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1. Executive Summary

This plan sets out a Mobile Retail & Distribution Business in India — a retail + distribution operation selling
smartphones/handsets, accessories, mobile recharges & connections (SIM/postpaid) & increasingly
financing/exchange, through own retail stores and/or a distribution network to sub-retailers. It earns thin
trading/retail margins plus recharge/connection commissions on high volume , monetising India's vast mobile
market & constant device-upgrade & recharge demand — an inventory-, turns-, footfall/reach-, brand-tie-up- &

commission-driven business.

India's mobile market is enormous — handset sales, upgrades, accessories, recharges & connections — with retail &
distribution the last mile. A mobile retail/distribution business is a trading & volume business: capital in inventory &
receivables, driven by brand/operator tie-ups, footfall/reach, inventory turns, product mix (handsets thin, accessories richer)
& recharge/connection commissions. Retail earns margin + footfall; distribution earns thin margin on volume to sub-
retailers + operator commissions. Margins are thin (esp. handsets), so success rests on turns, footfall/reach, brand tie-

ups, mix (accessories/services), recharge/commission & credit; it is inventory-, turns-, reach- & commission-driven.

This is a retail + distribution business — funded by promoter equity plus bank finance (CC/OD-dominant for inventory +
receivables). This plan models a mobile retail & distribution business requiring ¥1.2 crore (342 lakh promoter + X78 lakh
bank finance), targeting ¥14 crore revenue in Year 1 and ¥26 crore by Year 3. (Mobile retail & distribution; thin

trading/retail margin + recharge/connection commission on volume, turns/reach/mix-driven — figures illustrative.)

2. Business Description, Vision & Legal Structure

Concept: A mobile retail & distribution business - handsets/accessories/recharges/connections via own stores + distribution

to sub-retailers, earning retail/trading margin + recharge/connection commission.
Vision: To be the trusted mobile retail & supply partner in our market.

Mission: Deliver the right devices, accessories, recharges & connections - available, fairly priced, with service & reach.

Legal structure options

e Proprietorship / Partnership — common for retail/distribution.

e Private Limited / LLP — recommended for scale, brand/operator distributorships, credit & funding.

Regulatory anchor: mobile retail/distribution is a trading business (Shops & Establishments, GST, trade licence,
brand/operator distributorship agreements, SIM/connection KYC & operator norms, weights-and-measures). Brand/operator
tie-ups, footfall/reach, inventory turns, product mix, recharge/connection commission & credit determine success; it is

inventory-, turns-, reach- & commission-driven, thin-margin/high-volume.

3. Promoter & Ownership

Led by a promoter with mobile retail, distribution or FMCG/telecom-trade experience & brand/operator relationships. The
team includes store/retail staff, distribution/field sales (sub-retailers), purchase/inventory & accounts (credit/commission).

Brand tie-ups, footfall/reach, turns & mix are the differentiators. Ownership & stakes are editable inputs.



4. Market Analysis — India

India's mobile market — handset sales/upgrades, accessories, recharges & connections — is vast & recurring, with
retail & distribution the essential last mile; smartphone penetration, upgrades, 5G & data-plan growth sustain
demand. Demand is mobile-/upgrade-/recharge-driven & steady. The market rewards brand/operator tie-ups,
footfall/reach, turns, mix (accessories/services), recharge/commission & credit; it is inventory-, turns-, reach- &

competition-sensitive, met with tie-ups, turns, reach & mix.

Demand drivers

¢ Vast handset sales & upgrades (5G).
o Recharges & connections (recurring).
o Accessories & services (richer margin).
« Financing/exchange & EMI.

o Last-mile retail/distribution demand.

Market sizing (illustrative framing)

TAM Mobile retail/distribution in India Very large & recurring
SAM Local/regional market & segment Substantial
SOM (Yr 1-3) Stores / sub-retailers / volume Scaling

Target segments

o Retail customers (handsets/accessories/recharge).
e Sub-retailers (distribution).
e Operators (connections/commission).

e Financing/exchange & institutional.

5. Competition & Competitive Advantage

Landscape: other mobile retailers/distributors, large-format & brand-exclusive stores, e-commerce (online handset sales)

& operator channels. The business competes on availability/range, price/turns, footfall/reach, brand tie-ups, service & mix.

The business's edge

« Brand/operator tie-ups & availability.

« Footfall/reach (location/distribution).

e Turns & competitive pricing.

