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Foreword

Modern building materials are new,
innovative materials designed to deliver
differentiated functional attributes. This
report captures the modern building
material categories such as paints, lights,
pipes, wood products, construction
chemicals, sanitaryware, flooring material
& HVAC. The building material market in
India, as of FY21, stood at ~US$ 225B, out
of which, the market for modern building
materials was ~US$ 85B. The building
material market in India is expected to
grow at a CAGR of ~9% until FY27, while
the modern building material market is
expected to witness a growth of ~11%
(CAGR) until FY27.

In this report, we have discussed the
present market scenario, the key
stakeholders in the B2B sales channels as
well as the procurement process for the
selected material categories. Further, we
have also projected the growth of the

market up to FY27 for these categories. We

have highlighted the major tailwinds and
headwinds that affect the modern building

'y d

Madhur Singhal
Managing Partner & CEO

material market in India; rapid urbanization,
industrial development, and the emergence
of market aggregators being the key growth
drivers for the market. We have identified key
pain points faced by the market and potential
solutions to address these pain points. As far
as technological disruptions are concerned,
this report sheds light on the emergence of
market aggregators (B2B e-commerce
platforms) and how they streamline the
supply chains across the market, offering
benefits to both the buyers and the suppliers.
In terms of the future of the market,
government initiatives, adoption of
sustainable alternative materials, and higher
penetration of B2B e-marketplaces are
expected to boost the prospects of this
market as we move forward.

The market is rapidly evolving, and some of
the scenarios presented here may have slight
variations. This report reflects our
perspectives as of October 2022. Contact us
for the latest updates. We, at Praxis, look
forward to continuing the discussion with our
friends across sectors and exchanging notes

as the situation evolves.
)

Aryaman Tandon
Managing Partner & Co-Founder



Executive Summary

Topic Summary of findings

e Overall building material market landscape includes traditional building materials (such as mud, straw, clay, timber, etc.)
and modern building materials (such as paints & coatings, wood products, concrete, HVAC, etc.)

Overview of e We have broadly categorized modern building materials into eight categories including paints & coatings, flooring &
modern building ceiling material, pipes, and sanitary ware

material market | e Distributor or Wholesaler is the key stakeholder across B2B value chain for modern building material market; only in
case of large manufacturers, manufacturer is the key stakeholder

e Major part of procurement demand for the modern building materials emanating from CAPEX and O&M requirements
for projects is fulfilled by the Distributor or Wholesaler

e Modern building material market stands at US$ 85B in CY21, accounting for ~40% of the overall Indian building material

market
e Modern building material market is expected to grow at a CAGR of ~11% between CY21 & CY27; ~48% of the market is
Demand organized
outlook e Wood products, construction & industrial chemicals and flooring & ceiling material account for ~55% of the modern

building material market in India

e Rapid urbanization, industrial development, emergence of market aggregators, and government initiatives are the major
tailwinds for the market

© Praxis Global Alliance | 03




Topic Summary of findings

¢ Asian Paints, Finolex, P&G, and Havells are some of the key players in the modern building material market in India

e Supplier ecosystem in the market is governed by a preference for collecting advance payments and a credit period of ~30-45
days extended by suppliers
Supply

landscape e Among the key purchase criteria, price is the most important criteria across material categories, followed by the delivery

timelines

e Expansion of vendor base, creation of Business Continuity Plan (BCP) and adoption of technology can address pain points
faced by modern building material market

e Recentinvestments in this market in India indicate a focus on product development, technology adoption and expansion in
capacity & user base

e Market aggregators are disrupting the existing B2B channel by streamlining the supply chains and offering financing solutions
to enterprises

Technological | ¢ B2B e-marketplaces offer benefits to both buyers and sellers; tools such as tracking services, inventory support systems
disruptions streamline the process

e Moglix, infra.market & Industrybuying are some of the key B2B marketplaces in India causing disruption in the modern building
material supply chain

e Government push for affordable housing, investment in infrastructure and better connectivity for the movement of goods &
services will boost the modern building material market in India

e Adoption of sustainable material alternatives such as long-lasting, recycled or upcycled material and natural insulation to

Future gather pace going forward

outlook
e Value added services, quality control, improved user experience and ecosystem integration would lead to higher penetration

of B2B e-marketplaces

¢ |nnovation in building material, automation in manufacturing, online procurement and utilization of Al & analytics are
expected to be the leading trends in the market moving forward

© Praxis Global Alliance | 04
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Overview of modern building material market

