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A B O U T  N I C O B A R :  
J O U R N E Y S  A C R O S S  T H E  I N D I A N  O C E A N

"How can a country like India not have its own

interpretation of a tropical design language? In

2014, we had just returned from a trip to Sri

Lanka and were blown away with how Geoffrey

Bawa had re-imagined Sri Lanka and been a

catalyst in the development of a design identity

(in the same way that Muji has interpreted a

Japanese design language and Ikea a Swedish

one). With our vast coastline and the only ocean

named after a country, we knew our inspiration

was going to be "journeys across the Indian

Ocean" a theme we related to personally growing

up in India but living and travelling at various

points across Asia, the US and Europe." 

Raul Rai, Co-founder, Nicobar.

Source Fortune (India), November 2019

 

Founded in 2016, Nicobar is an Indian lifestyle

design brand that focuses on travel, home, and

fashion accents, built with a digital focus from

the outset. Founded by Raul Rai (Investment

banker turned design retailer) and his wife

Simran Lal (also CEO of Good Earth, a heritage

luxury brand under Eicher Motors Limited, the

company behind Royal Enfield motorbikes.)

Nicobar’s design philosophy has two stands;

mindful design and products that have a

tropical, modern design signature. 

 

At Nicobar Indian-ness is an undercurrent which

translates to reflect in the designs that  have

local influences but are globally relevant so

you could be as much at home wearing Nicobar

in a London Tube or a New York subway.

 

 



Womenswear
59%

House & Home
20%

Travel
10.9%

Menswear
6.4%

Gifting
3.8%

1.1 NICOBAR
IN NUMBERS

75k+
NUMBER OF CUSTOMERS

 2 0 1 9

800
PRODUCTS PER DAY

2 0 1 9

15
RETAIL STORES

2 0 1 9

250
TRANSACTIONS / DAY

2 0 1 9

900
PRODUCTS SOLD / DAY

2 0 1 9

4700
VISITORS / DAY

2 0 1 9

25%
REVENUE FROM DIGITAL

2 0 1 9

20%
INTERNATIONAL

CUSTOMERS

2 0 1 9

C A T E G O R Y - W I S E
A T T R I B U T I O N  T O

S A L E S ( 2 0 1 9 )



35-45 years
42%

46-55 years
25%

56-65 years
17%

Under 35 years
8%

Over 65 years
8%

Nicobar is for modern consumers who seek
connection with things they acquire. Moving
away from quick and compulsive purchases
toward more thoughtful acquisitions, they
make their own rules, bypassing big boxed
stores in favor of small, independent retailers -
the kind of people who care about where their
clothes come from, they don’t just buy a
product, they buy into the company that makes
that product. 
 
First time : has shopped just once
Repeat : 2-4 times in 12 rolling months
Regular : 4-5 times in 12 rolling months
Loyal : 7 or more times in 12 rolling months.
Castaway : Haven't interacted with the brands
in 12 rolling months
 

CLOTHING
MENSWEAR | WOMENSWEAR | KIDSWEAR
The clothing collection is focused on fit, form,
and fabric, with clothes that you can wear in
many different ways, styling and layering being
the essential central theme.  
Price range $18- $485
 
HOUSE & HOME
TEXTILES | DINING | DECOR
Simplicity and detailing are the cornerstones of
the home collections, designed to aid you in a
voyage of discovery toward creating a home you
love. 
Price range $6- $170
 
TRAVEL
ACCESSORIES | APPAREL
The travel line is for people imbibing wanderlust
in their daily lives - a streamlined line of bags,
clothing, and accessories designed to be worn
and carried with ease, and with each other
Price range $7- $144
 
 

1.2 CUSTOMER
& PRODUCTS



Nicobar comes from a pedigree of brand builders, the Eicher Motors Group owned by the Lal
Family that has build brands like Royal Enfield and Goodearth. 
Simran Lal, an alumnus of FIT, New York is the Co-founder & Creative Director of Nicobar and
CEO, Goodearth, which she built with her mother Anita Lal, over the last 20 years.
 
