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VALUE FOR PRODUCERS 



HOW WE WORK 

IMPACTWALA 

https://www.youtube.com/watch?v=D6HNEdjMplU


LANDSCAPE ANALYSIS 



Focus on the UK 

PARTNERS INCLUDE 

Focus on electronics 

Focus on brands 

 Focus on France 

Focus on Health and Beauty 

UN 10-Year Framework of Programmes on 

Sustainable Consumption and Production 



21% 

40% 

56% 

GLOBAL MARKET 

1 https://docs.google.com/spreadsheets/d/1CY308GdzoyhPCUf89giyLhoo_nw4z5p7xjvI1xhdg_A/edit?usp=sharing |   2 Global retail consumers segmented by willingness to pay for products with environmental & social benefits – Survey of consumers in Brazil, 

Canada,China, France, Germany, India, the UK and the US.The McKinsey Quarterly, March 2008.|  3  http://www.thealternative.in/business/new-fairtrade-india-survey-finds-that-indian-consumers-care-about-social-well-being/  |   4  http://www.mintel.com/press-
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$ 6.5 Billion 

40% 

8% 

PHASE 1 INDIA 

1 https://www.businesstoday.in/current/corporate/cosmetic-brands-surging-online-market-doubled-6.5-bn-2010/story/256548.html |   2 http://www.mintel.com/press-centre/social-and-lifestyle/healthy-living-tops-indians-list-of-goals-aspirations |  3  https://affiliate-

program.amazon.in/help/operating/schedule   

Health & Beauty products in 2018 
 
Food products in mid 2019 
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Directly addresses the Sustainable 

Development Goals set by the UN, 

primarily goal number 12 

SOLVING SDGs 



Early 

adopters 
• Woman, 35-45 years 

old 

• Married, has a post 

graduate degree 

• Lives in a tier 1 city, 

belongs to the high 

income segment 

 

INITIAL TARGET SEGMENT 
20-34 years 34-45 years >45 years 

Urban, well educated Urban, well educated, in a full time  
job, High earning, with family, 
predominantly  female 

Urban, well educated, High earning, 
with family 

Nascent - but largest - market Existing Market (current largest, 
expandable) 

Existing Market (expandable) 

Very active online Active online Not very active online 

Occasional buyer of “organic” or 
“natural” products 

Regular buyer (1-2 times weekly) Regular buyer ( 1-2 times weekly) 

Key motivators: 
Most likely to be environmentally 
conscious 

 
Mainly health conscious for self and 
family 
More likely to be an existing customer 

 
Mainly health conscious for self and 
family 
More likely to be an existing customer 

Key blockers: 
Most likely to be skeptical of 
genuineness 
Relatively high price 

 
Insufficient choice and availability of 
products 
Shortage of time 
Relatively high price 

 
Insufficient choice and availability 
Relatively high price 

*based on existing research 



BUSINESS MODEL 

Positive cash flow in 3rd year 
 
Sales commission from click-throughs to e-
commerce platforms 
 
Impactwala data feed to e-commerce 
platforms 
 
Marketing fee for product advertising  
 
Consultancy & training to manufacturers to 
improve their impact ratings 



ROAD MAP 

Dec. 2018 

Mar. 2019 

Dec. 2019 

Jan. 2018 

Oct. 2018 

Dec. 2020 



Minhaj Ameen Allen Francis Dr Bakul Rao Aromi Salot 

TEAM 
•

•

Baptiste Rabourdin 



CONTACT 

mailto:min@impactwala.org
http://www.impactwala.org/
http://www.facebook.com/impactwala