Overall building material market landscape - traditional and modern building

materials

Building material

‘0 Industrial Goods and Services

Traditional buildi
materials

buildings

Oldest & the most
known materials used
in construction of

Modern building
materials

modern
building
materials are
new innovative
materials
designed to
deliver
differentiated
functional
attributes

)

Pipes, plumbing’ 'Lights & lighting E Metals }:| Lanitarywarj HVAC Aggregates &

& fittings accessories & CP fittings bulk material®

Material used for construction purposes including both naturally
occurring substances & man-made products

Representative list of products

—— Timber —— Stones

Paints & Industrial &

coatings plywood & & partitions construction

|

|

|

|

I

Wood product :
|

laminates chemicals :
|

|

|

|

|

|

|

|

|

|

Flooring, ceiling

v

Real estate

Note(s): 1. Concrete including RMC, cementitious products, concrete blocks, etc. 2. Aggregates including sand, gravel, fly ash, and other coarse substances
Source(s): Secondary research, Praxis analysis

Residential units

Commercial &

industrial space

Retail space

[Qj
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Overview of modern building material market

We have broadly categorized modern building materials into eight categories
including paints & coatings, flooring & ceiling, pipes, and sanitary ware

Modern building materials

v v y v v v v

Wood : . . Heating,
Paints & Lights and Pipes, products [T (5 DBl Sanitary ware ventilation
coatings lighting plumbing olywood & constrqctlon celll'n.g& &chrome & air
accessories & fittings laminates chemicals partitions plated fittings ' conditioning

! . . ! !
: Paints : | Luminaries | : Pipes fittings : | Laminates : :Congrete : | Tlles., marbles, :  Sanitary ware : | Blowers, |
' o P . Pl i | admixtures, 1 | granites ;! i ! coolers and |
! ;! " &plumbing | ! ;! . oo ! P U f |
! ! . L | I repairing, curing; ! L ' 1 fans
: i | : | | | ! | compound | | Insulations & | : | : ' |
| o ! = = | acoustics, - . | AIr :
+ Coatings | ' LEDpartsand | 1 Pipes 1 Plywood : :\évaterﬁrosﬁng 1 flooring | :Sanltaryﬁttmgs: :conditioners |
! i repellents, ial. ceili
| : : gil;]:sr;g)ries | | | | i | grouts i :gztaertcliii’cfnesl mgi : i | Air distribution |

| |

: g g | R o oystem
' Paintrelated | ' | ! Scaffolding 1 ! | 'Acid, cleaning | ! | | CPfittings . : |
| materials : | : | : | : | and |n0rganic, : | : | : | A”: handllng !
: | : | —— | : | ' chemicals | : | : | ! units :
: | : | : Lm‘e plpeS& | : Wood | : | : | : | :Chillers and :
: : : : : ﬁttlngs : : prOdUCtS : : : : : : : I components :
I b b b b b b ! I

________________________________________________________________________________________

Material segments not considered

Aggregates and bulk material (sand, gravel, fly ash, and other coarse substances) Mud Lead
Modern building . Traditional
material Concrete (RMC, cementitious products, concrete blocks) building material Clay Slate
Metal (steel, aluminum, iron), glass, electrical wires and switches Clay Timber etc*

Note(s): * includes cement, stones, stucco
Source(s): Praxis analysis © Praxis Global Alliance | 07



@ Industrial Goods and Services
Overview of modern building material market

Distributor or Wholesaler is the key stakeholder across B2B value chain for
modern building material market; manufacturer is the key stakeholder in case
of large manufacturers

There are no small
manufacturers in case
of capital-intensive
industries such as
HVAC

Large manufacturers or
manufacturer of branded X
Large manufacturer! products have high Medium manufacturer? Small manufacturer?
bargaining power over
=1l = =