Raul Rai, Co-founder & CEO of Nicobar , completed his MBA at the Harvard Business School
and graduated as a Baker Scholar. He joined investment banking and private equity focused
on tech, telecom, media and retail. His years at Goldman Sachs and General Atlantic in New
York and London taught him the importance of mentorship, culture and long term thinking
which culminated in him launching Nicobar.
 
 
 



1.3 Problem
Statement
Nicobar wants to dr ive
customer acquisit ion
by identify ing product
and category aff init ies
of f i rst - t ime customers
and bui ld a tai lored
marketing campaign
strategy based on the
insights
 

 
 

W h a t  p r o d u c t s  s h o u l d  w e  s h o w  t o
a  p o t e n t i a l  c u s t o m e r  w h o  w a l k s
i n t o  t h e  s t o r e ,  v i s i t s  t h e  s i t e  o r
c a n  b e  t a r g e t e d  t h r o u g h  d i g i t a l
a d v e r t i s i n g ?
I n  g e n e r a l ,  i s  c a t e g o r y  i n t e r e s t
f o r  f i r s t - t i m e  s h o p p e r s  d i f f e r e n t
v e r s u s  r e p e a t ,  r e g u l a r ,  o r  l o y a l
c u s t o m e r s ?
I n  g e n e r a l ,  a r e  p r o d u c t
p r e f e r e n c e s  f o r  f i r s t - t i m e
s h o p p e r s  w i t h i n  a  s p e c i f i c
c a t e g o r y  d i f f e r e n t  v e r s u s  r e p e a t ,
r e g u l a r ,  o r  l o y a l  c u s t o m e r s ?

I n s i g h t s  n e e d e d :
 
1 .

2 .

3 .



S H O P P I N G  S P E N D S  O F  C U S T O M E R  S E G M E N T S  A C R O S S  A L L  C A T E G O R I E S
A N D  S A L E S  C H A N N E L S  ( A N N E X  4 . 1 )

J U N E ' 1 7 - M A Y ' 1 8

This analysis contains sales data from all channels for June 2017 - May 2018, contains all
sales for categories: Women's, House & Home, Men's, Travel, Accessories
Top Products are defined by total quantity (units) purchased

 

ASP= Average Selling Price (average cost of sold goods per customer)
ABQ= Average Bill Quantity (average number items purchased in a single bill per customer)
ABV= Average Bill Value (average spend per customer per bill)

 

A v e r a g e  B i l l  V a l u e  ( A B V )  f o r  f i r s t  t i m e  c u s t o m e r s  i s  n o t  o n l y
c o m p a r a b l e  t o  o t h e r  c u s t o m e r  s e g m e n t s  b u t  t h e  n u m b e r  o f
o r d e r s  a t t r i b u t e d  t o  f i r s t - t i m e  c u s t o m e r s  s t r o n g l y  o u t w e i g h

o t h e r  c u s t o m e r  s e g m e n t s ,  h o w e v e r  4 0 %  f i r s t  t i m e  c u s t o m e r s
s p e n d  a b o u t  $ 4 8  o n  a v e r a g e .



Key Takeaways Across Segments

KEY
TAKEAWAYS

C A T E G O R Y  A N D  P R O D U C T  A F F I N I T Y  O F  F I R S T
T I M E  C U S T O M E R S  A N D  K E Y  L E A R N I N G

( A N N E X  4 . 1 )

W h i l e  H o u s e  &  H o m e  c a t e g o r y  m a k e s  u p  f o r  t h e  b u l k  o f
p r o d u c t  p u r c h a s e s  f o r  f i r s t - t i m e  c u s t o m e r s ,  a l m o s t  3 2 %  o f
t h e  f i r s t  p u r c h a s e s  a t  N i c o b a r  a r e  n o t e d  t o  b e  f o r  g i f t i n g .

