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PHASE 1 — FOUNDATION
1. What is Flipkart Marketplace and How It Works

Flipkart is India's largest homegrown eCommerce marketplace, owned by Walmart. As of
2024, it has over 500 million registered users and processes millions of orders daily across
19,000+ pin codes.

How the marketplace works: Flipkart operates as a third-party marketplace. You (the seller)

list your products. Flipkart provides the platform, logistics infrastructure, and customer base.
When a customer places an order, you either ship it yourself or Flipkart's logistics arm (Ekart)
handles it.

The Money Flow:



Customer pays X1,000

- Flipkart deducts commission (e.g., 8-18%)

- Flipkart deducts shipping charges (45-100)

- Flipkart deducts payment gateway fee (~2%)

-> You receive settlement in your bank account (T+7 days typically)
Key entities to know:

o Flipkart Seller Hub — Your central dashboard (seller.flipkart.com)

Ekart Logistics — Flipkart's own delivery network

Flipkart Fulfillment (FBF) — Warehousing by Flipkart

Smart ROl — Flipkart's ad platform

Seller Protection Fund (SPF) — Dispute resolution system

Flipkart vs Amazon India (Quick Comparison):

Factor Flipkart Amazon India

Market Share ~48% ~38%

Strength Tier 2/3 cities, fashion, electronics Premium buyers, books, D2C
Commission  5-25% 6-25%

Logistics Ekart (strong Tier 2/3 reach) Amazon Logistics

Competition Slightly lower in many categories Higher
Brand Registry Flipkart Brand Alliance Amazon Brand Registry

Bottom line: Flipkart is stronger in electronics, fashion, home appliances, and reaches deep
into Tier 2/3 India. If your product targets mass-market India, start here.

2. Seller Account Creation — Step-by-Step
Prerequisites before you start:

e GST Number (mandatory)

e Active bank account in business/personal name

e PAN Card



Email ID (dedicated for business)

Phone number

Step-by-step registration:

Step 1:
Step 2:
Step 3:

Step 8:

Go to seller.flipkart.com - Click "Start Selling"

Enter mobile number - OTP verification

Fill business details:

Business name (can be your personal name initially)
Business type (Proprietorship / Partnership / Pvt Ltd / LLP)
State of registration

Enter GST details:

GSTIN number

GST certificate upload (PDF)

Flipkart verifies this — takes 24—72 hours

Bank account details:

Account holder name must match GST registration

IFSC code, account number

Flipkart does a X1 penny drop verification

Pickup address:

This is where Ekart will come to pick up your orders

Can be your home address initially

Category selection:

Select which category you want to sell in

Some categories need brand approval (electronics, fashion)
Sign Seller Agreement:

Read carefully — includes return policy, SLA commitments

Sign digitally

Approval timeline: 2-5 business days typically



Pro Tip: Use a dedicated Gmail for Flipkart. You'll get hundreds of emails from Flipkart —
keep it separate from personal mail.

3. GST, Bank Account & Business Registration Requirements
GST Registration:
e Mandatory for all Flipkart sellers, no exceptions
e Even if your turnover is below %20 lakhs threshold, you need GST to sell on Flipkart
e Cost: Free to register on GST portal (gstin.gov.in) or X500-2,000 via CA
e Turnaround: 3—7 business days
What GST registration gives you:
o Ability to collect GST from customers
e Input tax credit on purchases
e Legal standing as a business

Which GST slab applies to you:
Category GST Rate
Clothing under X1,000 5%

Clothing above 1,000 12%

Electronics 18%
Footwear 12% or 18%
Home décor 12-18%
Books 0%

FMCG/Personal care 18%

Business Registration Types (which one to choose):

Sole Proprietorship (Recommended for beginners):
e No formal registration needed (optional Udyam/MSME)
e GSTin individual name

e Simplest, cheapest



e Risk: Unlimited personal liability
Private Limited Company (For scaling above X50L/year):
e Separate legal entity
e Higher trust with customers and banks
e Cost: X8,000-15,000 to register
e Compliance: Annual ROC filing, audits
LLP (Middle ground):
e Limited liability with simpler compliance than Pvt Ltd
e Good if you have a partner

Practical advice: Start as a proprietorship. Once monthly revenue crosses X3-5 lakhs
consistently, consider converting to Pvt Ltd for tax efficiency and scalability.

Bank Account:

Current account preferred (for business transactions)

Banks that work well: HDFC, ICICI, Kotak, SBI

Current account requires business proof (GST certificate works)

Zero-balance current accounts available (Kotak Neo, HDFC Startup)

Important: The name on your bank account MUST match the name on your GST certificate.
Mismatch = account rejection on Flipkart.

4. Types of Sellers and Business Models
Model 1: Reseller

e Buy from wholesalers/distributors, sell on Flipkart

¢ No manufacturing, no branding

e Low entry barrier

e Lower margins (10-20%)

e High competition on same products

e Best for: Beginners with limited capital (220,000-50,000)
Model 2: Private Label Seller

e Source generic products, brand them as your own



Get your logo/packaging made

Margins: 30—-60%

Requires brand registration eventually

Best for: Sellers who want to build a sustainable brand

Model 3: Wholesale Seller (B2B via Flipkart Wholesale)
o Sell to other businesses/kiranas
e Higher volume, lower margins per unit
e Requires large inventory
e Best for: Manufacturers and large distributors
Model 4: D2C Brand
¢ Your own brand, exclusive products
e Highest margins (40-70%)
e Requires investment in branding, IP
e Best for: Long-term brand builders
Model 5: Exclusive Brand Seller (EBL)
e Flipkart's program for established brands
e Exclusive launches, better visibility
e Apply only after 6-12 months and significant sales

Which model is right for you?

Capital Available Recommended Model

Under 30,000 Reseller

%30,000-1,00,000 Reseller = transition to Private Label
X1,00,000+ Private Label from day one

X5,00,000+ D2C Brand with full brand stack

5. Flipkart Commission & Fee Structure Explained Simply

Every time you make a sale on Flipkart, several deductions happen. Understanding these
BEFORE you price your product is non-negotiable.



Deductions on every order:
a) Commission Fee (Category-wise):
Category Commission %

Mobile phones 5-6%

Laptops & computers 5-8%

Large appliances 5-8%

Clothing 10-15%
Footwear 12-15%
Home décor 12-15%
Toys 10-15%

Beauty & personal care 10-18%
Sports & fitness 10-12%
Books 15-18%
b) Shipping Fee:
e Charged based on weight slab and delivery zone (local/zonal/national)
e Example: A 500g product in the same zone = X45-55, national = X75-95
e Overweight charges apply above 500g per slab
e FBF has different (usually lower) shipping rates
c) Collection Fee:
¢ Payment gateway charges = ~2% of selling price
e Applies on all orders
d) Fixed Fee:
¢ Flat X0-50 depending on category and price slab
e Charged in addition to commission

e) GST on Flipkart fees:

e 18% GST is charged on all Flipkart fees (commission + shipping + collection)



e You get this as Input Tax Credit, so effective cost reduces
Real-world example:
Product: Cotton T-shirt
Selling Price (SP): X599

Product Cost (COGS): X150

Flipkart Deductions:
Commission (12%): X71.88
Shipping (local): X50.00
Collection fee (2%): %11.98
Fixed fee: X5.00

GST on fees (18%):  X24.99

Total deductions: X163.85

Net payout to seller: X435.15
Your gross profit: ~ X435.15 - X150 = X285.15
Gross margin: ~47%

Golden Rule: Your selling price must give you at least 30—35% gross margin AFTER all Flipkart
fees and your product cost. Anything below 20% gross margin is dangerous territory.