others in the value chain
= g - o * -
T TR g — e g —
_IJI A H = H

scaffoldings

faf

Large-sized
customer

s

Mid-sized
customer

Small-sized
customer

B

Large-sized
customer

Mid-sized
customer

I_"_", Key stakeholder in the value chain

Small-sized
customer

Only in case of

% I

Large-sized Mid-sized
customer

customer

Raw matenals Manufactunng Product Raw materials ~ Manufacturing Product Raw materials Manufacturing Product
plant warehousing plant warehousing plant warehousing
— & . —
Company depot ! Company depot
~— = — — — — — | Onlyincase of some r—- —l ————— I !
[ categories such as I _ I ! r-- -—=-
N I = lights & lighting I = | I I = ’
Q = I ) accessories and pipes, = [ T 1 1 [T7] | Responsibility of:
@ o 1 =EEE lumbing & fittin Te— I =EIEs ! I I Wh '“J' ;| Buvyer:incase of
Q Responsibility of ,  Wholesaler or Responsibility Wholesaler or I ; | 1olesaler or etall purchase
2 the manufacturer| distributor : of the | distributor ! ; _ distributor 11 wholesaler:
= - l- No trader in manufacturer Responsibility of: | 1 l Dependllng onthe
In case of pipes, FSFSTaTIEr l Buyer: Incase of | volume
plumbing & i case of category i h .
o quantities, == suchasHVAC | — retail purchase | f—
fittings. large borne by buyer = i PR Wholesaler: = troos
manufacturers | ED | []j —— | Dependingonthe | Te-'e | ED |
do not sell _f b I - = Trader velhme ! Responsibility J
directly to the Trader a 3 i of thebuyer  Trader
customers | Responsibility of ihili Responsibilit ) a ;
exceptin the thepwholesa?;r Responsibility of F:)f the Y Notradersin i
case of the buyer v case of HVAC '
v \4
manufacturer

e

Small-sized
customer

industrial chemicals; they buy in small quantities

from the manufacturers, for MRO requirements

© Praxis Global Alliance | 08

Note(s): As per RBI guidelines 1. T/o > INR 250 Cr, 2. T/o from INR 50 Cr to < INR 250 Cr, 3. T/o up to INR 50 Cr
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@ Industrial Goods and Services
Overview of modern building material market

Maijor part of procurement demand for the modern building materials emanating
from CAPEX and O&M requirements for projects is fulfilled by Wholesaler or
Distributor

Modern building material procurement process for CAPEX and

O&M requirement
o i th £ OaM o e Requirements at a project or plant site are drawn by the buyer
S R n the case o s materials for CAPEX and MRO requirements
= » are either purchased from
a n Product demand :;nt?::a°c:ur2§g'§";smr£frsalers e The procurement team (in case of large and medium-size
§ coPr1rt(|)'jaeccttor communicated Procurement products already in stock are buyers) or owner (small-sizgd buyers)‘ prepares a requirement
] team or owner used plan and reaches out to various suppliers
()
o . . . .
p et~ = T T T T T T T T TS —- - | e The product specification and requirements are shared with
| o .
= = |
Value : e % | the approved or fixed list of vendors
S | )
chain ! Manufact Distributor or Trader | o ngtes are shared by the vendors with sevgral terms such as
c | anutracturer Wholesaler | prices, delivery terms, payment terms, quality, etc.
E Description : Large-scale buyers who Maijority of the purchases are  In the event of a product shortage, ! e Incase of raw materials, if a new brand is available then a
Q@ | exclusively buy branded items buy made through the wholesaler purchases are made in local retail | leisd ded
0] ) o ) | sample is demande
n I'in bulk from the manufacturer or distributor stores to avoid a work delay |
_ ] . .
o i ! o The buyer awards the deal based on the RFP or Bidding
S Major type of ! " . e . . !
s buyer | Large-size * Mediumandsmall-sized e Medium and small-sized ! protocols (usually some extra percentage is ordered to reduce the
> o Large | . . : risk of delay in case of defect)
o N
o w |
v 2 . I : e Incase of HVAC, technical designs need to be negotiated with
& O Medium , ; 9 A .
1= 5 | : the supplier
v a |
Small | * p : e The supplier delivers the product periodically based on the
0 Lo ___ J SLAs
. o
£ g e Thesupplieris paid as per the terms
—
O g % § Order placed by the
a procurement team -
= or owner Contractor as well the In some categories such as such as
= | end-buyer play a critical role p_y—,_g_.l V\{OOd & Iamlnfn\te.s lights &
g [ ‘ in product and brand lighting accessories; small EPC
= Products delivered  |peem| Products delivered at the selection players prefer making cash
g a at the site El!' f_‘ warehouse of the buyer payments to avoid payment of GST
>
Low ") @ @ Hien

Source(s): Primary discussions, Praxis analysis © Praxis Global Alliance | 09
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(@ Industrial Goods and Services

Demand outlook

Modern building material market stands at US$ 85B in CY21, accounting for ~40%
of the overall Indian building material market

Building material market in India stands at ~US$ 225B with The building material market is expected to grow at a

modern building material market being US$ 85B

~9% CAGR from CY21-CY27P

Building material market

US$ B,CY21-27P CAGR
CY21-27P
377
O,
58%, 9%
Other
material
225 categories

Modern building material 62%, Other
material

market in India categories
~US$ 85B

42%,
Modern 11%
building

material
market

38%,
Modern building

material market

Building material market Building material market
Cvy21 CY27P

Source(s): Expert discussions, Secondary reports, Praxis analysis
© Praxis Global Alliance | 11