I n  o r d e r  t o  d r i v e  p o t e n t i a l  c u s t o m e r s  t o  t r a n s a c t  a t
N i c o b a r ,  t h e  b r a n d  n e e d s  t o  d e v e l o p  a  s t r o n g  c u r a t i o n  a n d

b r a n d i n g  f o r  i t s  g i f t i n g  r a n g e . *  

* G i f t  p u r c h a s e s  a r e  i d e n t i f i e d  t h r o u g h  g i f t  w r a p p i n g  o r  g i f t  c a r d  p u r c h a s e  i n  t h e  b i l l s
g e n e r a t e d  o r  w h e n  b i l l i n g  a d d r e s s  a n d  s h i p p i n g  a d d r e s s e s  d i f f e r .  W i t h i n  b r a n d  s t o r e s ,  t h e  s t a f f

p e r s o n a l l y  m a k e s  a  n o t e  o f  g i f t - p u r c h a s e s  d a i l y  b y  a s k i n g  t h e  c u s t o m e r  d i r e c t l y .  



1.4 NICOBAR'S 
STORY-TELLING

“We have focussed on content to tell
the product story, as opposed to
spending marketing money,” says Raul
Rai, CEO and co-founder, Nicobar. “To
date, we have spent less than 7 percent
of revenue on advertising, and more
than 10 percent on content creation.
For us, content and commerce are
integrated, and communicating our
inspiration and beliefs leads the
strategy, versus pushing marketing
plugs and messaging.”
 
Raul Rai, Co-founder, Nicobar
Source: Forbes India "How India Can
Become a Global Fashion Hub"
published March, 2019
 

Story telling through curation
Story-telling through copy
Story-telling through imagery
Story-telling through price affinity

GIFTING CAMPAIGN TO DRIVE
CUSTOMER ACQUISITION:
1.
2.
3.
4.

 



J U N E J U L Y

A U G

Key Message: Shop
for gifts  specially
curated for your

sister or your brother
(Rakhi*)

Target Groups:
1. Men (to induce them to
buy gifts from Nicobar for

their sisters, in the hope that
thereby they get exposed to

the brand and also see
menswear

2. Women: to induce them to
buy Nicobar rakhis and send

gifts to their brothers
overseas

S E P

Key Message: Shopping for
gifts is a skill and we've

made it really easy for you.
Plan your gifts early with us-

all you need to do is pick!
Target Group: Men and

Women looking for
specially curated gifts

this festive/holiday
season

O C T

Key Message: We've
done your work for you
- pre-packed, curated
gifts sets to suit your

needs this festive
season (Diwali)
Target groups:

Shoppers who buy
multiple gifts

especially for festive
parties, and are

looking for pre-kitted
gifts which are more

economical (gift box is
free) .

N O V

Key message: No
room for boring
gifts: Nicobar's

holiday gift guide is
here! (And we have

a gift for every
stocking)

Target Groups: Men &
women gift shoppers who
need help in curating gift

and need more
personalized gifting

options

D E C

Key Message:  1. Gifts that evoke
the essence of India through

modern, Indian design from the
lens of Nicobar

2. Christmas alert: our
complimentary gifting service is
here. Avail our service all-month
long and allow our gifting elves
to help you find a present that is
useful, thoughtful and would suit

your budget.
Target Group: Expats,

Indophiles, Indians travelling
overseas to family during

holidays, India-proud men &
women, Non-resident Indians

1 . 4 . 1  M A R K E T I N G  C A L E N D A R
J A N ' 1 9 -  D E C ' 1 9

C R A F T I N G  T H E  G I F T I N G  C A M P A I G N
The gifting campaign was rolled out across all customer touch-points with consistent

strategic messaging over a 12-month period 

J A N F E B M A R A P R M A Y

Key Message: Give greats gifts, just because!
Business Rationale: In India, typically, January to July is an off-season for occasion-led gifting.
Since we now know that approx. 32% of first-time customers shop Nicobar as a gift, we drove
the campaign with an emotion-led message of giving hand-picked gifts to your loved ones to
create a memorable moment.
Target Audience: Primary: Men & Women between 35 years-55 years
Secondary: Men & Women between 25 years- 35 years who aspire to shop Nicobar but price
points may be an entry to barrier for them. 

