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Executive Summary

Ever Healthy launched a portfolio of ready-to-eat (RTE) rice bowls to capture
demand for healthy, quick, and affordable meals among students, young professionals,
and health-conscious families. The GTM strategy combined (1) student-first awareness
via short-form video and campus sampling, (2) intent capture through Google search +
comparison landing pages, (3) conversion architecture centered on starter packs and
value bundles, and (4) a retention engine using loyalty, referrals, and replenishment
journeys. Governance was established with CAC/LTV guardrails, city-wise scorecards,

and a weekly experiment cadence.

Outcome (12 months):

Monthly revenue scaled from $12K > $37K with positive channel economics.

e Footprints expanded to five metros (Pune, Mumbai, Delhi, Bangalore,

Hyderabad).

e Social engagement improved 2.8x driven by creator UGC and reels.

o Repeat orders +34% through lifecycle automation and loyalty/referrals.

e Clear brand separation vs instant noodles/fast food: “healthy + fast, family-

friendly, rice-based.”

What changed: A fragmented, awareness-only approach was replaced with a
measured, full-funnel system from geo-targeted trials and high-intent search to
conversion-focused merchandising and data-driven retention creating a repeatable

growth model that travels city by city.



Business Context & Problem Framing

Category reality: Convenience meals are dominated by instant noodles/fast food
which is fast and tasty but perceived as unhealthy.
Target opportunity: A healthy, quick, and affordable option using rice, an everyday

staple across India.

Problem to solve:

1. Break through clutter with a health-credible brand in a speed-driven category.

2. Prove repeatability across multiple cities without breaking unit economics.

3. Build aretention engine so growth isn’t purely paid-media dependent.

Constraints:

e Limited brand awareness and modest media budget.

e Operations limited to one pilot city (Pune) at launch.

e Need to prove product market fit before onboarding large marketplaces.

Success criteria:

Revenue run-rate: $35-40K/month by Month 12.

Repeat orders +30% via lifecycle marketing.

Positive channel contribution with blended CAC discipline.

Geographic proof: 25 metros with stable operations.



Strategy

Segmentation & ICPs (Jobs-To-Be-Done)

Students & young professionals (18-30)
JTBD: “Feed me fast between classes/meetings—no junk, no prep.”
Barrier we must remove: “Healthy = bland/expensive.”

Channel bias: Reels/Shorts, campus touchpoints, creator influence.

Health-conscious families (30-45)
JTBD: “Balanced weekday meals we can trust and repeat.”
Barrier: Confusion around macros and additives.

Channel bias: Search, recipe blogs, reviews, WhatsApp family groups.

Positioning & Message Architecture

Value Proposition: “Quick, tasty, and nutritious meals that fit into busy lives.”

Pillars = Proof:

1.

Convenience: Ready in minutes. Proof: 60-90s prep demo clips; “no prep/no

mess” checklists.

Healthy & Nutritious: Light, wholesome rice-based bowls. Proof: On-pack

macros; ingredient callouts; nutritionist-authored content.

Lifestyle Fit: Works for students, professionals, and families. Proof: Use-case

content (hostel/office/home); portion guidance.

Competitive separation: “Healthy + fast without the guilt of noodles/fast food,”

anchored to the familiarity of rice.



Commercial Architecture

¢ Product: Core everyday flavors + seasonal limited editions (to drive

novelty/word-of-mouth).

o Pricing/Packaging: Single bowls (entry), starter trial packs (reduce 1st order

friction), family bundles (improve contribution margins).

o Distribution: D2C first (data & economics), then layered quick-

commerce/marketplaces city-by-city after unit-economics validation.

GTM System (AARRR-Aligned) with High-Impact Examples

A. Awareness (top-of-funnel)

Tactics: Instagram Reels, student creators, campus sampling, micro-PR on “healthy
convenience.”
Why: Students/young professionals discover through short-form content; sampling

collapses skepticism around “healthy yet tasty.”