Demand outlook

‘0 Industrial Goods and Services

Modern building material market is expected to grow at a CAGR of ~11% between
CY21 & CY27; ~48% of the market is organized

Modern building
material market size

(US$B,CY21)

The building material market is expected to grow at a
~9% CAGR from CY21-CY27P

Modernbuilding material market
US$ B,CY21-CY27P

11%

/

CY25P CY27P

Cy21

CY23P

Source(s): Expert discussion, Primary conversations, Secondary reports, Praxis analysis

Organized market

(US$ B,CY21)

~41 (~48%)

Expected growth

CAGR
(CY21-27)

11%

Key categories Products with highest demand

Paper laminates, plywood and panel sheets

Waterproofing material, admixtures, quick setting cement,
concrete curing compounds, tile grouts, ammonia,
sulphates, hydrochloric acid, cleaning chemicals

Ceramic tiles, black granite, white spotted marbles, white
cement sheets, thermal insolation

Cabinet and extension fans, SAC, VAV, dampers, pre -
insulation ducts

PVC pipes,wooden scaffolding, elbows, equitable Ts

Tubes, lamps, and streetlights

Decorative paints, industrial coatings

Wash basins, and mix heaters

© Praxis Global Alliance | 12
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Demand outlook

Wood products, construction & industrial chemicals and flooring & ceiling material

account for ~55% of the modern building material market in India

US$ 16B US$ 16B Us$ 15B US$ 12B US$ 9B

Concrete repairing compounds,
100% 3%

Scaffolding, 10%

90% Curing compound, 6% Others?, 19%
Pipe fittings &

Cleaning chemicals, . plumbing, 12%
80% 13% Industrial blowers,

coolers & fans, 5%

1 579 Air handling unit LI7ves PIpEs e
70% QiiI=Es, B Concrete Admixtures, 9% & ’ fittings, 13%

14%

Chillers & components,

Total (CY21): US$ 85B
US$ 8B US$ 8B US$ 1B

Paint related materials,

1%
CP
fittings,
oO
Coatings,
Luminaires, 25%
43%

60% ~eiling & Partition. 2% 10%
. Insulations & Acoustics, 3%
Acids, 16%

50% Marbles, 13% Air distribution system,

19%
40%

. Water proofing & repellents, Granites, 13% LED parts & Paints, 75%
30% Laminates, 21% 22% Pipes, 65% lighting S
accessories,
57%
20%
Tiles. 28% Air conditioners, 37%
Plywood & wood : : o ‘
10% products, 22% Inorganic chemicals, 23%
0% .
Wood products, Plywood & Construction &industrial Flooring, ceiling & HVAC Pipes, plumbing & Lights & lighting ~ Paints & v?:::;"é;)

Laminates chemicals partition® equipment fittings

Note(s): 1. Others include Veener, MDF, etc., 2. Others include seamless flooring, PVC, terrazzo, flooring materials etc, 3. Others include furnaces, boilers, heat recovery systems, etc.
Source(s): Expert discussion, Primary conversations, Secondary reports, Praxis analysis

accessories coatings i
fittings

© Praxis Global Alliance | 13



(0 Industrial Goods and Services
Demand outlook

Major tailwinds for the industry - rapid urbanization, industrial development,
emergence of market aggregators, and government initiatives

Urbanization High raw materials price

e Indianurban populatiorlis expected to reach ~607Min CY30 from e Unprecedented increase in materials costs since the pandemic (for
493Min CY21 and ~40% of the total population is expected to live in example, the cost of key materials such as cement and steel have

urban areas risen over ~20% over the past year), supply-chain disruptions, and an

This implies that India would require ~25M housing units in urban areas increasingly tight labor market

by CY30, which would result into the need for modern building materials
{j Delay in project timelines
m Government initiatives e The completion of any construction demands multiple clearances

e Programs such as the Smart City Mission (which aims to improve the from various designated authorities (taking at least 4-12 weeks) and a
quality of life in 100 cities) are projected to increase the quality of life delay in obtaining these clearances may lead to a delay in execution of
through modernization and technology-based urban planning the projects

Logistics issues

India has an investment budget of US$ 1.3T on infrastructure, out of
which around 16% is on urban infrastructure e For certain material categories such as construction chemicals, most of
— f k t t the manufacturing happens in Gujarat due to vicinity to port and raw
:“’3‘_"1 gence or market aggregators materials, while the maximum demand comes from southern and
> eastern regions. This increases the logistics cost and the overall
production cost