Use Flipkart's own Fee Calculator (available in Seller Hub under "Fee Calculator") before
finalizing any product price.

6. FBF, Self-Ship & Other Fulfillment Models Explained
Option 1: Self-Ship (Seller Fulfilled)
¢ You store inventory at your location

Ekart picks up from your address when order is placed

You pack and hand over to Ekart delivery person

Pros: Full control over inventory, no storage fee

Cons: You must have good packaging, reliable process, limited delivery speed badge



e Best for: Beginners, large/heavy items

Option 2: FBF — Flipkart Fulfillment by Flipkart
e You send bulk inventory to Flipkart's warehouse
o Flipkart stores, packs, and ships directly

e Pros: "Flipkart Assured" badge, faster delivery, higher search ranking, less operational
work

e Cons: Storage fees, prep requirements, less control

e Storage fee: X15—-30 per cubic foot per month

Best for: Sellers doing 30+ orders/day on a product
FBF Eligibility Criteria:
e Seller must have 95%+ order fulfillment rate
e 90 days of selling history (sometimes waived)
e Product must meet packaging/barcode requirements
Option 3: Flipkart Plus Delivery
e Express same-day/next-day delivery for select pin codes
e Requires inventory in Flipkart's nearest fulfillment center
e Massive conversion rate boost for customers who want fast delivery
Which to choose when:
Situation Recommendation
Just starting Self-ship
Scaling past 30 orders/day Migrate to FBF
Light, standardized products FBF from early on
Heavy/bulky products Self-ship or regional warehouse
Multiple locations Self-ship + regional FBF

Pro Insight: "Flipkart Assured" tag (given to FBF products) increases click-through rate by 20—
35% based on seller community data. It's a significant trust signal.

PHASE 2 — PRODUCT RESEARCH



1. How to Find Winning Products

Product research is the most important skill you will develop. A bad product with great
marketing still fails. A great product with average marketing still sells.

What makes a "winning product":
e Consistent demand (not seasonal only)
e Price range X200-%2,000 (sweet spot for impulse buys + margin)
e Weight under 1 kg (keeps shipping cost manageable)
e Not dominated by big brands in top 10 results
e Solves a real problem or has clear utility

Can be differentiated (better photos, better bundling, unique variant)

Method 1: Flipkart Best Seller Lists

e Go to any category - Sort by "Popularity"

e Products that appear on page 1 with hundreds of reviews = proven demand

e Look at the reviews-to-rating ratio — high reviews + 4+ stars = validated product
Method 2: Flipkart Search Auto-suggest

e Type a keyword in Flipkart's search bar slowly

¢ Note all auto-suggestions — these are real searches by customers

e Example: Type "wooden" = suggestions include "wooden wall clock", "wooden
photo frame" - demand signal

Method 3: Tracking New Arrivals
e Go to category - Filter by "New Arrivals"
e Products getting traction quickly = market is responding to a new demand
o If a 30-day-old listing already has 50+ reviews = explosive product
Method 4: Amazon India Cross-Reference
e Products trending on Amazon India typically come to Flipkart 3—6 months later
e Use Amazon's Movers & Shakers section daily
Method 5: Meesho and Glowroad Intelligence

e These reseller platforms show trending products in Tier 2/3 markets



e What's trending on Meesho often indicates mass-market demand that Flipkart
buyers will follow

Method 6: Social Media Research
e Instagram Reels, YouTube Shorts - Products being heavily promoted in India
e Search "#flipkart" or "#onlineshopping" on Instagram

e Products with massive organic engagement = proven consumer interest

2. Product Validation Methods
Before ordering 100 units, validate the product exists in real demand.
Validation Method 1: Competitor Sales Estimation

e Go to a competitor listing selling the product

e Look at their review count

¢ Rule of thumb: Reviews + 100 x 30 = approximate monthly orders

e Example: 500 reviews = 500 + 100 x 30 = 150 orders/month estimated
Validation Method 2: Price History Analysis

e Use browser extensions like Keepa (for Amazon cross-reference)

e If the price has been stable or rising over 6+ months - consistent demand
Validation Method 3: Test Order / Small Batch

e Source 5-10 units, list at a slightly higher price

e If you get organic orders within 7 days without ads - validated product

e This is the most reliable method
Validation Method 4: Keyword Search Volume

¢ Use Google Keyword Planner (free) to check monthly searches for the product
keyword

¢ 10,000+ monthly searches = decent demand

e Cross-check with Flipkart's own trending searches (available in Seller Hub)

3. Market Demand Analysis

Check these signals before entering a product:



Demand Signals:
e Flipkart search autocomplete suggestions
e Multiple competing sellers (proves demand exists)
e Seasonal upticks in Google Trends India
e Related searches on Flipkart product pages ("People also searched for")
Demand Red Flags:
e Only 1-2 sellers in entire category (could mean no real demand)
e No reviews on any listing despite months of availability
e Product only visible in paid search results, not organic
Demand Sweet Spot:
e 5-15 active sellers in your sub-niche
e Top seller has 200-2,000 reviews (not 10,000+ — that's too entrenched)
¢ Average selling price supports 35%+ margin after fees

¢ Google Trends shows stable or growing search interest

4. Competition Analysis
Step 1: Identify top 5 competitors

e Search your main keyword on Flipkart

¢ Note the top 5 organic results (not sponsored)
Step 2: Analyze each competitor:

e Price point

Number of reviews and average rating

Main images — quality and style

Title keywords they're using

Description gaps (what they haven't mentioned)

Customer complaints in 1-2 star reviews (your opportunity)
Step 3: Find the gap Ask: "What can | do BETTER than all 5 competitors?"

Common gaps to exploit:



e Better product photos (most sellers use bad photos)
e More complete size/color variants
e Better packaging (unboxing experience)
e Lower price with same quality
e More detailed description
e Faster shipping via FBF
Competition Scoring Matrix:
Rate each competitor 1-5 on:
¢ Image quality
e Review count
e Price competitiveness
e Description completeness
¢ Fulfillment speed

If average score across all 5 is below 3.5 - good opportunity for you to enter and dominate.

