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1. Executive Summary

This plan sets out a Consumer-Durables Manufacturing unit in India — a factory assembling & manufacturing
durable goods (small & kitchen appliances, fans, mixers, water purifiers, small white goods or electricals) under own
brand and/or as an OEM/ODM for other brands, sold through distribution, modern & general trade, e-commerce & D2C,
with warranty & after-sales service. It earns durables-manufacturing & brand margins on production volume &
brand/OEM mix, monetising assembly capacity, quality/BIS, distribution & after-sales — a brand-, distribution- &

working-capital-driven consumer-manufacturing business.

India's consumer-durables & appliances market is large & fast-growing, driven by rising incomes, electrification, aspiration,
premiumisation, replacement cycles & the D2C/e-commerce boom, plus Make-in-India, PLI (white goods/components) &
import substitution. A durables unit can build own brands (higher margin, brand/marketing/distribution risk) and/or
OEM/ODM for others (steady, lower-risk volume). Success rests on product/quality & BIS certification, assembly capacity &
cost, distribution reach, after-sales/warranty & brand or OEM contracts. It is working-capital-heavy (inventory, channel

credit) with brand & distribution the key challenge.

This is a capital- & working-capital-intensive MSME manufacturing business — funded by promoter equity plus bank finance
(term loan for plant + CC/OD for working capital, under CGTMSE/SIDBI & PLI where eligible). This plan models a unit
requiring ¥2 crore (X72 lakh promoter + X1.28 crore bank finance), targeting X5 crore revenue in Year 1 and X9 crore by

Year 3. (Consumer durables; own-brand + OEM mix, BIS/quality, distribution- & WC-driven, after-sales-led.)

2. Business Description, Vision & Legal Structure

Concept: A consumer-durables unit manufacturing/assembling quality appliances - own brand + OEM/ODM - with BIS

certification, distribution & after-sales/warranty.
Vision: To build a trusted durables brand & reliable OEM manufacturer.

Mission: Make quality, reliable, well-supported appliances at competitive cost & scale.

Legal structure options

¢ Private Limited — recommended (for brand, OEM contracts, BIS, finance & scale).

e LLP — possible, but brand & distribution favour a company.

Regulatory anchor: a durables unit is a factory + regulated consumer producer — Factories Act & factory licence, GST, BIS
certification (mandatory for many appliances/electricals), pollution CTE/CTO, e-waste (EPR), fire & labour/safety, electrical &
product safety, labelling/weights-and-measures, warranty/consumer-protection & trademark (own brand), plus PLI (white
goods/components) eligibility. Product/quality/BIS, assembly capacity & cost, distribution, after-sales & brand or OEM

contracts determine success; WC-heavy with brand/distribution the key challenge.

3. Promoter & Ownership

Led by a promoter with appliances/electronics-manufacturing, brand or distribution experience. The team includes
production/assembly, quality/BIS, product/design, procurement/supply-chain, sales/distribution, marketing (own brand) &
after-sales/service. Product/quality, cost, distribution, after-sales & brand/OEM relationships are the differentiators.

Ownership & stakes are editable inputs.



4. Market Analysis — India

India's consumer-durables & appliances market is large & fast-growing, driven by rising incomes, electrification & rural
penetration, urbanisation, aspiration, premiumisation, replacement cycles & the D2C/e-commerce boom, supported by
Make-in-India, PLI (white goods/AC/LED components) & import substitution. Demand spans small/kitchen appliances,
fans, purifiers & electricals. The market rewards product/quality/BIS, cost, distribution, after-sales & brand; it is

distribution-, WC- & competition-sensitive, met with product, cost, distribution, after-sales & OEM + own-brand mix.

Demand drivers

« Rising incomes & electrification.
o Aspiration & premiumisation.

o Replacement & upgrade cycles.
o« D2C/e-commerce boom.

¢ Make-in-India, PLI & import substitution.

Market sizing (illustrative framing)

TAM Consumer durables/appliances in India Very large
SAM Category/region & capacity Substantial
SOM (Yr 1-3) Own-brand + OEM volume Scaling

Target segments

e Own-brand consumers (trade/e-commerce/D2C).
e Brands needing OEM/ODM.
e Modern & general trade, distributors.

o Institutional & export buyers.

5. Competition & Competitive Advantage

Landscape: established durable brands, other OEMs, imports & unorganised players. The unit competes on

product/quality/BIS, cost, distribution, after-sales, brand & OEM reliability.

The unit's edge

o Product/quality & BIS certification.
+ Cost & assembly efficiency.

o Distribution & e-commerce reach.
o After-sales/warranty network.

o OEM reliability + own brand.