Investment allocations under National Infrastructure Pipeline, wherein >
N
7

e The emergence of various app-based and online private & public
aggregators such as Moglix, industrybuying, Government

e-Marketplace, etc. is expected to be instrumental in addressing the . - )
disruptions in the building material supply chains Unavallablllty of raw materials and

- . ¥ techtools
Industrial development

e Several large-scale infrastructure development projects are in progress
in the country such as plans for 14 SEZs, six new ports, and three mega
ports

e Unavailability of certain raw materials in industries such as wood
products and plywood, and construction chemicals raises overall
production cost

e Shortage of quality enhancement tools, and testing labs, etc. in

In October 2021, the government announced a master plan for / ) g
categories such as HVAC impacts product quality

multi-modal connectivity to develop the infrastructure for lowering
logistics costs

Note(s) : Conversion rate : US$ 1=INR 79

Source(s): Secondary research, Praxis analysis © Praxis Global Alliance | 14




p -

P
S,

W

Fa f"f‘l 2
Tk
& =

1 =
e e
e g AR e
sa————



Supply landscape

‘" Industrial Goods and Services

Asian Paints, Finolex, P&G, and Havells are some of the key players in the modern
building material market in India

Wood products, plywood,
and laminates

Construction and industrial

chemicals

%gw itle

iy e Kt
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Pipes, plumbing and fittings

_,.,;.;7_._-_ Hex
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APLAPOLLD
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e
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Lighting and lighting

Flooring, ceiling and
partitions
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Paints and coatings Sanitaryware and CP fittings

accessories
P‘I:ILIPS =
) HAVELLS &5 i\'J ‘ onm s
Emnpa'"ts “# HSIL B GEBERIT
o> BAIA)
) Faspirving Trsst A K= NEROLAC 6 Farryware
\ '-'f B CERA
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Source(s): Secondary research, Company website, Praxis analysis
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@ Industrial Goods and Services
Supply landscape

Supplier ecosystem in the market is governed by a preference for collecting
advance payments and a credit period of ~30-45 days extended by suppliers

|
Wood products, Construction & Flooring, ceiling HVAC Pipes, Lights & Paints & Sanitaryware
Parameters Plywood & Industrial & partition equipment plumbing & lighting coatings & CP fittings
Laminates chemicals fittings accessories
e Advance e Advancetaken e Advancetaken e Advance e Advance e Advance e Advance e Advance
Payment terms taken from a from both old & from both old & taken from taken from taken from taken from taken from
new customer new customer new customer anew anew anew anew anew
(% differs) (% differs) customer customer customer customer customer
e Bank OD Loan from e Loans or bank e Loansor bank OD e Loansor e Loansor e Bank OD e Bank OD
e LC!from banks oD e LC!from Bank OD Bank OD e LC!from
Financing support availed customers to customers to e Channel e Channel customers to
ensure timely ensure timely financing financing ensure timely
receipt receipt receipt
Manufacturer 7-10days 3-7 days e 2-7 days 2-45 days e 3-20days e 2-30days e 2-10days e 7-10days
Wholesaler 0-2 days 2-3days e 2-7 days 2-7 days e 2-3days e 2-30days e 1-3days e 2-3days
Demand is low Demandislow e Demandislow High demand e Demandis e Demandislow e Lowdemand e Demand is low
during rainy during rainy during rainy during low during during rainy during rainy during rainy
season as season as season as summers rainy season season as season as the season as
construction construction construction as construc- construction humidity affects ~ construction
activity slows activity slows activity slows tion activity activity slows the paintingand  activity slows
down & high down down slows down down & high coating down & high
during festivals during festivals  procedure during festivals
_ ~ * ~1- ~1 * ~0- ~2 * 2o *
NV Manufacturer ~5% ~2-3% o ~2% 1-2% o ~3-5% o ~2-4% o ~3-5% o ~3-5%
spend (% of ~1-2% Not much o ~5-6%* None ¢ Not much o ~1-2% o <1%* e Not much
revenue) Wholesaler advertising advertising advertising
spend spend spend
(o=l [{d1=1d (6] 8 Manufacturer 15-30 days 15-90days e 30-90days 30-60 days e 30-60days e 45-30days e 15-30days e 15days
offered
CELEIEINEE \Wholesaler 20-30 days 15-60 days e 15-40days ~30 days e 20-30days e 30-60days e 20-30days e 20-30days

upon business
relations)

Note(s) : 1. LC - Letter of credit, *% of total cost
Source(s): Primary conversations, Praxis analysis