5. Pricing Strategy
The 3-Layer Pricing Formula:
FLOOR PRICE = Product Cost + All Flipkart Fees + Minimum 20% Profit
TARGET PRICE = Floor Price x 1.3 (leaves room to discount)
LAUNCH PRICE = 10-15% below market average competitor price
Pricing psychology tactics:

o 499 > 3500 (psychological pricing)

e 3999 feels like budget but 1,050 feels premium

o Offer bundle pricing (buy 2 get 10% off) using Flipkart's combo listing feature
Dynamic pricing approach:

e Monitor competitor prices weekly

e If top competitor drops price - don't panic-drop yours

e Instead, improve perceived value (better image, add accessory)



e Onlydrop price if you're getting fewer than 50% expected clicks
Price elasticity by category:

e Electronics: Low elasticity (X50 difference matters a lot)

e Fashion: Medium (customers compare across 3-5 listings)

e Home décor/gifts: Low elasticity (design and visuals drive purchase more than price)

6. Product Sourcing in India

Source 1: Wholesale Markets (Physical)

Market City Best For

Sadar Bazaar Delhi Home décor, gifts, stationery
Chandni Chowk Delhi Electronics accessories, textiles
Dharavi Market Mumbai Leather goods, accessories

Surat Textile Market Surat Fabric, readymade clothing

Chickpet Bangalore Silk, fabrics
Palika Bazaar Delhi Electronics, gadgets
Manish Market Mumbai Electronics accessories

Source 2: Online B2B Portals
¢ IndiaMart (indiamart.com) — Best for finding manufacturers
e Tradelndia — Manufacturers and exporters
e JustDial — Local suppliers
e Udaan — App-based B2B wholesale, great for FMCG
How to negotiate on IndiaMart:
e Request samples before bulk order (always)
e Ask for MOQ (Minimum Order Quantity) reduction for first order
e Target 30-50% below the listed price for first negotiation
e Compare at least 3 suppliers for same product

Source 3: Manufacturing Hubs



Plastic goods - Rajkot, Gujarat

Brassware - Moradabad, UP

Leather goods - Kanpur, UP / Dharavi, Mumbai
Textiles = Surat / Ludhiana / Tirupur

Electronics - Delhi/NCR, Shenzhen sourcing via agents

Furniture - Jodhpur, Rajasthan

Source 4: China Sourcing (For private label)

Alibaba.com — Manufacturer platform

Use Trade Assurance for payment protection

Minimum MOQ typically 100-500 units

Lead time: 2045 days

Total landed cost = Product + Shipping + Customs Duty + GST

Good categories: Electronic accessories, lifestyle products, kitchen gadgets

Practical tip: Start local (IndiaMart/wholesale markets) for first 3 months. Once you know

which product sells, then explore China/Taiwan manufacturing for better margins.

7. How to Avoid Highly Competitive or Low-Margin Products

Red Flag Checklist — Avoid if ANY of these are true:

Top 3 listings have 5,000+ reviews

Flipkart itself is selling the product (nearly impossible to win)
Multiple products at X99-149 (race-to-bottom pricing)

Big brands (Samsung, Prestige, Lakme) dominate category
Product requires cold chain / special handling

Return rate in the category is above 25%

Weight above 3kg (shipping costs kill margin)

Categories to be cautious about:

Mobile phones (unless accessories)

Branded electronics



e Products with very specific technical standards (may get returns for compatibility
issues)

e Highly regulated products (medicines, food for consumption)
Best categories for new sellers in 2024-25:

e Home décor and storage

e Pet products

e Fitness equipment (small, affordable)

e Baby products (non-regulated)

e Kitchen gadgets and accessories

e Stationery and office supplies

e Craft and hobby supplies

e Car accessories (below %1,000)

PHASE 3 — LISTING OPTIMIZATION
1. How Flipkart SEO Works

Flipkart's search algorithm (internally called "Ranking Engine") ranks products based on
multiple signals:

Primary Ranking Factors:
¢ Relevance — How well your title and keywords match the search query
e Conversion Rate — % of people who click on your listing and buy
e Sales Velocity — Orders in the last 7/30 days
o Ratings & Reviews — Average star rating and review count
e Price Competitiveness — How your price compares to category average
e In-stock rate — Products that go out of stock lose ranking fast

Fulfillment Type — FBF products get a ranking boost

Secondary Factors:
e Seller performance metrics (SLA compliance, return rate)
¢ Image quality score

e Description completeness



e Attribute fill completeness (size, color, material, etc.)
The Flywheel Effect:
Better Listing - More Clicks - More Orders - Higher Sales Velocity
- Higher Ranking - More Organic Traffic > More Orders (repeat)

Your goal in the first 30 days is to manually jumpstart this flywheel through ads.

2. Product Title Optimization
Flipkart Title Formula:

[Brand Name] [Product Type] [Key Feature 1] [Key Feature 2] [Color/Size/Material]
[Pack/Quantity]

Bad title example: "Blue T-shirt Cotton comfortable wear for men"

Good title example: "WearCraft Men's Regular-Fit Cotton T-Shirt | Breathable Fabric | Crew
Neck | Navy Blue | Size M"

Title rules:

e Max 200 characters (use all of them)

Front-load your most important keywords (first 60 characters show in search)

Include primary keyword exactly as customers search

No special characters or ALL CAPS (against Flipkart policy)

Avoid keyword stuffing that makes it unreadable
Title keyword priority:
1. Category keyword (e.g., "Cotton T-Shirt for Men")
2. Key differentiator (e.g., "Anti-Wrinkle", "Breathable", "4-Way Stretch")
3. Material/specification (e.g., "180 GSM Cotton Blend")
4. Color and size

5. Use case (e.g., "for Office / Casual Wear")

3. Keyword Research Methods
Method 1: Flipkart Search Suggestions

e Type partial product name in Flipkart search



e Screenshot all auto-suggestions

e These are real customer search terms — gold data
Method 2: Competitor Title Mining

e Open top 10 competitor listings

¢ Note all keywords they've used in titles and descriptions

e These are proven, converting keywords
Method 3: Google Keyword Planner

e Setregion to India

e Enter your product category

o Filter for 1,000-100,000 monthly searches

e Export list, use in your title and description
Method 4: Flipkart Category Attributes

¢ When listing a product, Flipkart asks you to fill attributes (fabric type, size, use case,
etc.)

e Fill EVERY attribute — these are searchable filters customers use

e Incomplete attributes = invisible in filtered search results
Keyword Categories to Capture:

e Primary: "men's cotton t-shirt" (highest volume)

e Secondary: "casual t-shirt for men" (medium volume)

¢ Long-tail: "solid color round neck t-shirt men summer" (lower volume, higher
conversion)

e Negative (avoid): Brand names you don't own, misleading terms

4. Bullet Points and Descriptions

Structure for Bullet Points (Key Features section): Use 5 bullet points. Each one addresses a
specific customer concern.

Bullet 1: PRIMARY BENEFIT — What it does / why it's good
Bullet 2: MATERIAL / QUALITY — Specifications that build trust

Bullet 3: USE CASE — Who it's for, when to use it



Bullet 4: SIZE / FIT / COMPATIBILITY — Practical info to reduce returns
Bullet 5: BRAND PROMISE / WARRANTY — Trust signal
Example (Cotton T-shirt):

e PREMIUM BREATHABLE FABRIC: Made from 180 GSM pure cotton — stays cool, absorbs
sweat, perfect for Indian summers

e SUPERIOR BUILD QUALITY: Double-stitched seams with reinforced collar — doesn't lose
shape after washing

* VERSATILE WEAR: Ideal for casual outings, office wear, gym warm-ups, or daily home use

® TRUE-TO-SIZE FIT: Regular fit (not slim, not oversized) — refer to our size chart; fits true to
standard Indian sizing

¢ WASH CARE: Machine washable, colorfast fabric — maintains color and softness for 100+
washes

Description strategy:

Write 200—400 words minimum

First paragraph: Summarize the top benefit + who it's for

e Second paragraph: Detailed product features with specs

e Third paragraph: Use cases and occasions

e Fourth paragraph: Size guide, washing instructions, warranty

¢ Include keywords naturally — don't stuff

5. High-Converting Image Strategies

Images are your #1 conversion driver on Flipkart. On mobile (where 80%+ of Flipkart traffic
comes from), customers buy based on images more than anything else.

