
I
| = - r . - . .
| Tradmonul_tradc finance systems are slow, paper mt.r:nsw-.‘.{lnd fraud-prone, The team proposes a phased adoption roadmap focused on feasibility, legal
I 9"?” needing 5_.10 days to proce;s Letters Of_ CrEd'_t' HSBC, Tata Steel, and compliance, stakeholder buy-in, and platform scalability. Using platforms like
: Universal Tube piloted a blockchain transaction using Contour to address Contour and tools such as essDOCS, institutions can cut transaction time, boost
| these inefficiencies. As blockchain adoption expands, institutions must assess transparency, and reduce risk. ROl is driven by operational savings, fewer errors,

i - - - i
i smkehclderl' alignment, infrastructure readiness, legal recognition, and ROI e e R e e L
| before scaling. J
* - b
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Click Here to ace Case Competitions.

CASE LIBRARY AND RESOURCES

180Degrees

CONSULTI

SR CC

CLR

—  Case Library &
Resources

Visit Case Library and Resources on
our website for more such
resources, including previous
editions and short-term materials.
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THANK

To all the aspiring consultants who made it through our Guesstimate Book -
CONGRATULATIONS!

As we reflect on the journey of creating the Second Edition of our Guesstimate Book,
we are reminded of the incredible community that has supported us every step of
the way. To each one of you who took the time to explore our book, we want to
express our sincerest gratitude. Your interest and engagement mean the world to us,
and we are honoured that you chose to invest your time in our resource.

When we first started creating this book, we dreamed of connecting with readers like
vou who value growth and learning. With this edition, we’ve continued to build on
that vision, putting in thoughtful effort to create a resource that not only educates
but also inspires. Every page reflects our commitment to making guesstimates more
intuitive, accessible, and impactful for you.

Your support is what drives us to continue creating valuable resources that help you
grow and learn.

Additionally, we would be incredibly grateful if you could take a few minutes to fill
out a short feedback form. We’'d love to hear your thoughts on what did you find
most helpful? What would you like to see more of in the future? Your insights will
help us identify areas for improvement and enhance the quality of our content for
future learners. Let’s keep the conversation going!

Please click here to access the feedback form.

Your honest opinions and suggestions are invaluable to us. We are committed to
continuously refining our resources to provide the best possible learning experience.

Thank you once again for your participation and support. We wish you the very
best in your consulting journey.
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180Degrees

CONSULTING
SRCC

nCLR

Case Library &
Resources

DIRECTORS

DAKSH KALRA DIVYANSHU JHA

JAHNVI BANSAL PESHL KUMAR

JUNIOR CONSULTANTS

AKUL MANCHANDA ANGAD SINGH

ATHARVA AGARWAL BHAVYA KHANCHANDANI
IRAM ZAHEER KVITHURNA GAYATHRI
KANAK AGGARWAL M SHAWN MURPHY
MANAV BHAYANI PAAVNI GUPTA

RASHI DHOOT RIDHIMAA MANGAAL
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	VOLUME 2
	180 DEGREES CONSULTING, SRCC

	GUESSTIMATE  BOOK
	ACKNOWLEDGEMENTS
	We would like to thank all our mentors and seniors who have helped us immensely by sharing their cases, guesstimates and interview experiences, which has enabled us to put together ‘Guesstimate Book 2.0’ a comprehensive guesstimate and consulting interview preparation resource for the incoming batches.
	We are deeply grateful to Aakriti Bassi, Aarushi Mittal, Aastha Singh, Ananya Kapil, Aryan Garg, Aryan Tara, Ashwath VK, Brahmjot Singh Saini, Chitrakshi, Manav Mahajan, Manomay Jain, Mansi Mahajan, Mishthi Dua, Prithvi Warrier, Priyanshu Sharma, Rajat Nigam, Riddhi Jain, Rupanshu Jain, Saksham Sachdeva, Samarth Garg, Sanaya Irani, Siddhi Kaul, Tanay Jain, Viren Kusreja for helping and providing us the much-needed support to put together the second edition of ‘Guesstimate Book’.
	They were always there to help us and have ensured minute and in-depth details in every case and guesstimate to ensure the best preparation for those who will be going through it.
	We would like to appreciate the sincere efforts of the entire Case Library and Resources Team, who worked day and night on this initiative. We would also like to thank Gunika Kakkar (President), Manvay Rawat (Co-President), and Aadi Jain (Chief Secretary) and Shreya Jain (Chief Secretary) for looking after the overall functioning of 180DC SRCC and allowing us to go ahead with this initiative.
	Last but not least, we would like to extend a warm gratitude towards our family and friends, who kept us supported constantly, erased all our self-doubts and were there for us every time we needed them. Without them, the Guesstimate Guide would only have been a dream.
	Thank you everyone for supporting and contributing to our initiative.
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	CHECK OUT OUR RELATED RESOURCES!
	CASE INTERVIEW GUIDE 4.0
	Ace and Master all Cases with our exclusive guide:   Click Here.

	CASE COMPETITION GUIDE 3.0
	Click Here to ace Case Competitions.

	CASE LIBRARY AND RESOURCES
	CLR
	Visit Case Library and Resources on our website for more such resources, including previous editions and short-term materials.
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	THANK YOU!
	To all the aspiring consultants who made it through our Guesstimate Book -  CONGRATULATIONS!
	As we reflect on the journey of creating the Second Edition of our Guesstimate Book, we are reminded of the incredible community that has supported us every step of the way. To each one of you who took the time to explore our book, we want to express our sincerest gratitude. Your interest and engagement mean the world to us, and we are honoured that you chose to invest your time in our resource.
	When we first started creating this book, we dreamed of connecting with readers like you who value growth and learning. With this edition, we’ve continued to build on that vision, putting in thoughtful effort to create a resource that not only educates but also inspires. Every page reflects our commitment to making guesstimates more intuitive, accessible, and impactful for you.
	Your support is what drives us to continue creating valuable resources that help you grow and learn.
	Additionally, we would be incredibly grateful if you could take a few minutes to fill out a short feedback form. We’d love to hear your thoughts on what did you find most helpful? What would you like to see more of in the future? Your insights will help us identify areas for improvement and enhance the quality of our content for future learners. Let’s keep the conversation going!
	Please click here to access the feedback form.
	Your honest opinions and suggestions are invaluable to us. We are committed to continuously refining our resources to provide the best possible learning experience.
	Thank you once again for your participation and support. We wish you the very best in your consulting journey.
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