Business Rationale: In India, August to December is the peak gifting
season due to multiple festivals such as Rakhi, Diwali, Christmas and

wedding gifting that reaches its peak during this time. During this
period, we drove the gifting campaign by curating distinct products and

key messages for each occasion month-on-month. 

*Rakhi is an Indian festival that celebrates siblings. Brothers typically buy gifts for their sisters,
who tie "rakhi" (a thread signifying their bond) on the brothers' wrist



 
 
2. Customizable gifts cards were launched
in digital form to bolster gifting options
 
 
 
 
 
 
 
3. Across all Nicobar stores, special gifts
counters showcasing the gifting range,
curation and gift wrapping options was
displayed, to be positioned perennially.
 
 
 
 
 
 

 On the website: 'The Gift Shop' was
launched online with a dedicated
landing page and visibility  on the
main menu top navigation. 

 
 
1.

 
 
 
 
 

1 . 4 . 2  V I S I B I L I T Y  I N - S T O R E S  A N D  O N  W E B S I T E



1 . 4 . 3  C A M P A I G N  A R T W O R K S  A N D
D I S S E M I N A T I O N  ( A N N E X  4 . 2 )

R A K H I
C A M P A I G N

( L E F T )

D I W A L I
C A M P A I G N

( R I G H T )



F O R  T H E  B R I D E S M A I D S
$ 1 8 - $ 3 2

F O R  T H E  B U S I N E S S  T R A V E L E R
$ 6 6

F O R  T H E  B A C K P A C K E R
$ 2 0 - $ 4 5

F O R  T H E  D E C O R  E N T H U S I A S T
$ 1 8 - $ 3 0



T H E  G I F T I N G  C A M P A I G N  L E D
T O  A C Q U I S I T I O N  O F  1 0 , 8 0 0

C U S T O M E R S  I N  2 0 1 9
R E S U L T I N G  I N  $ 1 . 2 M  I N

S A L E S *  

While newsletters are disseminated to existing
customer base, Facebook/Instagram ads are
primary tools for customer acquisition and
hence call for a deep-dive in their
performance.
In order to gauge the efficacy of story-telling
(visual + copy) of ads we compare the number
of people who click on the ad (CTR%) against
number of people who buy from the brand
after clicking the ad (Conversion %)
It is seen that with increase in CTR%, the
Conversion % also increases, and both the
metrics increase month-on-month from August
to November
Please note that December metrics are
anomaly to this trend since, in general,
December was relatively a slow business
month 

1.

2.

3.

4.

 

CLICK THROUGH RATES OF GIFTING
ADS MAPPED AGAINST

CONVERSIONS FROM THOSE CLICKS

2.1
OUTCOME:
ACQUISITION

A U G
S E P

O C T

N O V

D E C

*Please note that ~5% of sales attributed to 'gifting' might
actually come from House & Home category (and might not

essentially be gifts), however, currently there is no method to
mitigate this overlap



T H E  G I F T I N G  C A M P A I G N  L E D
T O  A C Q U I S I T I O N  O F  1 0 , 8 0 0
C U S T O M E R S  R E S U L T I N G  I N

$ 1 . 2 M  I N  S A L E S *  

 

SALES ATTRIBUTION in % ACROSS
CATEGORIES 2017 v/s 2019

Jan'17-Dec'19

2.2
OUTCOME:
SALES

Sales contribution of House &1.
Home (primary affinity category of first-time
customers) increased by 2%
 
2. Gifting in standalone generated 3.8% of
sales in 2019 and is now regarded as an
individual category by Nicobar
 
3. Menswear was launched in 2017 but its
contribution to sales was negligible. A
significant % of acquired customers in 2019
are shopping for menswear 

*Please note that ~5% of sales attributed to 'gifting' might
actually come from House & Home category (and might not

essentially be gifts), however, currently there is no method to
mitigate this overlap



 The highest engagement rate achieved on
Instagram post on gifting= 11% 
 User-generated Instagram mentions for our gifts =
150% increase

1.

2.

