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According to a survey published by Harvard 
Business Review, global yearly consumer 
expenditure by women is valued at $20 
trillion and is expected to reach USD 28 
trillion in the next five years. The worldwide 
cosmetics business is estimated to reach USD 
428.9 billion by 2022. The Indian cosmetic 
industry is also growing very rapidly at a rate 
of 13-18 percent more than that of US or 
European markets, it is expected to touch USD 
20 billion by 2025 at a compounded rate of 25 
percent.  The Indian cosmetics industry is USD 
6.5 billion in compare to global market of USD 
274 billion. Some of the reasons behind this 
rising demand are increasing awareness of 
beauty products, increasing demand for 
premium personal grooming products, changes 
in consumption patterns and improves 
purchasing power among women. Demand for 
cosmetic is growing at an exponential rate 
among the women in India increasing number 
of working women, improving purchasing 
power among the women, changing lifestyle 
pattern. Three gaps were found in Indian 
beauty market, first is e-commerce market is 
still which is in nascent stages, expected to 
grow in future, the customers wants gain digital 
experience. Some of the factors motivating the 
shift towards e-commerce platforms are 
simplicity, time-saving, more choice and the 
"real-time" experience are creating excitement 
among the young women especially. Second is 

non-availability of beauty products matching 
Indian skin tones and the third is no beauty 
product are available in medium price range in 
Indian market. 
 
Kaushik Mukherjee and Vineeta Singh 
founders of Sugar Cosmetics identified these 
vacant spaces in beauty market in India. 
Kaushik Mukherjee, the Co-Founder, and CEO 
of SUGAR Cosmetics is a BITS Pilani and IIM 
Ahmedabad alumnus, and a TEDx speaker and 
a marathon runner and an Ironman triathlete 
with Vineeta Singh, the Co-Founder and CEO 
of SUGAR Cosmetics, a TEDx Speaker and an 
alumni of IIT Madras and IIM Ahmedabad and 
an ultramarathon runner both decided to team 
together on an eCommerce project.  
 
In 2012 by Kaushik Mukherjee and Vineeta 
Singh started cosmetic subscription service the 
"FAB BAG" for 599 INR every month, users 
would get a "surprise" beauty box including a 
mix of five goods from the categories of 
cosmetics, bath and body, skincare, haircare, 
and fragrances. These items were largely new 
and unknown brands that were sourced from 
abroad. This project allowed the team to create 
a database that the SUGAR wanted to position 
itself as a premium brand to mass consumers 
interested to upgrade and try something less 
costly. She was not earning much in this 
project, but she was studying the beauty market 
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of India, she was experimenting with foreign 
cosmetic products and taking feedback from 
the Indian customers. The customers were also 
giving their feedback openly; it helped her to 
understand the Indian beauty market. Soon 
15,000 customers got associated with Vineeta 
through subscription.  
 
She understood that neither the foreign 
products nor the Indian products are producing 
products keeping in mind the Indian customers. 
The global players are making the beauty 
products according to the skin tone of their 
customers. But the skin tones of Indian 
customers are different. Along with 
environment pollution level in India is high. 
The beauty products available in Indian market 
are mostly glossy, but she realized that matte 
finish beauty products are better for Indian 
market because they are long lasting and match 
with the skin tones of Indian customers, in 
compare to the glossy products. And they do 
not match with the requirement of the working 
women.  
 
There are brands like Lakme, Maybelline with 
budget products in India while the premium 
brands like MAC, Sticks are expensive, thus 
there is no brands exist in middle range, the 
brand sugar was launched in India. They 
develop the product keeping in mind common 
women. She understood that celebrity 
endorsement not going to work in Indian 
market. Earlier, the cosmetics brands use to 
promote their products using film stars, 
celebrity endorsement was key to success, 
while the market scenario changed in new 
millennium, the customers are not going to buy 
celebrate endorsement, but they will check the 
product whether it is matching with their skin 
tone or not. 
 
The success mantra of sugar cosmetic is its 
products, a solution of all the problems and it 
show results in few days. Initially they launch 
two products new items like eyeliner and a 

kohl pencil from a reputable German producer 
it was launched in 2016, it did not work in 
India market, but it was successful in UK and 
USA market. The reasons behind the success of 
Sugar cosmetics in the UK and the USA 
markets are customers are used to purchasing 
products online, and they do not have any 
problem with sugar cosmetics because it was 
made in Germany. In a little while, Indian 
customers also get influenced by the foreign 
connections of the sugar brand, subscribers 
started consuming Sugar cosmetics. 'Made in 
Germany' ensuring a good start for Sugar 
cosmetics, when the industry was dominated 
by gloss cosmetic products. Sugar cosmetic 
decide to develop a matte version items which 
the clients could use every day turned out to be 
a hit. Their design partner, Opposite was given 
the task to create "thumb-stopping packaging."  
They develop a strong, graphic approach that 
incorporates low-poly drawings, aware that the 
challenger brand needs to appear and feel 
unique from the prevalent minimal and largely 
black style. They started giving tough 
challenge to top ten rivals in Indian market are 
Purple, Lakme, Maybelline, Lotus Herbals, 
Blue Heaven Cosmetics, Nykaa, Plum, Marico, 
NewU, Emami.  
 