© Praxis Global Alliance | 17



Supply landscape

‘" Industrial Goods and Services

Key purchase criteria: Price is the most important purchasing criteria across
material categories, followed by the delivery timelines

Category

Price Delivery terms

Quality Payment

Wood Products, Plywood & Laminates

Construction & Industrial Chemicals

Flooring, Ceiling & Partition

HVAC

Pipes, Plumbing & Fittings

Lights & Lighting Accessories

Paints and coatings

Sanitaryware & CPFittings

(1
For us, the most important is the quality of the
product because we lease out our buildings to the
big IT companies and if we don’t use good quality
then our maintenance cost will increase

- Buyer, Delhi NCR

Housing societies want quality and delivery at the
same time. The bigger builders buy only top brands
and thus don’t have to worry about after-sales
service. Procurement is done in advance too.
Pricing evaluation is done intensely for them to
make better markups, and they have little
flexibility in choosing brands. Some insist only on
the top 2-3 brands

Procurement manager, Mumbai

Price is the major KPC. Since we purchase quality
products, we are not concerned about the quality.
The RFQis only for the purpose of price, delivery,
and payment terms

- Procurement manager, Bangalore

Source(s): Primary conversations, Praxis analysis

High significance ———— > Low significance

© Praxis Global Alliance | 18




Supply landscape
Expansion of vendor base, creation of Business Continuity Plan (BCP) &

adoption of technology can address pain points faced by the modern building
material market

Difficulty in sourcing

Note(s): 1. Building Information Modelling

et

of raw material

Difficulty in
procuring quality
raw materials to
manufacture
products

Difficulty faced by
the buyersin
sourcing specific
products for their
projects

Lingering trend of
high prices of raw
materials that are
required to
produce or
manufacture
modern building
materials

Lack of technological

©

0=

availability &
awareness

Insufficient
awareness among
the manufacturers
and suppliers of
modern building
materials when it
comes to the
integration of
technology (such
as BIM?Y) in their
business

Shortage of
quality
enhancement
tools and testing
labs

7o

-0 (o)

Mis-management of

logistics

High lead time to
procure products
due to poorly
managed supply
chains

Losses due to
breakage (like tiles,
sanitaryware) and
mishandling
(chemicals and
acid) due to the
sensitive nature of
certain products

Source(s): Primary conversations, Secondary research, Company annual reports, Praxis analysis

Seasonality

Adipindemand
during specific
months such as
the demand for
wood products,
paints, and
coatings, etcis
reduced during
monsoons

Potential solutions to address pain points

&>

Build relationships with multiple vendors
as a measure for smooth procurement of
raw materials and create Business
Continuity Plans (BCP) to strengthen
responses to business stoppages

Material costs reduction by expanding
the vendor base and improving
efficiencies

Cost-effective logistics by using
algorithms to forecast demand, plan
inventory, distribution and transportation
of material. Partnerships with the logistics
service providers is also key in this regard

Deploying requisite technological tools
and trained manpower to aid companies
in the utilization of BIM?! and technology
-based analytics

© Praxis Global Alliance | 19



@ Industrial Goods and Services
Supply landscape

Companies have raised funds to focus on product development, technology
adoption, and scaling up capacity & user base

|
Recent PE/VC deals
Company About the company Leading investor ( 2gr2n20LLljnst$) Funding round Key objectives of the target companies
e Expand its capacity in tiles and sani-
( ) ) Privat it taryware and expand sanitaryware
Sj ) | Premium tiles maker A 66M rlvioisgw ¥ division into the faucets sector
tmpo o e Improve logistics and customer service
e Scale up the user base, digitise the
Entire supply chain manager supply chain, bring in product innova-
:%i_ “ppMat  of 3 construction contractor matrix 10M Seed round tion, and expand the team
B2B manufacturing and suool Pre —seed e Scale the team across manufacturing
' X & bply W.:H 515K d clusters in India and invest in products
m Magma chain enablement platform ventures roun and technology
e Asustainable building & construction
s " materials start-up that captures and
ustainable construction ts waste plastic into high-gra-
. ruhas 976K Seed round conver p gh-g
@ ZERUND materials manufacturer de, lightweight bricks that are 15%
cheaper and 45% lighter than the
industry standard

Source(s): Secondary research, Praxis analysis © Praxis Global Alliance | 20
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Technological disruptions

Market aggregators are disrupting the existing B2B channel by streamlining the
supply chains and offering financing solutions to enterprises

Market aggregation Inclusion of SMEs

Since ~52% of the market is unorganized,
the rise of B2B e - marketplaces also aids
the aggregation of the unorganized supply
chain and improves the trade margins by
reducing the number of stakeholders
involved