Image Slot Strategy (6—8 images):

Slot Image Type Purpose

1 Hero/Main image Clean white background, full product visible, 80% frame coverage
2 Lifestyleimage Product in use by real person in Indian context

3  Featurecallout Zoomed in on key feature with text overlay



Slot Image Type Purpose

4  Infographic Size chart / dimensions / specifications on white bg
5 Comparison Your product vs generic: why yours is better

6 Multi-angle Different views of product

7  Packaging Box/package image builds premium perception

8 Close-up detail  Material texture, stitching, quality detail

Technical requirements:
¢  Minimum 500x500 pixels (recommended: 1000x1000+)
¢ White or clean background for main image
e JPEG or PNG format
¢ No watermarks, no promotional text on main image
Practical photography tips for beginners:

e Use a white cardboard or white bedsheet as backdrop

Shoot near a window for natural light (free and effective)

Use your smartphone (modern iPhones/Android cameras = sufficient)

Use free apps: Snapseed (editing), Remove.bg (background removal)

For lifestyle shots — use a real person, real context, Indian setting

Advanced image tactic: Add a "Size Reference" image showing your product next to a
common object (ruler, hand, coin) — massively reduces size-related returns.

6. A+ Content / Brand Content

Flipkart's "Brand Story" and enhanced content (similar to Amazon's A+ content) is available
to:

e Registered brand sellers

e Flipkart Brand Alliance members

e Sellers with verified Brand ID
What A+ Content includes:

¢ Rich image-text modules below the fold



e Brand logo display

e Comparison tables

e Story section (brand origin, values)
Impact: A+ content typically improves conversion rates by 10-20%.
To access it:

e Register your brand in Seller Hub - Brand section

e Submit trademark certificate or brand registration

o Flipkart approves within 5-10 days

Even without A+ content: Write a compelling "Product Description" that tells a story.
Customers who scroll read it — and it improves SEO.

7. Variation Listing Strategy

Variations (size/color/pack combinations) on a single listing = one listing accumulates all
reviews instead of splitting.

How to create variations:
e In Seller Hub - Listings - Add Variation
e Link products by same style/model, different size or color
e All variations share reviews and Q&A
Variation strategy:
e Launch with your 2-3 best-selling variants first
e Add more variants after you identify which sells
e Make sure each variant has its own set of images
e Price your least popular variants slightly higher (margin optimization)

Mistake to avoid: Creating separate listings for each color/size — you'll fragment reviews
and damage ranking for all of them.

PHASE 4 — INVENTORY & OPERATIONS

1. Inventory Management



The biggest operational mistake new sellers make: Running out of stock on a product that's
gaining ranking. Going out of stock = ranking drops back to zero.

Basic Inventory Planning Formula:

Reorder Point = (Average Daily Sales x Lead Time in days) + Safety Stock
Safety Stock = Average Daily Sales x 7 days

Example:

e Selling 10 units/day

Supplier lead time: 7 days

Safety stock: 70 units

Reorder Point: (10 x 7) + 70 = 140 units
e When inventory hits 140 - immediately place reorder
Inventory planning by growth stage:
Stage  Daily Orders Inventory to Hold
Beginner 0—-10/day = 30-45 days of stock
Growing 10-50/day 21-30 days of stock

Scaling 50-200/day 15-21 days of stock + FBF buffer

2. Warehousing Basics
Starting point: Your home or rented room/garage (works up to 50 orders/day)

When to upgrade: 50+ orders/day or when inventory handling becomes physically
unmanageable

Options:

e Home storage: Zero cost, works for small sellers. Use shelving racks (Amazon/Flipkart
sells them for 2,000-4,000)

o FBF warehouse: Send stock to Flipkart's fulfillment center. They store and ship

e 3PL (Third-Party Logistics): Private warehousing + shipping service. Good for pan-
India coverage

o Examples: Shiprocket Fulfillment, WarelQ, Delhivery Direct

o Cost: X18-35 per order + storage fees



e Own warehouse: Only when exceeding X10L+ monthly revenue. Requires fixed cost
commitment

3PL vs FBF comparison:
Factor FBF 3PL

Flipkart listing boost Yes (Assured badge) No

Multi-platform use No (Flipkart only) Yes (Amazon, Meesho, own website)
Cost per order Lower for Flipkart Slightly higher

Control Less More

Best for Flipkart-focused sellers Multi-channel sellers

3. Packaging Requirements
Flipkart packaging standards (non-negotiable):
¢ Product must not move inside packaging
¢ Fragile items: minimum double-box packaging
¢ Liquid items: sealed + outer plastic wrap
e Barcode/FSN sticker on outer packaging (Flipkart provides labels via Seller Hub)
Self-ship packaging checklist:
e Corrugated box OR poly mailer bag (for soft goods)
e Bubble wrap for fragile items
e Filling material (newspaper/foam/air pillows) for empty space
¢ Printed invoice inside the package (Flipkart-generated)
¢ Shipping label stuck flat, no wrinkles, fully visible
Packaging costs to budget for:
Item Cost

Corrugated box (small) X8-15

Poly mailer bag X4-8



Item Cost

Bubble wrap roll X200-400 per roll
Tape + dispenser X50-100
Printed label cost Minimal (home printer)

Branding tip: Branded poly mailer bags with your logo cost only 5—-12 each in bulk (order
from IndiaMart). Enormous brand impression boost for tiny cost.

4. Order Processing
SLA (Service Level Agreement) on Flipkart:
e You commit to a dispatch SLA when registering (typically 24 or 48 hours)
e Missing SLA repeatedly = seller score drops = listing visibility drops
Daily order processing routine:
e 7:00 AM: Log into Seller Hub, check overnight orders
e 8:00 AM: Print all packing slips and shipping labels
e 9:00 AM-12:00 PM: Pack all orders
e 1:00 PM: Ekart pickup (most cities have 1-2 PM pickup windows)
e 3:00 PM: Mark all orders as "Packed" and "Handed to Ekart" in Seller Hub
Handling urgent situations:

o If you can't dispatch on time: update order status and contact Flipkart support before
SLA breach, not after

o Keep a buffer of 2—3 days' inventory as pre-packed "emergency stock" for peak
periods

5. Returns and RTO Management

Returns are unavoidable. A 10-15% return rate is normal. Your goal is to minimize it and
manage it profitably.