Sugar Cosmetics emerge as India's fastest-
growing premium cosmetic brand, with a cult 
following among millennial. Sugar cosmetics 
were positioned as a choice of brave 
independent women who refuse to be 
categorized into stereotypes, thanks to its 
clutter-breaking attitude, unique low-poly 
packaging, and chart-topping products. The 
brand's bestselling products are Lipsticks, Eye 
Liner, Foundation, Nail paints and Skin care 
products. 
 
In 2015, SUGAR opened a Shopify store, 
which it continues to operate. They released an 
app in November 2019 that has over 800,000 
downloads and a 4.6-star rating on Android and 
iOS. The majority of the internet acquisition 

w
w

w
.In

di
an

Jo
ur

na
ls

.c
om

N
ot

 fo
r C

om
m

er
ci

al
 U

se
D

ow
nl

oa
de

d 
Fr

om
 IP

 - 
21

6.
73

.2
16

.1
37

 o
n 

da
te

d 
04

-A
pr

-2
02

6

https://startuptalky.com/successful-women-entrepreneurs-india/
https://startuptalky.com/successful-women-entrepreneurs-india/


64                                                          Optimization

approach is still concentrated on social 
advertisements. 
 
SUGAR debuted on Nykaa, the beauty website, 
in 2016 when it had a far smaller number of 
businesses than it does now. By 2017, Nykaa 
accounted for roughly 80% of the brand's 
income, and the team admits they weren't sure 
whether to be "glad or frightened." In any case, 
it was evident that distribution needed to be 
scaled. They go from Nykaa to other online 
platforms like Flipkart and Amazon. Sugar 

Cosmetics operates on a hybrid mode, 
currently brand has a presence in more than 
10,000 sales outlets in more than 130 locations. 
Sugar Cosmetics' operating income increased 
by 82 percent in FY20, from Rs 57.14 crore in 
FY19 to over Rs 104 crore. Notably, overseas 
purchasers accounted for 15.4 percent of its 
revenues, or Rs 16 crore. During FY20, it 
generated a further Rs 1.4 crore from its 
financial assets, backed by the faith of marquee 
investors and the passion of millions of beauty 
aficionados. 

 
Sugar Cosmetics - Funding and Investments 

Date Round Amount Lead Investors 
Oct 21, 2020 Series C $21M A91 Partners, Elevation Capital, India Quotient, Stride Ventures 

Mar 8, 2019 Series B $12M A91 Partners, Anicut Capital, India Quotient 

Jun 1, 2017 Series A $2.5M India Quotient, RB Investments Pte. Ltd. 

 
The mission statement stated that, "We believe 
in every interpretation of beauty. Bold to 
subdued, quirky to crazy, every day to glam 
goddess! We aim to celebrate every aspect of 
you, no matter what your style is. So, go 
ahead and pick your faves." The tag line of 
the brand is “Independent women bold and 
free”. In addition, the brand chooses Tapsi 
Pannu as an Influencer, Tapsi Pannu is a 
self-made woman and many people get 
influenced by her, the choose to go by 
aspirational positioning. They prefer to 
choose social media for positioning Sugar 
cosmetics. According to Vineeta, the customers 
spend more time on their smartphones than in 
retail stores, so they choose to do posting 
educational content, tutorial marketing, with 
reputed Influencers. They develop lots of 
informative content in Youtube and they 
develop the SOS in such a manner the 

customers land up into their website and get 
engage with their content on social media. The 
company leveraged this as a chance to boost its 
social media presence. “We used to get around 
100 million monthly impressions before 
lockdown, but that number has already risen to 
almost 240 million. We recently passed one 
million Instagram followers, and our own app 
has over 800,000 downloads," Vineeta 
revealed. 
 
In FY22, Sugar Cosmetics intends to increase 
its offline standalone locations. The brand, 
which was created in 2015, currently manages 
70 outlets on its own, with aspirations to 
increase that number to 100 by December. The 
brand intends to use to extend and enhance its 
retail base to improve its retail marketing and 
visual merchandising experience. 
 

 
Questions: 

1. How the Business Model of Sugar Cosmetics is different from other players? 
2. Discuss the role of Social Influencers in developing the Brand Image? 
3. Is Hybrid Revenue Model a good idea for Sugar Cosmetics? 
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