6. Products & Revenue Model
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Own-brand durables Brand margin (higher) Margin/growth

OEM / ODM for brands Cost-plus / per-unit Steady volume/utilisation
Modern & general trade Distribution margin (net trade) Reach
E-commerce / D2C Higher margin (own channel) Margin/data
Spares, service & AMC Recurring margin Annuity/stickiness

Own brand earns higher margin (with marketing/distribution/warranty cost & risk); OEM/ODM gives steady, lower-risk volume
& utilisation. Trade carries margins/credit; e-commerce/D2C is higher-margin; spares/service is annuity. Product/quality/BIS,
cost, distribution, after-sales & brand/OEM mix drive economics — the decisive durables levers; WC (inventory + channel

credit) is the key constraint.

7. Go-to-Market — Marketing & Sales

« OEM/ODM B2B (utilisation base).

o Distribution & trade (GT/MT) for own brand.
¢ E-commerce & D2C for margin & reach.

« After-sales network as differentiator.

¢ Product, quality/BIS & brand building.

Sales approach

Build utilisation base with OEM/ODM — grow own brand via distribution (GT/MT), e-commerce & D2C - win on product,
quality/BIS, cost & after-sales —» deepen distribution, brand & service annuity - diversify categories. OEM volume + own-

brand margin, with quality, distribution & after-sales, build a balanced, scalable business.

8. Operations Plan

¢ Plant & assembly: assembly/manufacturing lines, component sourcing, testing/QC (BIS), warehousing; after-
sales/service setup.

e Process: product/design -» component sourcing = assembly/manufacture — testing/QC/BIS - packing/labelling -
distribution/dispatch — after-sales/warranty.

* Quality & compliance: BIS certification, product/electrical safety, testing, e-waste (EPR), warranty.

o Supply chain & WC: component sourcing (incl. imports), inventory, channel credit, distribution.

e Tech: ERP, production planning, inventory, distribution & service/CRM systems.

Durables workflow

_ Activity m

Design Product/BOM Cost/quality
Source Components Cost/lead-time
Assemble Line/manufacture Utilisation/yield

Test/BIS QC/certify Quality/compliance



Distribute/serve Trade/e-com/after-sales Reach/warranty

9. Regulatory, Licences & Compliance (India)

Product & safety: BIS certification (mandatory for many appliances/electricals); electrical/product safety; testing.

Factory & environment: Factories Act & factory licence; pollution CTE/CTO; e-waste (EPR); fire & labour/ESI/PF.

Labelling & consumer: labelling/weights-and-measures; warranty & consumer-protection; trademark (own brand).
e Business & schemes: Pvt Ltd; GST; PAN/TAN; import (IEC) for components; Udyam; PLI (white goods/components) if
eligible.

10. Organisation & Manpower Plan

Promoter & plant head

Assembly / production 20 32 48
Quality/BIS, product & testing 4 7 11
Sales, distribution & marketing 6 11 18

After-sales/service, procurement & admin

11. Implementation Timeline & Milestones

Setup Month 0-5 Plant, lines, BIS certification, licences, first OEM/brand, after-sales
Ramp Month 5-10 Utilisation, quality, distribution, OEM + own-brand

Traction Month 10-12 Capacity & distribution; X5cr revenue

Expand Year 2 Own brand, e-commerce/D2C, categories, service annuity

Scale Year 3 X9cr revenue; brand & capacity growth

12. Financial Plan (lllustrative)

All figures are illustrative model assumptions for an Indian context, shown so the promoter can replace them with live rates.
They are not projections of guaranteed results. Consumer durables; own-brand + OEM mix, BIS/quality, distribution- & WC-

driven.

12.1 Project cost & means of finance

capital reqUirement _

Plant, assembly lines & testing/BIS 85,00,000



Factory setup & utilities 25,00,000

Working capital (components, FG, channel credit) 55,00,000
BlS/certifications, brand launch & pre-operative 20,00,000
Contingency 15,00,000
Promoter contribution 72,00,000
Bank finance (term + CC; CGTMSE/SIDBI/PLI) 1,28,00,000

12.2 Projected Profit & Loss (3 years)

_

Own-brand durables (trade + e-com/D2C) 2,50,00,000 4,60,00,000 5,60,00,000
OEM / ODM 2,20,00,000 3,20,00,000 2,90,00,000
Spares, service & AMC 30,00,000 60,00,000 50,00,000
Components & material 3,15,00,000 5,25,00,000 5,55,00,000
Assembly labour & power 50,00,000 76,00,000 86,00,000
Distribution, marketing & after-sales 55,00,000 95,00,000 1,05,00,000
Overheads, admin & QC 45,00,000 62,00,000 70,00,000
Interest & depreciation 28,00,000 32,00,000 33,00,000

4'93'00'000 7'90'00'000 8'49'00'000

Net profit (before tax) 7,00,000 50,00,000 51,00,000

Net margin 1.4% 6.0% 5.7%

12.3 Unit economics & break-even

o Mix & margin: OEM/ODM gives steady utilisation at cost-plus; own brand earns higher gross margin (net of
marketing/distribution/warranty) — the mix balances risk & return.
o Distribution & WC: durables need inventory (FG + components) & channel credit; e-commerce/D2C improves margin

& cash; after-sales annuity builds stickiness.