Types of returns:
e Customer returns: Customer didn't like the product, wrong size, changed mind

e RTO (Return To Origin): Customer refused delivery or undeliverable address



o Damaged returns: Product damaged in transit
How to reduce returns:

e Accurate size charts (most fashion returns are size-related)

Honest product description (no misleading claims)

e Good quality photos showing actual product

Proper packaging to prevent transit damage

Fast dispatch (delays increase RTO rate)
Managing returned inventory:
¢ Returns come back to your registered pickup address
e Inspect each return: Saleable vs. Unsaleable
o Saleable: Re-list at slight discount or sell in local market
¢ Unsaleable: Claim Seller Protection Fund (SPF) if damaged by Flipkart
Seller Protection Fund (SPF):
e If product is returned damaged due to Flipkart logistics: file SPF claim
e Compensation: 80-100% of product price depending on investigation outcome
¢ File within 7 days of receiving damaged return
e Go to: Seller Hub = Support - SPF Claim
RTO cost impact example:
e Selling Price: X499
¢ RTO happens = you lose: shipping to customer + return shipping = X90-150
e |If productis also damaged = total loss
¢ Healthy RTO target: Below 8%

¢ Warning level: Above 15% — investigate immediately

6. Handling Damaged or Lost Inventory
Scenario 1: Product damaged in FBF warehouse
o Flipkart owes you reimbursement

e File inventory claim in Seller Hub = FBF Claims



e Keep all GRN (Goods Receipt Notes) when sending stock to FBF
Scenario 2: Product lost in transit (self-ship)
o Contact Ekart via Seller Hub - Raise ticket with AWB number
o Flipkart investigates with Ekart
e Resolution: 7-14 business days
e If not found: Seller Protection Fund claim
Scenario 3: Customer claims non-delivery but Ekart shows delivered
o Flipkart may investigate or directly reverse money
e Keep shipment photos and Ekart delivery confirmations handy
¢ Some fraudulent "item not received" claims happen — escalate with evidence
Documentation habit to develop:
¢ Photograph every order before sealing (especially electronics, expensive items)
e Screenshot Ekart pickup scans

e Save all GRN documents for FBF shipments

7. Scaling Operations Efficiently
Scaling checklist — implement these before reaching 50 orders/day:

e Barcoding system: Use Flipkart-generated FSN barcodes, scan with $20 barcode
scanner

o Standardized packing station: One dedicated table, all materials organized

¢ Inventory bins by SKU: No hunting for products — each has a labeled bin

o Daily stock count: 5-minute count of fast-moving items every morning

¢ Supplier communication protocol: Auto-reorder when stock hits reorder point

e Hire packing help: One part-time person can handle 100-150 orders/day in packing

¢ Software integration: Connect Seller Hub to inventory software (see Tools section)

PHASE 5 — FLIPKART ADS & GROWTH

1. Flipkart Ads Explained Deeply



Flipkart Ads (called "Smart ROI" platform) works on a Pay-Per-Click (PPC) model — you pay
only when someone clicks your ad.

Types of Flipkart Ads:
a) Product Listing Ads (PLA) — Most important for new sellers
e Your product appears in search results with a "Sponsored" tag
e Appears above organic results
e Best for: driving initial visibility and sales on new listings
b) Banner Ads
¢ Image banners on Flipkart homepage, category pages
e Requires higher budget (X10,000+ minimum)
e Best for: established brands doing brand awareness
c) Brand Store Ads
e Promote your brand store page
e Available to Brand Alliance sellers
e Best for: D2C brands doing multi-product promotion
d) Video Ads (Newer feature)
e Shortvideo ads in search results
e Available to select sellers
e Higher engagement, good for explaining complex products

Focus for beginners: Only Product Listing Ads (PLA) matter initially.

2. PPC Campaign Setup — Step by Step
Step 1: Go to Seller Hub - Smart ROl - Create Campaign
Step 2: Select Campaign Type = Product Listing Ad
Step 3: Choose products to advertise
e Start with your 2—-3 best listings only
¢ Don't advertise products with less than 5 reviews

Step 4: Set daily budget



e Beginner: X200-500/day per product
e Growing: X500-2,000/day per product
e Scaling: X2,000-10,000/day per product
Step 5: Select targeting type
e Auto: Flipkart chooses keywords automatically
e Manual: You choose specific keywords to bid on
Step 6: Set bid amount
e Auto campaign: Set max CPC (cost per click) — start at X5-15
e Manual: Set individual keyword bids based on competition
Step 7: Schedule campaign
e Run 24/7 initially to gather data

e Later optimize: run during peak hours (7 PM — 11 PM typically highest conversion)

3. Auto vs Manual Campaigns
Auto Campaign:
o Flipkart's algorithm targets relevant keywords automatically
e Pros: Discovers keywords you wouldn't think of, easy to manage
¢ Cons: May waste budget on irrelevant keywords
e Use for: First 2—4 weeks, data gathering
Manual Campaign:
¢ You define exact keywords, match types, and bids
e Pros: Precise control, better ROAS on proven keywords
¢ Cons: Requires monitoring and updates
o Use for: After identifying winning keywords from auto campaigns
Recommended 2-phase approach:
Phase 1 (Weeks 1-4): Auto Campaign Only
e Run auto campaign at X300/day per product

e Collect click and conversion data



o Download search term report weekly
Phase 2 (Month 2 onwards): Manual + Auto
e Take top converting keywords from auto campaign
e Move them to manual campaign with optimized bids
e Keep auto campaign running but at lower budget

e Pause auto keywords that have clicks but zero conversions

4. Keyword Bidding Strategies
Understanding the Flipkart auction:
o Higher bid + higher relevance score = better ad position

¢ You don't need the highest bid — you need the best relevance

Bid strategy by keyword type:

Keyword Type Bid Strategy

Exact brand + product keyword High bid (315-30) — highest conversion
Category keywords Medium bid (X8-15)

Broad/generic keywords Low bid (X3—8) — high volume, low conversion

Competitor brand keywords  Test at low bid, monitor ROAS

Bid adjustment tips:

If keyword converts above 5% - increase bid 20%

If keyword has 50+ clicks, zero conversions = pause it

If ROAS is above 400% —> increase budget, not bid (bid increase attracts competitors)

Review bids every 3-5 days initially, weekly once stable

5. ROAS and TACoS Optimization
Key Metrics:
¢ ROAS (Return on Ad Spend): Revenue + Ad Spend x 100

o ROAS of 300% = X3 revenue for every X1 spent



o Target: 300-500% ROAS
o Minimum viable: 200% ROAS

TACoS (Total Advertising Cost of Sales): Ad Spend + Total Revenue (organic + paid) x
100

o Good TACoS: 8-15%
o Warning: Above 25% means too dependent on ads

o Excellent: Below 8% (means strong organic sales)

TACoS reduction strategy:

As organic ranking improves - organic sales increase - TACoS naturally drops
Focus on listing quality (reviews, SEO) to reduce ad dependency

Goal: Launch at 20-25% TACoS - stabilize at 10—-15% TACoS after 90 days

ROAS improvement levers:

Better images = higher click-to-conversion
Lower irrelevant keyword bids - reduce wasted spend
Competitive pricing - improves conversion rate

Higher review count = social proof - better conversion

6. Scaling Profitable Products

Scaling Decision Criteria: Before scaling ad budget, verify:

ROAS consistently above 300% for 7+ days
Adequate inventory (don't scale if you have less than 30 days of stock)
Listing has 10+ reviews with 4+ star average

Organic ranking improving week-over-week

How to scale:

Increase daily budget by 20-30% every 5 days (not more — algorithm needs to
adjust)

Add manual campaigns targeting new keyword clusters
Launch on "Flipkart Deals" during sale events for massive volume boost

Apply for "Spotlight" placement (featured ad placement) once proven



7. Budget Allocation Strategy
Beginner (X5,000/month ad budget):
e 80% —> Auto campaign on top 2 products
e 20% —> Manual campaign on proven keywords
Growing (%20,000/month ad budget):
e 50% —> Manual campaigns (high ROAS keywords)
e 30% —> Auto campaigns (discovery)
e 20% —> Category/brand awareness
Scaling (X1,00,000+/month ad budget):
e 40% - Manual exact match campaigns
e 30% — Auto campaigns
e 20% - Brand store and banner ads
e 10% - Video ads and experimental formats

Pro Rule: Never spend more than 15% of your gross revenue on ads. If you are, either
improve listing conversion or reprice.