The presence of market aggregators
allows smaller and medium size
enterprises to cater to a wider market
base by providing access to a number of
potential customers

Financing solutions

Market aggregators such as Moglix provide
financing solutions to its vendors, through
its supply chain financing solution called
Credlix. Thus, addressing the working
capital problems for suppliers and
enterprises in the market

Source(s): Secondary research, Praxis analysis © Praxis Global Alliance | 22



Technological disruptions

‘0 Industrial Goods and Services

B2B e-marketplaces offer benefits to both buyers and sellers; tools such as
tracking services, inventory support systems streamline the process

=

i

Accounting &
reporting
systems

A

o
Product
& price

discovery

]

Procurement

O
qﬁ& Supplier

Fulfilment &
logistics

Marketing or
Advertising

Inventory
& back-end

B2B system support

e-Marketplace

Ry &

Fulfilment &
Tracking & logisti
g User ogistics
control interf
systems interface
. Functionalities Tools

Source(s): Secondary research, Praxis analysis

Key features of a B2B e-marketplace

Better product & price discovery: Contains
details about prices, specifications, and features
of products and allows buyers to compare
products and make smart decisions

Purchase data: Includes customer’s purchase
history, shopping or wish lists, and other preferen-
ces, which help suppliers to improve customer
experience

Financing: Apart from working capital support for
suppliers and financing support for buyers,
marketplaces also offer tax management and
insurance services to them

Payment options: Provide payment options that
include multiple forms of payment, and open
purchase orders

Logistics: Provide high-quality logistic services
such as negotiated shipping rates and tracking
capabilities that most vendors cannot match on
their own

Returns and refunds: Process returns and refunds
promptly, as a result of the robust fulfillment,
payment, and logistics system

© Praxis Global Alliance | 23



Technological disruptions

Moglix, Infra.market & Industrybuying are some of the key B2B marketplaces in
India causing disruption in the modern building material supply chain

‘0 Industrial Goods and Services

Parameters mug]ix INFRA.MARKET
2015 2016 2013

e B2B procurement platform of
industrial supplies

Wholesaler for infrastructure or
construction materials

B2B marketplace and enterprise
marketplace with a catalogue of
over 1.5 Lac SKUs from brands

e Retailers or dealers or

Infrastructure or construction

Manufacturing companies and

corporates companies and retailers retailers
 Financing support is provided Financing support is provided e Logistics support
under the brand name Credlix
e Supply chain financing Logistics cost is the responsibility
e Logistics support of the suppliers
v v x
x v x
x v
v x
v x
v x v
v

Source(s): Company websites, Primary conversations, Praxis analysis
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Future outlook

‘0 Industrial Goods and Services

Government push for affordable housing, investment in infrastructure and better
connectivity for the movement of goods & services will boost the modern building

material market in India

A, Budgetary allocation

[e]

e Forthe FY23, a budgetary allocation of ~US$ 6B has
been made towards affordable housing with a target
to build 80 lakh houses for identified beneficiaries
under Pradhan Mantri Awas Yojana

Formulation of high-level committees
@ e Proposal to formulate a high-level committee of
planners, economists, and institutions to provide
recommendations on urban sector policies, planning,
governance, capacity building, and implementation
e Earmarked US$ 32M each to create 5 Centers of
Excellence to provide certified training in urban
planning
e Assistance in fostering real estate development

across tier 2 & 3 cities in India
Digitalization and integration

e Pradhan Mantri Gati Shakti plan will serve as a digital
platform that shall bring together 16 ministries to

seamlessly integrate different modes of transport (roads,
railways, airports etc.) to improve logistic efficiency, reduce
costs, and ensure seamless multi-modal connectivity for

the movement of goods and services.

Note(s): Conversion rate: US$ 1 =INR 79
Source(s): Secondary research, Praxis analysis

il

Streamlining of government processes

e The central government will collaborate with state
governments to reduce time for approvals to promote
affordable housing

Smart cities mission

e The mission aims to develop cities that provide core
infrastructure, clean and sustainable environment, and
better quality of life to their citizens through the
application of smart solutions

e Modern and sustainable building material are to be utilized
to improve the quality of life in cities and catch up with
other developed cities in the world

e Out of the 100 cities selected in the beginning, 80 have
seen implementation of transformational projects, and
multiple projects are in progress in the rest

Investment in infrastructure

¢ National Infrastructure Pipeline (NIP) is the Government of
India’s roadmap to make India a 5 trillion-dollar economy by
FY25 by spending ~US$ 1.3T on infrastructure projects

e These projects would be related to airports, ports, etc. which
would push the demand for building and construction
material