* Mix (accessories/services/commission).

« Service, financing/exchange & relationships.

6. Products & Revenue Model
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Handset sales (retail/distribution) Thin margin (3-7%) Core volume

Accessories Higher margin (20-40%) Margin
Recharge / connections Commission Recurring/commission
Financing / exchange / EMI Commission/margin Attach/margin
Distribution to sub-retailers Thin distribution margin Volume

Handsets are thin-margin (3-7%) volume; accessories carry richer margin; recharge/connections earn commission
(recurring); financing/exchange add attach/margin; distribution earns thin margin on volume. Economics = volume X
margin-mix X turns + commissions; brand tie-ups, footfall/reach, turns, mix & commission drive it — the decisive mobile-

retail/distribution levers (thin-margin, high-volume, turns-driven).

7. Go-to-Market — Retail & Distribution

« Retail footfall (location, range, service, offers).
o Distribution reach (sub-retailers, field sales).

Brand/operator tie-ups (availability/commission).

Mix & attach (accessories/services/financing).

e Turns & credit (volume/relationships).

Sales approach

Drive retail footfall (location/range/service) + distribution reach (sub-retailers) — secure brand/operator tie-ups
(availability/commission) - lift margin with accessories/services/financing - manage turns, credit & commission. Brand tie-

ups, footfall/reach, turns & mix build volume & margin on recurring mobile demand.

8. Operations Plan (retail + distribution)

o Retail: store(s), display/range, sales staff, service, footfall.

Distribution: stock to sub-retailers, field sales, beat, logistics.

Inventory: handsets/accessories stock, turns, brand tie-ups, price-protection.

Services: recharge/connection (KYC), financing/exchange, after-sales.

Compliance: Shops-&-Establishments, GST, SIM-KYC/operator norms, distributorship.

Workflow

e P
Source Brand/operator/distributor Cost/availability
Stock Retail + distribution Turns/availability
Sell Retail/sub-retailer Volume/mix
Attach Accessories/recharge/finance Margin/commission

Manage Turns/credit/price Receivables/price-risk



9. Regulatory, Licences & Compliance (India)

o Trading: Shops & Establishments; trade licence; GST; Udyam.
o Distributorship: brand/operator agreements; price-protection.
e Connections: SIM/connection KYC; operator/telecom norms.

o Consumer: weights-and-measures; warranty; after-sales.

10. Organisation & Manpower Plan

Promoter / manager

Retail / store staff 6 12 20
Distribution / field sales 4 8 14
Inventory, logistics & service 3 5 9

Accounts & admin

11. Implementation Timeline & Milestones

Setup Month 0-2 Store(s), brand/operator tie-ups, inventory, distribution, launch
Ramp Month 2-7 Footfall, sub-retailers, turns, mix, commission

Traction Month 7-12 Volume & turns; X14cr revenue

Expand Year 2 More stores/sub-retailers/mix, X20cr

Scale Year 3 X26¢r revenue; reach & mix

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. Mobile retail/distribution is thin-margin, high-volume; inventory +

receivables are the main WC; handset price-protection & turns matter; commissions & accessories/services lift margin.

12.1 Project cost & means of finance

capital reqUirement _

Inventory (handsets/accessories) 60,00,000
Working capital (sub-retailer receivables) 30,00,000
Store(s) setup, fit-out & display 20,00,000

Distribution, tech & pre-operative 10,00,000



1'20’00'000

Promoter contribution 42,00,000

Bank finance (term + CC, MSME) 78,00,000

12.2 Projected Profit & Loss (3 years)

_

Handset sales (retail + distribution) 11,00,00,000 15,50,00,000 19,50,00,000
Accessories 2,00,00,000 3,20,00,000 4,50,00,000
Recharge/connections, financing & other 1,00,00,000 1,80,00,000 2,00,00,000
Cost of goods sold 12,30,00,000 17,80,00,000 22,40,00,000
Salaries & staff 65,00,000 95,00,000 1,25,00,000
Rent, distribution & overheads 60,00,000 90,00,000 1,15,00,000
Interest & other 12,00,000 18,00,000 23,00,000

13'67’00'000 19'83’00'000 25'03’00'000
Net profit (before tax) 33,00,000 67,00,000 97,00,000

Net margin 2.4% 3.3% 3.7%

12.3 Unit economics & break-even

¢« Volume x margin-mix x turns: handsets are thin (3-7%) volume; accessories (20-40%) & commissions
(recharge/connection/financing) lift blended margin; inventory turns against holding/interest & handset-price-protection
is the core lever.