PHASE 6 — ANALYTICS & REPORTS
1. Understanding Flipkart Reports
Where to find reports: Seller Hub - Analytics & Reports
Report update frequency:
e Sales reports: Daily (with 24-hour lag)
e Adreports: Near real-time
¢ Inventory reports: Real-time

¢ Payment reports: Updated on settlement days

2. Sales Reports — What to Track

Daily sales report review (5 minutes every morning):



o Total orders received

e Total GMV (Gross Merchandise Value)
e Units sold per SKU

e Returns initiated

Cancellations

Weekly analysis (30 minutes every Monday):
e Week-over-week order growth %
e Best performing product by orders
o Worst performing product (low sales + high ad spend = review urgently)
e New keyword performance
Monthly analysis (2 hours, first week of month):
¢ Revenue trend (growing? plateauing? declining?)
¢ Product-level profitability
e Returns analysis by product

e Fee structure analysis

3. Inventory Reports
Key metrics to track:
o Days of Cover: Current stock + Daily sales rate
o Alert if below 14 days for top-selling products
¢ Dead Stock: Products with zero sales in 30+ days (liquidate or markdowns)

o FBF Aging Report: Products sitting in Flipkart warehouse for 60+ days incur higher
storage fees

4. Ad Reports
Smart ROI Report — Weekly review checklist:
¢ Impressions (are ads showing?)

e Click-through rate — CTR (above 0.5% = decent; above 1% = good)



e Conversion rate (above 3% = decent; above 8% = excellent)
e ROAS by campaign
e Top 10 converting keywords

e Top 10 wasted spend keywords (pause these)

5. Profit and Loss Tracking

Do NOT rely on Flipkart's revenue numbers alone. Build a simple P&L tracker.
Monthly P&L template (Track in Excel/Google Sheets):

REVENUE

- Gross GMV (all orders)

- Less: Returns & Cancellations

= Net Revenue

FLIPKART FEES

- Commission fees

- Shipping fees

- Collection fees

- FBF storage (if applicable)

= Total Flipkart Fees

COST OF GOODS SOLD (COGS)
- Product purchase cost

- Packaging cost

- Quality check cost

= Total COGS

ADVERTISING

- Smart ROI / PPC spend



OTHER EXPENSES

- Shipping (for self-ship returns)

- Staff cost (if any)

- Software subscriptions

= GROSS PROFIT = Net Revenue - Total Fees - COGS

= NET PROFIT = Gross Profit - Advertising - Other Expenses

Target benchmarks:

e Gross Profit Margin: 35-55%

¢ Net Profit Margin: 15-30% (after ads)

e Ad spend as % of revenue: 8-15%

6. Important KPIs Every Seller Must Track

KPI

Order Defect Rate (ODR)

Perfect Order Rate

Pre-fulfillment Cancel
Rate

Late Dispatch Rate
ROAS

TACoS

Conversion Rate
Net Profit Margin

Stock Out Rate

What it measures

Returns + cancellations + negative
feedback

Orders fulfilled without any issue

Cancellations before dispatch

Orders dispatched after SLA
Return on ad spend

Ad spend vs total revenue
Clicks to orders

Actual bottom-line profit

How often products run out of stock

Target

Below 2%

Above 95%

Below 2.5%

Below 4%
300%+
Below 15%
3-8%
15-25%

Below 5%



KPI What it measures Target

1-5% (industry

Review Rate % of buyers who leave reviews )
norm

PHASE 7 — BRAND BUILDING
1. How to Build a Long-Term Brand on Flipkart

Resellers without a brand are one price-cut away from irrelevance. Building a brand is what
separates a X1L/month seller from a X10L/month seller.

Brand building fundamentals:

Consistent brand name across all products (don't use different brands per category)

e Consistent visual identity (logo, packaging colors, typography)

e Register trademark as soon as revenue exceeds X3L/month (costs %4,500 online via
IP India)

e Apply for Flipkart Brand Alliance once trademark is filed
What brand building does for your Flipkart performance:

Access to A+ content - better conversion

e Brand store (dedicated brand page)
e "Brand" badge on listings
e Protection from resellers selling fake versions of your products

e Cross-sell between products under same brand

2. Customer Trust Strategies
Trust is built through:
e High review count and rating (4.3+ is the trust threshold)
e "Flipkart Assured" badge (via FBF)
e Responsive Q&A section (answer all questions within 24 hours)
e Clear return policy mentioned in description
e Accurate product descriptions (no surprises on delivery)

e Professional packaging with brand elements



The "10x Trust Test": Before publishing a listing, ask — "Would a skeptical first-time buyer
trust this enough to hit Buy?" If not, fix what's missing.

3. Review Generation Methods

Reviews are your most valuable asset. A product with 200 good reviews will outsell an
identical product with 10 reviews, every time.

Legitimate methods:

e Quality follow-through: Best reviews come from products that simply work as
described

¢ Review reminder insert: Include a small card in your packaging: "If you love our
product, a 5-star review takes 30 seconds and helps us grow 4«" — Works especially
well in India

o Flipkart's "Request Review" feature: Available in Seller Hub for orders delivered 5+
days ago

¢ Bundle review incentive: "Share a review and get 10% off your next order" (via a
flyer with discount code)

¢ Product Q&A engagement: Answer every Q&A publicly — demonstrates active seller
presence

Review strategy during launch:

o In the first 30 days, fulfill orders with exceptional quality and include the review
request card

e Even getting 15-20 genuine reviews in the first month will separate you from 90% of
competitors

What NOT to do:

¢ Never buy fake reviews (Flipkart has sophisticated detection, can permanently ban
account)

e Never ask friends/family to buy and review (also detectable)

4. Packaging and Brand Identity

Budget packaging vs Brand packaging:



Element Budget (X5-8/unit) Brand (X12-20/unit)

Outer packaging Plain brown box Branded box with logo + tagline

Filler material Newspaper Custom tissue paper in brand color
Insert None Thank-you card + review request
Product wrap None Branded poly bag inside

Brand perception Generic Premium, trustworthy

The X8 brand upgrade rule: Spending X8 more per unit on packaging at X500 selling price is
1.6% of revenue but creates a dramatically different customer experience that drives reviews
and repeat purchases.

5. Expansion to Amazon and Other Marketplaces
When to expand: 6+ months on Flipkart, 50+ orders/day, operational processes stable
Expansion sequence:
Stage 1 — Flipkart only (0—6 months): Learn the fundamentals
Stage 2 — Add Amazon India (6—-12 months):

e Most Flipkart listings can be replicated on Amazon

o Different keyword optimization needed

e Amazon has more premium/metro buyers

e Higher competition but also higher willingness to pay
Stage 3 — Add Meesho (12+ months):

e Tier 2/3 market reach

¢ Lower selling prices but high volume

e Good for fashion and home décor
Stage 4 — Own Website (18+ months):

e Use Shopify or WooCommerce

o 0% platform commission (only payment gateway ~2%)

o Drive traffic via Instagram, Google Ads, Meta Ads

¢ Brand independence — not at mercy of platform



Stage 5 — Myntra/Ajio (for fashion brands):
e Premium fashion marketplace
e Apply when you have strong brand, good reviews, professional photography

Multi-channel tool: Use Unicommerce or SellerApp to manage inventory and orders across
all platforms from one dashboard.