© Praxis Global Alliance | 26
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Adoption of sustainable material alternatives such as long-lasting, recycled or
upcycled material and natural insulation to gather pace going forward

Sustainable alternatives

Construction and demolition produces large amounts of waste that can be reused
Material like windows, doors, or flooring that are salvaged from demolition can be
Recycled and upcycled material used in new construction

For example, Zerund, a start up, manufactures lightweight bricks using waste
material like plastic and fly ash

e Long-lasting materials are more sustainable because they reduce the need for
repair and replacement

e For example, asphalt roof shingles are more prone to breaking but composite
shingles (made from recycled rubber and plastics) are more durable

Long lasting material

Smart glass is a window treatment that can be switched between transparent and
translucent; this makes glass acts as a solar collector in winter, and a heat deflec-
tor in summer

e Many types of insulations contain materials that are resource and carbon inten-
. . sive, including plastics and chemicals
Natural insulation e Utilization of hemp and cork alternatives are sustainable and green replacements
of the same

Source(s): Secondary research, Praxis Analysis © Praxis Global Alliance | 27
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Innovation in building material, automation in manufacturing, online procurement
and utilization of Al & analytics to be the leading trends in the market

e Innovation in building & construction material: Usage of super-performing building materials and techniques in terms of energy-saving
@) efficiency of the material, cost efficiency, application feasibility, availability, vernacular characteristics, life span, etc. These innovations
[aoo0) include PPR pipes?, floatable concrete, precast construction, among others

@7 e Adoption of environmentally friendly substitutes: There is rising awareness towards adoption of environment-friendly and
@I sustainable substitutes for building materials. Players are also collaborating to curb carbon emissions in the market. For example, a
27 construction industry coalition, led by Xynteo, aims to rapidly accelerate the decarbonization of the built environment in India

J,_;FG e Digitization and automation in manufacturing: Digitized services ecosystem has helped the firms to optimize the production

lifecycle resulting in predictable manufacturing outcomes. These technologies include digital tile printing, and automatic RMC
mixers among others

these players collaborate with ecosystem of onboarded suppliers for best pricing and faster delivery. Moglix, infra.market,

g e Online procurement & aggregation: New age players are focusing on app or online-based procurement and demand aggregation, where
9 industrybuying, Government e-Marketplace (GeM), along with upcoming platforms like L&T SuFin are the prominent players in this space

e Al and analytics: Technologies such as Building Information Modeling (BIM) support the continuous and immediate availability of
project design scope, schedule, and cost information that is of high quality, reliable, integrated, and fully coordinated. These
technologies allow to construct a building virtually, and in detail, which aids the market to build better structures

Advanced versions of traditional gear, including headsets, safety classes, and clothing, are now being made even safer, with the help of improved

& e Safety infrastructure: A variety of new technologies are helping to improve safety and health conditions on building & construction worksites.
designs and materials

Note(s): 1. Polypropylene Random Copolymer pipe

Source(s): Secondary research, Praxis analysis © Praxis Global Alliance | 28
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Value added services, quality control, improved user experience and ecosystem
integration would lead to higher penetration of B2B e-marketplaces

Value added e B2B e-marketplaces are extending value added services such as logistics support to facilitate order fulfilment and
services financing solutions to buyers & suppliers such as channel financing, working capital facilities and equipment financing

Suppliers should be onboarded after checking and ascertaining their authenticity and quality
This would enhance reliability and trust for the platform among the buyers

Quality control

User experience e |Important to develop aesthetic and easy-to-use UX to retain customers
(UX) e The whole conversion process from browsing to finally purchasing needs to be seamless and efficient
;@; X e Alongwith information-backed marketing campaigns, buyers value the ability to compare goods and services side by
N B2B marketing side from competing suppliers
ﬁﬂﬂ p g supp

e Thiswould improve a platform’s look and feel as well as stickiness

Data - based e As most B2B purchases are planned and justified before being approved, platforms may provide relevant data to the
insights sellers or suppliers to provide deeper insights on the buyer preferences

Payment services e To optimize the payment process, third party sellers need to be supported by a seamless and secure transaction process

Integration

Platform visibility

e Beingable to easily integrate with multiple software solutions improves the marketability and customer retention of an
online platform

The platforms need to invest time and money into SEO* to ensure their visibility
Also, they need to have a presence in B2B publications, at industry events, and across social media

Note(s): *Search Engine Optimization
Source(s): Praxis analysis © Praxis Global Alliance | 29
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