P R E S S  M E N T I O N S  F O R  G I F T I N G
I N C R E A S E  B Y  4 0 0 %  

S O C I A L  M E D I A  M E N T I O N S  F O R
G I F T I N G  I N C R E A S E  B Y  1 5 0 %

3. Press mentions of Nicobar's gifting increase by
400% over a 12-month period with a PR value of
$55,000
4. Gifting-led stories covered by Vogue, Elle,
Architectural Digest, GQ India, among others

2.3
OUTCOME:
PR



 
With the success of Gifting campaign in 2019, Nicobar has since launched Gifting as a
category and introduced customization of bulk products in its 'Gifting Service' to tap into
corporate gifting market. 
In a survey conducted recently, it was noted that Nicobar customers' frequency of gift
purchases is higher than industry average at 6.87 times/year (industry average= 5 times/year)
Annex 6.1
The brand's next mission is to reinvent the merchandise mix to cater to a wider audience for
gifting, such as men, kids & international clientele. 
 

 
"You guys are doing a fantastic job! For me personally your imagery and branding tug at the

escapist inside."
(Nicobar customer)

Since its inception, Nicobar has focused on content and story-telling to drive marketing
initiatives. While Nicobar's storytelling has rekindled the joy for Indian-ness as an under-
current of modern design, one of the biggest challenges the brand has faced is to scale
business online without resorting to discounts. 
It was therefore essential that Nicobar delivers high-converting content that is not only
distinctive, relevant to its target consumer group, but also consistent in its attributes
across all customers touch-points so that it builds a strong recall. 
 
At Nicobar, we believe that the quality of content leads the strategy rather than how we
push the messaging. The gifting campaign is a quintessential example of content marketing
complementing design-led products, to move the needle on furthering business goals, such
as, growing digital to 25-30% of our revenue, expanding our product categories and
acquiring international audience- all without resorting to discounts. We're also closer to
our goal of breaking even. (Nicobar aims to break even in 12-15 months)
 
 

3.
SUMMARY

S T O R Y - T E L L I N G :  A  M A R K E T I N G
S T R A T E G Y  T H A T  D O E S N ' T  L E A N  O N

D I S C O U N T S  T O  A C Q U I R E
C U S T O M E R S

Read similar case-study of Nicobar's story-telling by Instagram, here.

https://business.instagram.com/success/nicobar?locale=en_GB


E N D  O F  R E P O R T
( A d d i t i o n a l  i n f o r m a t i o n  &  A n n e x u r e s  t o  f o l l o w )



Additional Information 
& Annexures



- Summer Overlay was popular for first-timers, mostly purchased for gifting since it is free-size
-Silhouettes play a big role - sleeves versus sleeveless is to be assessed since comfort is a high
factor for potential customer
 
 
 

This analysis contains sales data from all channels for June 2017 - May 2018, contains all
sales for categories: Women's, House & Home, Men's Travel, Accessories
Top Products are defined by total quantity (units) purchased

 

OVERVIEW: ALL
CATEGORIES

WOMENSWEAR
CATEGORY

4 . 1  C A T E G O R Y - W I S E  P U R C H A S E
B E H A V I O U R  A N D  A N A L Y S I S



MENSWEAR
CATEGORY

HOUSE & HOME
CATEGORY

-  Boxers and pocket squares popular and bought in multiples- because of quirky design and also great
gifting options
- Many shoppers in this category are women who are shopping for their partners or customers who are
shopping for gifts
 

 

Pillow and Cushion fillers are high quantity for all given the assortment of pillowcases
-Candles and mugs popular for all segments and a high volume is purchased for gifting
-First-timers bought more cheese knives and salt & pepper shakers



TRAVEL
CATEGORY

ACCESSORIES
CATEGORY

-Open collar Top and Jersey Top were popular across all
- Shen Toilet Kit stood out for first-timers, many of which are purchased as gifts
 

- Stationary popular across all, Palm, specifically with newer customers
 
-Opportunity in pairing or kitted giftable pickups at the time of checkout. High
opportunity to increase volume of purchases here.
 