PHASE 8 — ADVANCED STRATEGIES
1. Product Launch Strategies
The 5-Day Launch Blitz:
Day 1-2: Listing goes live

e Auto campaign live with *300/day budget

e Competitive price (10% below market average)

e All 8 images live, complete description
Day 3-7: Drive initial velocity

e Increase auto campaign to X500/day

e Monitor impressions and clicks

e If CTR is below 0.3%, improve main image immediately
Week 2: Keyword refinement

e Download search term report

¢ Add manual campaign for top 5 converting keywords

e Pause auto keywords with 20+ clicks and zero conversions
Week 3—4: Review foundation

e First organic reviews coming in

¢ Respond to any reviews (shows active seller)

¢ Begin gradually reducing launch price discount if sales velocity is good
Month 2+: Organic ranking growth

¢ Organic rank should be improving week-over-week

e TACoS should be declining



e Begin reducing ad spend if organic sales are sufficient

2. Seasonal Sales Planning

Flipkart's major sale events (plan 3—4 months ahead):
Event Typical Timing Opportunity
Big Billion Days October Biggest event of year — 5—-10x normal sales

End of Reason Sale (EORS) December—January Fashion focused — 3-5x

Republic Day Sale January Electronics, home — 2—-3x
Holi Sale March Colors, home, fashion
Summer Sale April-May ACs, coolers, summer fashion
Independence Day Sale  August Electronics, fashion

Pre-sale preparation (start 8 weeks before Big Billion Days):

Stock up 3—-5x normal inventory

e Negotiate discounts with supplier for bulk buy

e Ensure FBF stock is sent 3 weeks before (FBF gets priority placement)

e Get 20+ reviews on your top products before the sale

e Set up sale pricing and "was price" display at least 7 days before event
During Big Billion Days:

¢ Monitor inventory hourly — don't go out of stock

¢ Increase ad budgets 3—5x

e Be available for customer questions / Q&A

Pro Insight: 60—70% of your entire year's revenue can come during Big Billion Days and EORS

if you're prepared. Sellers who don't plan for these events leave massive money on the
table.

3. Scaling from 10 to 100+ Orders/Day
The 10-order seller's reality:

¢ Single product, home-based, all done manually



e Revenue: X40,000-80,000/month
The 100-order seller's reality:
e 5-15 SKUs, dedicated packing space, part-time staff
¢ Revenue: X3-8L/month
e Systems-driven, not person-driven
The Scaling Ladder:
10 orders/day = 25 orders/day:

Action: Add 2-3 products in same niche, increase ad spend, get FBF for top seller

25 - 50 orders/day:

Action: Migrate top products to FBF, hire 1 packing helper, standardize processes

50 > 100 orders/day:

Action: Dedicated warehouse space, inventory management software, dedicated ad
manager,

launch 5+ new products from validated research

100 - 200+ orders/day:
Action: Team of 3-5, advanced 3PL or own mini warehouse, CA/accountant,

data-driven decision making, multi-channel expansion

4. Team Building and Automation

Hiring sequence (add roles as revenue grows):

Monthly . .
First Hire Role
Revenue
2L+ Packing staff Part-time packing helper (X8,000—12,000/month)
5L+ Catalog executive Handles listings, images, optimization (X15,000—20,000)

8L+ Ad manager Manages PPC campaigns full time (X20,000—-30,000)



Monthly

First Hire Role
Revenue
Handles warehouse, inventory, supplier relations
R15L+ Ops manager
(%25,000-40,000)
X251+ Finance/accounts CA or bookkeeper (X15,000—25,000 or CA retainer)

Automation tools to deploy:
¢ Inventory management: Vyapar, Zoho Inventory, or Unicommerce
e Accounting: Tally or Zoho Books (auto-reconcile Flipkart payments)
¢ Ad automation: SellerApp or DataHawk for bid automation
¢ Customer communication: Seller Hub templates for Q&A responses

e Order processing: Barcode scanner + packing slip printer for speed

5. Multi-Product Scaling

The "Portfolio Approach": Don't bet everything on one product. Build a portfolio of 10—20
products where:

e 3—4 are "star products" (high volume, proven sales)

e 6-10 are "growth products" (2—-6 months old, scaling)

e 3-5are "test products" (new launches, being validated)
SKU expansion strategy:

¢ First expand within your winning niche (if a water bottle sells, test tumblers, lunch
boxes)

e Leverage your existing supply relationships
o Use existing keyword learnings for new product titles

o Review feedback on existing products = launch improved version

6. Common Reasons Sellers Fail
Failure Pattern 1: Wrong product selection
e Chose a product with too much competition or too low margins

¢ Fix: Do proper research before investing; validate with small batch



Failure Pattern 2: Pricing without understanding fees

e Priced at X300 not realizing fees + shipping = X180 - X120 revenue on a X200
product

e Fix: Use Flipkart Fee Calculator religiously before pricing
Failure Pattern 3: Going out of stock
e Started getting 20 orders/day, ran out of stock, lost ranking, took 2 months to recover
e Fix: Maintain 30-day inventory buffer, set reorder alerts
Failure Pattern 4: Ignoring reviews
o Never asked for reviews, sat at 0—2 reviews while competitors had 200+
o Fix: Active review strategy from day one
Failure Pattern 5: Over-investing in ads without improving listing
e Spent X20,000 on ads on a poorly converted listing (bad images, no reviews)
e Fix: Ads amplify what's already working; fix listing first
Failure Pattern 6: Scaling too fast
e Got excited at 50 orders/day, sourced 2,000 units, then sales slowed = dead stock
e Fix: Scale inventory 30-50% at a time, validate before heavy investment
Failure Pattern 7: Not tracking profitability
e Revenue growing, but money never in bank; fees and returns eating profit
e Fix: Track proper P&L monthly, minimum
Failure Pattern 8: No differentiation
¢ Selling exact same product with same price and same photos as 50 other sellers

¢ Fix: Always have at least ONE differentiation (price, images, bundle, rating)

¢ INVESTMENT & PROFIT GUIDE
Approximate Investment Required at Different Levels

Level 1: Beginner (Just Starting)



Item Cost

GST Registration X0-2,000
Business registration (Udyam) Free

Initial inventory (30-50 units) X10,000-30,000
Packaging materials X2,000-5,000
Barcode stickers, printer X3,000-5,000
First month PPC ads %5,000-10,000
Total Initial Investment X20,000-52,000
Level 2: Growing Seller (3—6 months)

Item Cost

Inventory (multiple SKUs) 80,000-2,00,000

Packaging upgrades %10,000-20,000

Monthly ad spend X15,000-30,000
Software tools X2,000-5,000/month
Part-time help %8,000-12,000/month

Total Working Capital X1,15,000-2,67,000

Level 3: Scaling Seller (6—18 months)

Item Cost

Inventory X5,00,000-15,00,000
Warehouse/3PL setup X20,000-50,000/month
Monthly ad spend X50,000-2,00,000
Team (2-3 people) %40,000-80,000/month
Software and tools X10,000-20,000/month

Total Monthly Operating Cost %6,20,000-17,50,000

Expected Profit Margins by Stage



Stage Gross Margin Ad Spend % Net Margin
Beginner (X50K/month)  40-50% 15-20% 10-20%
Growing (X2L/month) 40-50% 12-18% 15-25%
Scaling (X10L/month) 35-45% 10-15% 18-28%
Established (X50L+/month) 30-40% 8-12% 20-30%
Monthly Growth Expectations (Realistic)

Month Expected Orders/Day Expected Monthly Revenue

1 0-3 X10,000-30,000

2 3-8 X30,000-80,000

3 8-15 X80,000-1,50,000

6 20-40 X2,00,000-4,00,000

9 40-80 X4,00,000-8,00,000

12 80-150 X8,00,000-15,00,000
18 150-300+ X15,00,000-30,00,000+

Important Caveat: These are targets for sellers who execute consistently — right product,
good listing, active ads, and proper operations. Sellers who skip steps or choose wrong
products will see far slower growth.