« Mix & commission: accessories, services, recharge/connection commission & financing/exchange attach are the
margin levers on thin handset volume; footfall/reach drive volume.

« Break-even: at a volume/turns threshold covering rent, staff & interest; net margins thin (retail/distribution), profit

scales with volume, turns, mix & commission.

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

PartiCUIars (?) mmn

Opening balance 7,00,000 6,40,000 6,50,000 6,80,000
Collections 2,90,00,000 3,40,00,000 3,80,00,000 4,00,00,000
Purchases, salaries & operating 2,90,60,000 3,39,90,000 3,79,70,000 3,99,00,000

Closing balance 6,40,000 6,50,000 6,80,000 7,80,000

Mobile retail/distribution carries handset/accessory inventory + sub-retailer receivables WC; handset prices fall (price-
protection risk). Turns, credit discipline, brand price-protection, mix (accessories/commission), CC & the WC margin manage

cash; handset-price erosion, over-holding, credit defaults & competition (online/large-format) are the key risks — met with



turns, mix, brand terms & credit control.

12.5 Key Performance Indicators to Monitor

e Sales: volume; handset vs. accessory/commission mix; footfall; sub-retailers.
¢ Inventory: turns; ageing; price-protection.
e Margin: gross margin; mix; commission share.

o WC: receivable days; inventory days; CC.

13. Funding Requirement & Bankability

Total ask: 78 lakh bank finance against X42 lakh promoter contribution — term for store/distribution setup plus CC/OD
for working capital (inventory + sub-retailer receivables), MSME-eligible. Bankability rests on volume, turns,
brand/operator tie-ups & reach; mobile demand is vast & recurring. Year-1 profit ~X33 lakh growing to X97 lakh supports

servicing; turns, mix & commission are key. Brand tie-ups, footfall/reach, turns & mix underpin the model.

13.1 Funding utilisation

Inventory (handsets/accessories) 60,00,000 50%
Working capital (sub-retailer receivables) 30,00,000 25%
Store(s) setup, fit-out & display 20,00,000 16.7%
Distribution, tech & pre-operative 10,00,000 8.3%

1'20’00'000 100%

14. Risk Analysis & Mitigation

Handset-price erosion / price-protection Turns, brand price-protection, demand-based stocking, timing
Thin margins / online & large-format competition Mix (accessories/commission/services), turns, service, reach
Credit defaults (sub-retailers) Credit control, limits, checks; CC; relationships

Inventory holding / obsolescence Turns, demand-based stocking, range management
Brand/operator tie-up loss Multiple brands/operators, relationships, reach

15. SWOT Analysis

Strengths Weaknesses

Vast/recurring mobile demand; retail + distribution; Thin margins (handsets); price-protection risk; inventory-/credit-

brand/operator tie-ups; commission/accessory margin; reach. /WC-intensive; online/large-format competition.



Opportunities Threats

5G upgrades; accessories/services; financing/exchange; Online/e-commerce & large-format; handset-price/margin;

recharge/connection; sub-retailer/geographic expansion. brand shifts; credit defaults.

16. Recommended AiSevak Tools for This Business

This mobile retail/distribution business would use AiSevak's Telecom vertical tools in delivery:

o Retail/distribution ops: inventory/turns & footfall/POS, distribution/sub-retailer & recharge/commission, mix/margin
tools.

o Compliance: brand/operator-tie-up & SIM-KYC, GST & credit-control tools (with Retail & Finance verticals).

e Practice: Business Plan, turns/margin-mix and Break-even tools to model the business.

17. Key Assumptions & Notes

e Mobile retail & distribution: handsets/accessories/recharges/connections via own stores + distribution to sub-retailers;

thin trading/retail margin + recharge/connection commission on volume.

e Volume x margin-mix X turns + commissions decisive; brand/operator tie-ups, footfall/reach, turns, mix

(accessories/services) & commission are the levers; handsets thin, accessories/commission richer.

e Term + CC/OD (MSME) for WC (inventory + receivables); Shops-&-Establishments/GST, distributorship, SIM-KYC/operator
norms.

e Volume, turns, mix, commission & credit drive economics; thin margins, high volume, WC-intensive; figures illustrative,
exclude GST.

» Use these tools now — free on AiSevak

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

https://aisevak.in/verticals/telecom — 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.
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