High-impact examples recruiters like:

e Creator Brief Framework:

o Hookwithin 2 seconds: “This rice bowl is ready before my kettle cools.”

o Show real clock countdown; steam shot; ‘no prep / no mess’ overlay.

o “Swap my 2340 snacks for 1 bowl = full meal” value framing.



e Reel concepts that scaled:

1. Stop-motion “desk to lunch in 90s.”
2. Hostel challenge: 3 friends, 3 flavors, blind “best taste” pick.
3. Nutrition myth-buster: “Carbs = bad?” > explain portion & fiber.

Operational detail:

e Creator sourcing scorecard (authenticity > follower count).

o Usage rights & whitelisting for paid amplification.

e UTM per creator to track revenue contribution.

B. Acquisition/Consideration (mid-funnel)

Tactics: Google PPC for “healthy instant meals/ready-to-eat rice,” SEO content,

comparison pages, and LPs with bundles.

High-impact examples:

¢ Landing page wireframe decisions:

o Above-the-fold flavor selector + ‘Ready in 2 minutes’ badge.

o Side-by-side comparators: Ever Healthy vs Noodles vs Fast Food on

calories, protein, prep time, and cost/serve.

o Social proof: UGC tiles + rating snippets + “most loved today.”

o Starter pack CTA: “Try 3 flavors under ¥119.”



e SEO content outlines:

o “Healthy instant meals for night shifts” (intent: practical use cases).

o “How to read macros” (intent: trust creator).

o “brice bowlrecipes under 500 kcal” (intent: aspiration > purchase).

C. Conversion (bottom-funnel)

Tactics: First-purchase discounts, bundle merchandising, COD + wallet options, rapid

abandoned-cart follow-ups.

High-impact examples:

o Offer strategy logic:

o New-user starter pack discount (protects margins vs flat sitewide

codes).

o Bundle anchors (“Best value today”) using 3- and 6-pack bundles; ¥45

per meal called out.

o Real-time delivery promise and “made today” freshness language to

reduce anxiety.

¢ Speed-to-close playbook:

o <2-hour SLA: WhatsApp nudge + IVR for COD confirmations.

o Cartrecovery flow: 15-min soft nudge > 4-hr benefit reminder > 24-hr

limited stock note (no spam; opt-out honored).



Signals of ownership:

¢ Built a Checkout Health dashboard (payment success, COD confirm %, refund

reasons).

e Partnered with Ops to reduce failed deliveries via address validation microcopy.

D. Retention (post-purchase)

Tactics: Loyalty program, referral rewards, replenishment journeys, flavor drops, and

win-backs.

High-impact examples:

o Lifecycle architecture:

o Day 0: Order confirmation with “How to prep in 90s” video + storage tips.

o Day7/21/45: Smart replenishment nudges based on pack size

purchased.

o Flavor unlocks: “Tried X? Most fans of X love Y- tap to add.”

o Referral moments: “Gift a bowl to a friend” after second successful

order.

¢ Email/SMS templates:

o Subject: “Two minutes to dinner, your future self thanks you.”

o Copy: “Pune’s favorite bowls, now in Delhi. Use your early-access link.”

o Win-back: “We saved your favorite flavor. Ready in 2 minutes when you

»

are.



Measured outcomes: +34% repeat orders; engagement up via flavor drops and

replenishment timing.

Signals of rigor:

e Cohort charts (by acquisition month and city).

e LTV by SKU family; churn reasons tagged (price, taste, availability).

Execution Timeline & Cross-Functional Leadership

Q1 -Pilot (Pune): Launch core SKUs; 10 creators; campus sampling; PPC + SEO
foundations; loyalty MVP.

Q2 - Scale (Mumbai/Delhi): Starter packs live; creator whitelisting; refine LPs; first
quick-commerce partner onboarded.

Q3 -Optimize (Bangalore/Hyderabad): Add seasonal SKUs; expand bundles; deepen
email automation; city-wise CAC/LTV review.

Q4 - Peak: Festival promos; cross-city campus events; subscription push; retention-

first growth.

Teams aligned: Growth, Brand/Content, Ops/Logistics, CS, Finance.