%% 90-DAY ACTION PLAN FOR A BEGINNER
DAYS 1-10: Setup & Research
Days 1-3: Account Setup

e [ ] Register for GST (if not done)

e [] Open current bank account

e [] Create Flipkart Seller account

e [] Complete all profile sections 100%
Days 4-7: Product Research

e [] List 20 potential products using the research methods in Phase 2



e [] Validate top 5 using competition scoring matrix
e []Select 1 primary product to launch first
Days 8-10: Sourcing
e [] Contact 3 suppliers on IndiaMart for your product
e []Request samples (pay if necessary, ¥500—-2,000 max)

e [ ] Negotiate pricing for 50-unit and 200-unit MOQ

DAYS 11-20: Listing & Preparation
Days 11-13: Listing Creation
e [] Write optimized title using keyword research
e [] Write 5 bullet points
e [ ] Write full description (300+ words)
e []Fill all attributes/specifications 100%
Days 14-17: Photography
e []Source or produce product samples
e [] Photograph product (all 8 angles)
¢ [] Editimages: white background, resized, compressed
e [] Upload all images to listing
Days 18-20: Pricing & Fulfillment
e [] Use Fee Calculator to verify margins
e []Set competitive launch price
e []Order initial stock (50—100 units)

e []Set up packing station at home

DAYS 21-30: Launch
Days 21-25: Go Live
e []Inventory arrives

e []Product listing goes live



e [] Activate Auto PPC campaign (X200-300/day)

e []Order branded packaging (poly mailers with logo from IndiaMart)
Days 26-30: First Orders

e []Pack and dispatch all orders on same day

e [] Keep SLA compliance at 100%

e []Include review request card in every package

e [ ] Monitor ad impressions and clicks daily

DAYS 31-60: Optimization
Week 5 (Days 31-37):
e [] Review ad search term report — identify winning keywords
e [] Pause wasted spend keywords
e [] Launch manual campaign for top 5 keywords
¢ []Respond to all Q&A on listing
Week 6-7 (Days 38-52):
e [] Analyze first reviews — fix any product/listing issues raised
e []A/Btest a new main image (if CTR is below 0.5%)
e [] Check ranking for primary keyword — note position, track weekly
e [] Begin research for Product #2
Week 8 (Days 53—60):
e [] Reorder inventory based on current sales velocity
e [] Calculate actual net profit margin for first month

e []Identify top 3 conversion issues and fix

DAYS 61-90: Scale
Days 61-70:
e []Launch Product #2 (using everything learned from Product #1)

e [ ]Apply for Flipkart Brand Alliance (if trademark filed)



e []Begin reviewing FBF eligibility for Product #1
Days 71-80:
e []Ifeligible — send first FBF stock batch
e []Increase PPC budget by 30% on Product #1 (if ROAS is above 300%)
e []Start tracking P&L monthly in spreadsheet
Days 81-90:
e []Review 90-day performance: orders, revenue, margins, ranking
e []Plan next 90 days with clear targets

¢ [] Identify top 3 competitors and document differentiation gaps to close

e [] Celebrate your first milestone! &=

(® DAILY ROUTINE OF A SUCCESSFUL SELLER
6:30 AM — Morning Check (15 min)
e Open Seller Hub: check orders from overnight
e Check any SLA warnings or customer messages
e Review Ekart pickup schedule for the day
7:30 AM — Packing (1-2 hours)
e Print packing slips and shipping labels
e Packall orders
e Apply branded packaging and review request cards
9:00-9:30 AM — Ad Review (30 min)
o Check yesterday's ad performance: spend, clicks, conversions, ROAS
e Pause any wasted keywords
e Adjust bids if needed
10:00 AM — Ekart Handover
e Hand over all packed orders to Ekart pickup
e Scan all AWBs and confirm in Seller Hub

11:00 AM - 12:00 PM — Business Development (1 hour)



e Product research OR listing optimization OR supplier communication
e Alternates daily based on priority
2:00 PM — Q&A and Customer Response (20 min)
e Answer all pending Q&A on listings
e Respond to any negative reviews constructively
4:00 PM — Analytics (30 min, 3x per week)
o Weekly: Review keyword rankings, competitor prices
e Monthly: Full P&L review
6:00 PM — Learning (30 min)
o Stay updated: Flipkart Seller Hub notifications, YouTube tutorials, seller communities

Total active work time: 3—-4 hours/day at beginner stage. As you scale, this becomes 6-8
hours/day (with team) or stays at 2—3 hours (if fully systematized).

‘s RECOMMENDED TOOLS & SOFTWARE

Free Tools
Tool Use
Flipkart Seller Hub Everything — orders, ads, listings, reports

Google Keyword Planner Keyword research

Google Trends India Demand validation

Canva Product image editing and infographics
Remove.bg Background removal for product photos
Snapseed Mobile photo editing

Google Sheets P&L tracking, inventory management

Paid Tools (worth the investment)
Tool Use Cost/Month

Vyapar Invoicing, inventory, GST filing %1,500-3,000



Tool Use Cost/Month

Unicommerce Multi-channel order management X3,000-8,000
SellerApp Flipkart/Amazon ad automation + analytics X2,000-5,000
Zoho Inventory Advanced inventory management %1,500-3,000
Tally Prime Accounting (once scaling) X18,000/year
CedCommerce Multi-platform listing sync %2,000-5,000

Community Resources
e Flipkart Seller Forum: seller.flipkart.com/forum (official)
o Facebook Group: "Flipkart Sellers India" (50,000+ members)

¢ YouTube: Channels by Indian eCommerce educators (search "Flipkart seller guide
Hindi")

o Telegram groups: Multiple seller groups for category-specific intelligence

BEGINNER MISTAKES CHEAT SHEET

1. Selling without margin calculation - Always calculate net margin BEFORE listing
2. Skipping sample testing - Always test 5-10 units before bulk order

3. Competing on price alone - Compete on listing quality, images, reviews

4. Ignoring packaging - Packaging IS marketing

5. Not filling all attributes - Incomplete attributes = invisible in filters

6. Launching without reviews - Get at least 5 genuine reviews before scaling ads
7. Going out of stock on a hot product = Losing ranking is extremely costly

8. Launching too many products at once - Master one product, then expand

9. Not reading Flipkart policy updates > Non-compliance = account suspension
10. Scaling ad spend before fixing listing - Fix conversion first, then scale

11. Forgetting GST filing deadlines > GSTR-1 (monthly/quarterly), GSTR-3B (monthly)

12. Not separating business and personal finances - Separate bank account, always



This guide covers the complete journey from zero to high-revenue Flipkart seller. Revisit each
phase as you progress — the strategies in Phase 5 will make more sense after you've
implemented Phase 3. The sellers who win are not the smartest ones — they are the most
consistent ones.

Start today. Start small. Start right.
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