« Break-even: at a utilisation/distribution threshold covering fixed & marketing costs; OEM base helps reach it, own-

brand scale lifts margin — quality/BIS, distribution & cost decisive.

12.4 Projected Cash Flow — Year 1 (quarterly, illustrative)

Particulars (f) nm‘m

Opening balance 10,00,000 8,80,000 8,40,000 8,60,000
Collections 88,00,000 1,10,00,000 1,30,00,000 1,48,00,000

Components, labour, distribution & interest 89,20,000 1,10,40,000 1,29,80,000 1,47,00,000



Closing balance 8,80,000 8,40,000 8,60,000 9,60,000

Durables are WC-heavy — FG & component inventory plus channel credit (30-60 days) tie up cash; e-commerce/D2C & OEM
advances ease it. Utilisation, inventory & channel-credit discipline, e-com mix, CC & contingency manage cash; own-brand

marketing/distribution burn, component/forex & channel credit are the key risks — met with OEM base, D2C & WC discipline.

12.5 Key Performance Indicators to Monitor

e Mix: own-brand vs. OEM; own-brand gross margin; e-com/D2C share.
e Ops: capacity utilisation; yield; BIS/quality; warranty/return rate.
o Distribution: reach; sell-through; channel credit days.

e WC: FG & component inventory; receivable days; CC utilisation.

13. Funding Requirement & Bankability

Total ask: ¥1.28 crore bank finance against 72 lakh promoter contribution — term loan for plant & lines + CC for
working capital (inventory + channel credit), under CGTMSE/SIDBI & PLI (white goods/components). Bankability rests on
capacity utilisation, OEM contracts, BIS/quality, distribution & brand; durables is a growing, import-substitution sector & the
unit is asset-backed. Year-1 near break-even scaling to X51 lakh profit & service annuity support servicing; OEM base de-

risks utilisation, own brand drives upside; WC is the watch-item.

13.1 Funding utilisation

Plant, assembly lines & testing/BIS 85,00,000 42.5%
Working capital (components, FG, channel credit) 55,00,000 27.5%
Factory setup & utilities 25,00,000 12.5%
BlS/certifications, brand launch & pre-operative 20,00,000 10%
Contingency 15,00,000 7.5%

2'00’00'000

14. Risk Analysis & Mitigation

_ Mitigation

Own-brand marketing/distribution burn OEM base; disciplined brand spend; e-com/D2C; phased brand build
Working capital (inventory + channel credit) OEM advances; e-com/D2C; inventory & credit discipline; CC
Component / forex (imports) Localisation/PLI; multi-source; hedging; pricing

Quality / BIS / warranty BIS, testing, quality; after-sales network; return-rate control

Competition (brands/imports) Product, cost, distribution, after-sales & niche/value positioning



15. SWOT Analysis

Strengths Weaknesses

Large growing market; OEM base + own-brand upside; asset- WC-heavy (inventory + channel credit); own-brand marketing
backed; PLI/Make-in-India; after-sales annuity. risk; component/forex-dependent; competition.
Opportunities Threats

Durables/D2C boom; PLI & localisation; e-commerce; new Brand majors & imports; component/forex & channel credit;
categories; exports; service annuity. marketing burn; margin pressure.

16. Recommended AiSevak Tools for This Business

This consumer-durables unit would use AiSevak's Manufacturing vertical tools in delivery:
o Plant ops: ERP/production-planning, capacity-utilisation/yield, component-sourcing/inventory and distribution/after-
sales-CRM tools.

o Compliance: BIS-certification, factory & e-waste (EPR), labelling/warranty and trademark/PLI tools (with Legal & Finance

verticals).

e Practice: Business Plan, mix/WC-economics and Break-even tools to model the unit.

17. Key Assumptions & Notes

e Consumer durables; own-brand (higher margin/risk) + OEM/ODM (steady utilisation); trade + e-commerce/D2C + service

annuity.

e Product/quality/BIS, cost, distribution & after-sales decisive; WC-heavy (inventory + channel credit); OEM base de-risks,

own brand drives upside.

e Capital-/WC-intensive; term + CC (CGTMSE/SIDBI; PLI white goods/components); Factories Act, mandatory BIS, e-waste
(EPR), labelling/warranty, IEC.

o Utilisation, quality/BIS, distribution, after-sales & mix drive economics; figures illustrative, exclude GST.

» Use these tools now — free on AiSevak

Every tool referenced in this plan is available on aisevak.in. Open the Manufacturing toolkit to browse and use them all

at https://aisevak.in/verticals/manufacturing — or go straight to any specific tool at

https://aisevak.in/service/<tool-name>. No signup needed to explore; each tool guides you step by step.

Prepared by AiSevak.in — a product of ABL Digital Technologies. Al-powered business services for India. This is Al-assisted guidance; figures are
illustrative and not a guarantee of results. Verify all numbers, licences and regulatory requirements with a qualified professional before relying on this

plan for binding decisions. © 2026 ABL Digital Technologies Private Limited.
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