Cadence: Weekly growth stand-up; monthly CAC/LTV review; quarterly assortment
council.

Governance artifacts: Experiment tracker, decision logs, city scorecards, UTM

taxonomy doc.

Measurement, Economics & Risk Management

e North-star: Monthly revenue with blended CAC and CM2 guardrails.



Dashboards: Channel CAC, AOV, contribution margin, 60/90-day LTV, repeat

rate, refund/return reasons, city-wise delivery SLA.

Key guardrails:

o Keep trial CPA = contribution margin of starter pack.

o 225% of monthly orders from repeat cohorts by Month 9.

o Media scale tied to payback window on 60-day LTV.

Results (What Changed)

Revenue: $12K > $37K/month within 12 months.

Geography: Expanded to Pune, Mumbai, Delhi, Bangalore, Hyderabad.

Engagement: 2.8x growth on social (short-form, student creators).

Retention: +34% repeat orders with lifecycle + loyalty.

Brand perception: Clearer “healthy + fast” territory; family-friendly positioning

versus noodles/fast food.

What | Personally Drove (Ownership Highlights)

| wrote the positioning, message pillars, and built the first brand playbook.

Designed the GTM funnel, built the experiment backlog, and ran the weekly

growth cadence.

Oversaw creator program (briefs, UTM governance, whitelisting) and campus

ops (sampling SOPs, conversion tracking).

Architected D2C CRO: LP structure, offer logic, and recovery flows.



e Setupretention stack (email/SMS + loyalty), defined cohorts, and reported

LTV/CAC trends to leadership.

Representative Assets (Portfolio-friendly Inserts)

e Ad copy (top performer):
“Ready in 2 minutes. Light, tasty, and real. Meet your new hostel/office meal,
Ever Healthy rice bowls.”

CTA: Start with a 3-flavor starter pack ~>

e LP microcopy:

“No prep. No mess. Real food - ready before your kettle cools.”

e Email subjectlines:

o “Dinnerin 120 seconds? Your future self says thanks.”

o “Pune’s favorite bowls just landed in Delhi-early access inside.”

Key Learnings (Signals of Reflection)

1. Healthy vs Tasty is a false tradeoff : video proof (steam, real prep time) defeats

skepticism faster than copy.

2. Trial architecture (starter packs + sampling) is more decisive than generic %-off

discounts for first purchase.

3. Behavior-timed replenishment beats fixed calendar campaigns for

repeatability.

4. A city-by-city playbook protects unit economics while scaling presence.



5. Creator whitelisting + UGC libraries lower creative fatigue and reduce CAC over

time.

Next Steps (If | would have Continued the Mandate)

Subscription with flexible cadence; “skip/pause” UX; predict churn risk using

engagement and time-since-last-order.

o Regional flavors (curd rice, lemon rice, tamarind rice variants) tested as limited

drops; roll forward winners.

e Campus partnerships (meal credits/vending) and corporate pantry pilots to

diversify demand.

e SKU-level CM2 analytics and city LTV models to allocate media scientifically.

e Ambassador circle of 30-50 creators for always-on UGC at lower CPMs.



Conclusion

The Ever Healthy launch demonstrates that category incumbents can be
outperformed with disciplined GTM design and proof-based positioning. By
leading with a credible health narrative, validating trial through starter packs and
sampling, and institutionalizing lifecycle marketing, the business delivered
sustained revenue growth and stronger unit economics while broadening

geographic reach.

Beyond the immediate gains, the program established a scalable operating
model: clear ICPs, a tested message architecture, city-wise onboarding playbooks,
CAC/LTV governance, and a reusable UGC library that lowers creative costs over
time. The next phase should emphasize (i) expansion of subscriptions and
campus/corporate partnerships, (ii) regional flavor drops to stimulate repeat
purchase, and (iii) deeper SKU-level CM2 and cohort analytics to optimize media
and assortment. With these levers, Ever Healthy is positioned to compound
retention, protect margins, and extend leadership in the healthy convenience

segment.