-Gift cards : All customers are shopping gifting items from this category. There is an
opportunity to bring in new customers by running gifting campaigns or launching
kitted products. 
 
 



TAKING 
ACTION

In December 2018, Nicobar's Marketing team collaborates with Merchandisers & Website team to create a
cross-promotional gifting campaign that focuses on bundling products from categories identified in the study
in  1.2. The campaign identifies the best-selling low ASP (average selling price) products from the study, as
well as, products which first-time customers have a high affinity towards. The Communications team, then
styles photo-shoots to curate product groups (such as "In the Study",  On the Move"), crafting strong
campaigns around people, their personalities and the gifts your can give them.

 

4 . 2  B U I L D I N G  R E C A L L  F O R  G I F T I N G
T H R O U G H  S T O R Y - T E L L I N G



While the gifting campaign aims to personalize perfect gifts from a wide range of products, occasions,
suited to various personalities and budgets, its primary aim is to "Give great gifts, all year long". The
campaign helped hand-pick gifts that tell a great story, have strong strong design aesthetic, is wrapped in
eco-friendly packaging and may be given just to create memorable moments. The campaign was built to
drive those emotions to give a gift to your loved ones just because!

 

TAKING 
ACTION

4 . 2 . 1  T H E  U S P :  G I V E  A  G I F T  J U S T  B E C A U S E



Total respondents: 583
1) Customers: 285

2)Followers on Instagram (referred to as "may be customers")
 

For what occasions do you buy gifts? Please rank
options by preference (you can drag and drop these into the order you
choose, with 1 being your favourite, and 9 being your least favourite.
 

B O T H  C U S T O M E R S  A N D  “ M A Y  B E ”  C U S T O M E R S  B U Y
G I F T S  L A R G E L Y  F O R  B I R T H D A Y ,  H O U S E W A R M I N G ,

A N N I V E R S A R Y  A N D  F E S T I V E  G I F T I N G . . .

6 . 1  N I C O B A R  G I F T I N G  S U R V E Y ,
N O V E M B E R  2 0 1 9



Total respondents: 583
1) Customers: 285

2)Followers on Instagram (referred to as "may be customers")
 What is the biggest challenge you face when it comes to finding

gifts?
 

W H I L E  U T I L I T Y  F O R  T H E  R E C I P I E N T  I S  T H E
B I G G E S T  C H A L L E N G E ,  W H A T  G I F T S  T O  B U Y  A N D

V A L U E  F O R  T H E  $ $  S P E N T  F O L L O W
S U I T

6 . 1  N I C O B A R  G I F T I N G  S U R V E Y ,
N O V E M B E R  2 0 1 9



Total respondents: 583
1) Customers: 285

2)Followers on Instagram (referred to as "may be customers")
 

If you choose to sign-up to this free
service, who would you use it for? Please select in order of priority:
 

H I G H  P R O B A B I L I T Y  T O  G I F T  T O  C L O S E  F R I E N D S
A N D  P A R T N E R S

How often do you buy gifts for people outside close friends and family
(colleagues, neighbours or acquaintances)? Say, 5 times a year?
 

F R E Q U E N C Y  O F  G I F T I N G  O U T S I D E  C L O S E  C I R C L E
F O R  O U R  C U S T O M E R S  I S  H I G H E R  T H A N  A V E R A G E

6 . 1  N I C O B A R  G I F T I N G  S U R V E Y ,
N O V E M B E R  2 0 1 9



6 . 1  N I C O B A R  G I F T I N G  S U R V E Y ,
N O V E M B E R  2 0 1 9

Total respondents: 583
1) Customers: 285

2)Followers on Instagram (referred to as "may be customers")
 

What makes for an ideal gift?

U S E F U L N E S S  T O  T H E  R E C I P I E N T  M A T T E R S  T H E
M O S T  W H I L E  S I Z E  I S  I R R E L E V A N T

How would you like to use Nicobar's
personalized Gifting Service, when launched?

8 0 %  O F  T H E  R E S P O N D E N T S  A R E  L I K E L Y  T O  U S E  N I C O B A R ' S  G I F T I N G  S E R V I C E


