D2C Cents | Festive Edition

Amazon & Flipkart Festive Sales 2025: The Make-or-Break Moment

Starts 237 Sept
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Why This Matters

September 23rd isn’t just another date on the calendar. It’s when Flipkart’s Big Billion Days
and Amazon’s Great Indian Festival kick off together. For India’s D2C ecosystem, this week is
the Super Bowl of e-commerce.

E-commerce festive sales are projected to cross ¥1.15 lakh crore in GMV this season — a
20-25% jump YoY. For founders, this is the quarter that defines growth. For investors, it’s

the sharpest lens to judge resilience, scalability, and customer stickiness.
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Reader Value

If you're a founder: you'll get a 90-day roadmap to nail inventory, ads, and SKUs.

If you're an investor/lender: you'll see the exact KPIs that signal who’s ready to win — and

who needs capital support.

The Core Insight
Festive demand is huge, but brutal. Winners won'’t just chase traffic — they’ll focus on hero

SKUs, platform fit, and disciplined financing to turn this spike into loyal customers.

The Storyline

1. The Stage — Why Sep 23 is the most important date in the retail calendar.
2. Signals — Categories and consumer trends driving growth.

3. Marketplace Playbook — How Flipkart vs Amazon differ this season.

4. 90-Day Framework — A founder’s operational checklist.



5. Money Matters — Financing strategies founders + investors must align on.

6. The Festival Checklist — 48-hour readiness guide.

Last year, Amazon clocked 1.4 billion visits during the festive week. Flipkart drove record

Plus member adoption in the first 48 hours. Both platforms are expected to scale even

higher this year.
Amazon Festive Week Visits (2020-2024)
1.6 —@— Amazon Visits
1.5}
1.4}

=
w
T

=
—
T

Visits (in billions)
|—\
N

=
(=}

o
©

o
0

2020 2021 2022 2023 2024
Year

This isn’t just sales — it’s brand theatre at scale. One well-placed SKU can fuel six months of

revenue. One missed SLA can bury a brand in search for weeks.

¢ Electronics + Smartphones: Still the GMV backbone (75%+ in the first week).
» Beauty, Fashion, Home: Rising categories with fat margins.

o Tier 2+ Growth: Logistics readiness matters — regional buyers are driving the new wave.



¢ Consumer Mood: Shoppers plan to spend more and nearly 40% haven’t chosen brands yet.

3. Flipkart vs Amazon — Two Different Games
Amazon: Stronger in non-metro India, high trust in reliability. Sellers with tight fulfillment &

SLA discipline rise fast.

Flipkart: Fashion + Gen Z stronghold. Plus/Black Friday-style offers drive urgency in the first
48 hours.

¢ Play both platforms differently. Don’t just cross-post.

4. The 90-Day Founder Framework

Day 90-61 | Intelligence Phase

- Day 60-31| SKU & Ops Phase —
e Design bundles to lift AOV ﬁ

‘ without deep discounting Q
e Secure regional fulfillment nodes

Day 30-0 | Financing & Launch Phase

¢ Finance only 70-80% of projected demand;
keep 20% buffer in cash/credit

e Go live early on your own website;
sync marketplace launches closer to the
event

o Activate war-room dashboards: real-time
orders, returns, SLA breaches



For Founders:
- Don’t burn margins in discounts; use bundles and value-adds.

- Diversify lenders — don’t lean on one credit line.

For Investors:
- Watch hero SKU sell-through, fulfilled orders per hour, returns, and GM%.

- Step in with bridge financing if inventory is the choke point.

{74 Hero SKUs live & search-optimised

74 Ads queued with A/B creatives

%4 Coupons & bundles tested

{4 Logistics buffer of 20% locked

{74 Dedicated battle room for first 72 hours

~

Festive sales aren’t just about discounts — they’re about storytelling at scale. Let’s look at a

few brand plays that stood out in past seasons:

1. boAt Lifestyle (Electronics)



boat

LIMITED EDITION

Instead of slashing prices blindly, boAt launched limited-edition “festive drops”. This
scarcity-driven play made their headphones and speakers “must-have” gifts, driving repeat

customers even after the sale.

2. Mamaearth (Beauty & Personal Care)



mamaearth
LEANED HEAVILY

INTO TIER-2 CITY
CAMPAIGNS

Mamaearth leaned heavily into tier-2 city campaigns on Flipkart. By packaging everyday

skincare as “Diwali Gifting Sets”, they captured an audience that wasn’t traditionally buying

premium beauty online — expanding their customer base.

3. Wakefit (Furniture & Home)



Rather than pushing discounts, Wakefit highlighted “festival hosting” bundles — dining

tables + mattresses + décor. They used storytelling to tap into the “home transformation’

mood, which made average order values jump.

Closing Note
The festive sales are not just a chance to sell — they’re a stage to win market share, test

operational muscle, and create repeat cohorts.




Brands that walk in with clarity, not chaos, will own the season.

So the real question is — what's your festival play?
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